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makes big sales after sunset 


And anyone who thinks otherwise about nighttime 
radio had best look closely at the new A. C. Nielsen 
Coverage Survey just published. 


Among other things, Mr. N. points out that NBC Radio 
is heard in more than 16,000,000 homes on the average 
night — 25,466,870 different homes by the end of a week. 


When you realize that this multi-million audience 

is delivered by NBC at a cost-per-thousand lower 
than any of the other networks — far lower than any 
of the leading magazines... 


you begin to realize why NBC Radio 
glows in the dark. 


NBC 


radio network 
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FAMOUS CUNNINGHAM DRUG STORES 
DEMONSTRATE THAT EXCLUSIVE USE OF 
DETROIT FREE PRESS PAYS OFF IN SALES 
BUILDING LOCAL IMPACT 


On December 14, 1952, Cunningham Drug Stores of 
Detroit ran a 12-page rotogravure section exclusively in 
the Sunday Detroit Free Press. As a direct result, a total 
of $1,000,000 in sales were made at the 107 Cunningham 
stores in 10 days’ time or at the rate of $83,000 per page 


This is an amazing record of results at an advertising 
cost of less than 14% 


-_ \ 
$1,000,000 fa Response like this has earned for The Free Press the 


heartfelt enthusiasm of all Detroit retail merchants and 
to say that Cunningham's was “pleased” is probably 


MERCHAN DISE the greatest understatement of the year. 


We're proud, too, of this achievement It is another 


, 4 dramatic demonstration of the tremendous effectiveness 
ess t an 2 0 SF b of this newspaper in reaching and influencing — the 


major buying power of the important Detroit market. 


| on ’ y 
ad vertising cost That's the reason why Cunningham's, one of 


Americas most alert and aggressive drug store chains, 
whose 107 stores do an annual volume in excess of 
$40,000,000, uses The Free Press so consistently and 
effectively to build business volume 


| Se What any advertiser wants is LOCAL IMPACT... LOCAL 
=f RESPONSE at the cash register. This is proof you get 
NATE S. SHAPERO just thet in Detroit thry EXCLUSIVE SCHEDULES in 


President 
Cunningham Drug Stores 


CHES. B. LARSEN 
Executive Vice President 


See The Beteoit : | 
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THE KARDEX SALEMASTER 
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facts instantly with regard to territory, 
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Set sales quotas. 

Iron out weak spots in distri- 
bution. 

Locate boom markets. 

Establish market potentials 
for consumer and industrial 
products. 

Forecast industry and company 
sales. 

Locate new retail outlets. 

Locate new manufacturing fa- 
cilities. 


Behind the statistics published in 
the SURVEY OF BUYING POWER 
lies the most complete collection of 
regional and local market data in 
the country. This information can 
be brought to bear on all basic prob- 
lems of distribution, in the form of 
individualized studies tailored to 
your needs. All inquiries welcomed. 
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There's only one complete source of facts on trade shows and 
conventions. There’s only one medium to reach the buyers of 
products or services used at conventions and trade shows. No 
matter what you want to know about conventions or expositions, 
no matter what you want to sell to conventions and trade shows, 


you're sure to turn to... 


Gales Meetings 


THE MAGAZINE OF CONVENTIONS AND TRADE SHOWS 
Part 2 SALES MANAGEMENT. 


1200 Land Title Building, Philadelphia 10 


Write for “The Fabulous Meetings Market.” 


The Thinking Machine 
of American Business 


} 


ee 


It’s no secret to those who 
make calculators that on-the- 
job demonstrations are what 
clinch sales. But how to open 
more business doors, more easily 
for salesmen-demonstrators is a 
continuing problem. 


To help solve this problem for 
its salesmen, Friden does two 
things: 

First, it presents its fully auto- 
matic calculator as “The Thinking 
Machine of American Business,” 
stressing the machine’s intriguing 
ability to perform more steps in 
figure-work without operator deci- 


| Doors open...sales climb 


—as if by magic! 


sions than any other calculating 
machine ever developed. 


Second, Friden makes a mass 
presentation of its product to thou- 
sands of prospects in news and 
business publications. 


As a result, prospects want to see 
it work . . . and readily open their 
doors to Friden demonstrators! 


So fast and effective is this appli- 
cation of mass education in a hotly 


A young company now outsells veterans in its field 


competitive field, that the Friden 
in recent years has become Amer- 
ica’s largest selling calculator. And 
this business born in mid-Depres- 
sion now occupies, at San Leandro, 
California, one of the finest preci- 
sion-manufacturing plants in the 
United States of America. 

Can these benefits of mass educa- 
tion be better used in your behalf as 
well? We'd be glad to talk to you 
about it. Just call or write: 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao 
Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Capetown, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne. 
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SIGNIFICANT TRENDS 


As seen by the Editor of SALES MANAGEMENT for the year ending December 31, 1952 


14 STATES 


Almost exactly one-third of the U. S. A. 


EQUAL TWO-THIRDS OF SALES 


retail sales 


volume is to be found in four states: 


New York 
California 


41.312 % 
8.56 


Pennsylvania ..... 6.83 
(Pe 6.48 
32.99 


And another third is found in the next ten states: 


Ohio 

Texas 
Michigan 
New Jersey 
Massachusetts 


Indiana 
Missouri 
Wisconsin 
Minnesota 
Florida 


leaving 33.96% for the remaining 34 states and the District 


of Columbia. 


TOP 10 METROPOLITAN AREAS 


Amarillo, Texas 


Fargo, N. D. .. 


Lubbock, Texas, . 


PER FAMILY SALES 


Reno, Nev. ....... 

Fort Worth, Texas .. 

Greensboro-High 
Point, N.C... 


4,710 
1,672 


4,653 


THE 200 LARGEST CITIES AND COUNTIES 


Population 


Net Effective Buying Income .... 


Total Retail Sales 
Food Store Sales 
General Merchandise St 


Furn.-House.-Radio Store Sales .. 


Automotive Store Sales 
Drug Store Sales 
Farm Income ... 


Cities Counties 

% of U.S.A. % of U.S.A, 
34.6414 55.1734 
41.4619 65.2306 
47.5129 62.4156 
.. 44.0595 63.2255 
ore Sales . 64.8567 71.1795 
54.6683 66.7204 
43.7709 57.5362 
50.9358 65.8586 
-— 26.7788 


HIGHEST RATING STATES IN QUALITY 


Quality of Market Index (Buying Power Quota divided 
by Population percentage) is a measurement of the unit’s 
purchasing ability as compared with the nation’s. An index 
of 110, for example, means that the people of that state 
(or county, or city) have an average buying power poten- 


tial which is 10% bette 


r than the nation’s. The 10 states 


where sales should be most above average are: 


District of Columbia . 
Connecticut 


27 ~=—- California 


New York 


Delaware 


Atlantic City, N. J. . 
Bridgeport-Stamford- 
Norwalk, Conn. .. 


Wyoming 
Nevada ... 
Illinois . 


4,643 
4.635 


Dallas, Texas 
Wichita Falls, Texas. 


New Jersey 
Montana 
CHANGE IN “VALUE ADDED” PER MAN, 1947 - 1952 

(By Census classifications) 


“Value Added” Per Man “Value Added” Per Man 


Industry 


1947 1952 % Change 


Industry 


1947 1952 % Change 


Food Products 
Tobacco Products ... . 
Textile Products 
Apparel Products .... 
Lumber Products .... 
Furniture Products .. . 
} Paper Products . ‘ 
Printing & Publishing . 
} Chemical Products ... 
Petroleum & Coal 
Products 
Rubber Products 
31 Leather Products .. 


Total 


Conn. 
at. .. 


> ee 


Nev. ... 


ie 


$7,268 
9,356 
4,314 
5,069 
4,680 
5,574 
7,990 
6,716 
10,938 


+16.1 
63.5 
- 0.4 
+23.5 
+-19,2 
+ 30.3 
1-25.1 
112.5 


|+-28.8 


5,723 
4,333 
4,106 
3,927 
4,279 
6,389 
5,971 
8,489 


9,504 
5,031 
4,002 


10,926 +-15.0 
6,789 +-34.9 


3,795 — 5.2 


32 Stone, Clay & Glass 
Products 
33 Primary Metal 
Industries 
Fabricated Metal 
Products 
5 Machinery Products .. 
} Electrical Machinery 
7 Transportation 
Equipment o 
Instrument Products . . 
Miscellaneous 
Total Manufacturing 
Industries 


THE TOP TEN STATES IN SALES PER FAMILY 


Food 


- + 6 $1,210 
1,192 Ill. 
1,096 
1,090 
1,088 
1,073 
1,041 
1,026 

987 

982 


Gen'l Mdse. 


Utah 
Pa. 
Ore. 
Colo. 


Dot C. .. 3688 


Furn.-House.- 
Radio 


Del. 
matc.... 4 


Conn. 


5,067 


5,056 7,631 


4,861 


Automotive 


6,966 


6,857 


. 4,965 
4,675 
4,504 


Drug 


$1,029 D.of C. ...$2! 
926 
850 
841 
823 
814 
807 
794 
774 


754 
Philip Salisbury, Editor 
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Sales Management 


SURVEY OF BUYING POWER, MAY 


10, 1953 


To secure a full understanding of this Survey, read these introductory articles before 


attempting to use the state-county-city-metropolitan area data pages. They explain the 


methods and techniques used, meaning of the headings, the sources, limitations if any, 


and illustrations of how the data are used by subscribers in solving a variety of sales 


Nearly a quarter of a century of 
research in market statistics underlies 
this, the 24th edition of the Survey— 
and the most up-to-date, most accu- 
rate and most complete Survey in ou 
experience. 

Into the new edition of the Survey 
has gone the continued digestion and 
adaptation of new census material 
which has become available in the past 
year. Thus the five great post-war 
Censuses of Manufactures (1947), 
Business (1948), Agriculture (1949), 
Population and Housing (1950) have 
all provided benchmarks to help fix 
our sights for the marketing changes 
of the Fifties. Since census material 
is often outdated before its release, 
we have found it necessary not only 
to align ourselves with official mar- 
keting data of the recent past but to 
anticipate the marketing facts of the 
future. Thus, for instance, our current 
estimates of retail sales must stand 
up to the test of the new Retail Cen- 
sus of 1953, now in preparation. 

Every year the work required for 
the Survey underlines for us the vast- 
ness, variety and divergences of the 
United States, and how rates of growth 
and decline in economic activity differ 
from region to region, from industry 
to industry and from market to market. 
It is our proudest boast that we can 
as we have in the past, measure these 
changes while they are in the making 
and incorporate them in the Survey of 
Buying Power as a “census brought 
up-to-date.” 


MAY 10, 1953 


and advertising problems. 


New Features 


the 1953 SURVEY 


All subscribers to the Survey will 
note many radical changes in the for- 
mat and arrangement of marketing 
information. 

First the contents of the Survey 
have been reorganized so as to fall 
into nine well-defined sections as 
follows: 

lL. Introduction 11-48 
2. Industrial Potential 

Section Pa 

Farm Income 

Section 
. Wholesale Sales 

Section 

Leading 200 

Counties 

Leading 200 

Cities 

Metropolitan Area 

Section 

Basic County, 

City Data, States 

and Territories Pages 220-681 
9. Canadian Section Pages 682-720 

In the basic county city section it 
will be noted that data on Net Effec 
tive Buying Income, per capita and 
per family income have been moved 
over to positions adjacent to the popu 
lation and family data to which in- 
come is closely related. The reasoning 
back of this change is that the posses- 
sion of income precedes the retail pur- 


Pages 
19-78 

Pages 79-95 
Pages 113-12] 
Pages 124-146 
Pages 149-166 


170-216 


Pages 


chase. Two new columns have been 
added for each county, one on pet 
centage of urbanized population, and 
one on retail sales per family. 


1. Percent of Urbanization 


This column records, for each coun- 
ty, the 1950 census ratio of “urban- 
ized” population as a percentage of 
total population. The Census definition 
of “urban” population includes all 
places of more than 2,500 persons plus 
the densely settled “urban fringe” 
areas surrounding cities of more than 
50,000 persons. The “fringe” can in- 
clude, according to the Census Bureau: 

a. Incorporated places with fewer 

than 2,500 inhabitants contain- 
ing an area with a concentration 
of 100 dwelling units or more 
with a density in this concentra- 
tion of 500 or more per square 
mile. This density represents ap- 
proximately 2,000 persons per 
square mile and normally is the 
minimum found associated with 
a closely-spaced street pattern. 
Unincorporated territory with at 
least 500 dwelling units per 
square mile. 

Territory devoted to commercial, 
industrial, transportational, recre- 
ational, and other purposes func- 
tionally related to the central 
city. 

In addition, outlying noncontigu 
ous areas, incorporated or unin 
corporated, meeting the residen 
tial density requirements are in- 
cluded in the urbanized area in 
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the following cases. All outlying 
areas within 1% miles of the 
central contiguous urban area, 
measured along the shortest con- 
necting highway, are included. 
Also, any outlying area within 
1% miles of the central contigu- 
ous urban area, is included. 

We include the urbanization factor 
because it has been found in recent 
years that it appears to affect the 
determination of sales potentials for 
a wide variety of goods and services, 
the demand for which, because of 
styling or reasons of taste, varies with 
the degree of urbanization of various 
areas. (See page 45 for a discussion 
of how this factor may be used in 
setting sales quotas.) 


2. Retail Sales Per Family 


On a city level this ratio would 
serve chiefly as an indicator of retail- 
ing concentration rather than of con- 
sumption standards; on a county level 
it measures both. All market centers 
serve to varying degrees, its own resi- 
dents, plus people living in adjacent 
areas. The degree to which a market 
center serves nonresidents depends on 
the geography and historical marketing 
set-up of the particular local area. The 
retailing ratio per family will for in- 
stance be high in all counties which 
serve as traditional marketing center 
for adjacent areas, or counties of a 
winter or summer resort character, or 
counties in which branches of the large 
mail order houses are located. In addi- 
tion the ratio tends to be high where 
per family income is high, and to a 
limited extent does reflect variations 
in living standards. However, most of 
the variation in this ratio of sales per 
family may be taken as a measure of 
the radius of the marketing area served 
by the leading city. It should be noted, 
however, that the magnitude of the 
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“natural” trading area for any city 
differs with respect to type of retail 
sales, being smallest for food, and 
largest for general merchandise and 
for consumer durable goods. One way 
to measure the varying magnitudes of 
these “natural” trading areas, is to cal- 
culate for each area a normal con- 
sumption by multiplying the number 
of inhabitants of the area by natural or 
regional per capita consumption. Sub- 
traction of this resident consumption 
from total sales will indicate at least 
roughly how much retailing is ac- 
counted for by non-residents. 


3. New Metropolitan 
Market Data 


The editors of SaLes MANAGEMENT 
have been long cognizant of the in- 
creasing use by marketing people of 
the metropolitan area concept, and 
have played an active role in promot 
ing it. However, we also felt that the 
mechanical use of the official list of 
metropolitan areas for all purposes did 
involve a disservice to those smaller 
cities which in many important re 
spects are rapidly developing market- 
ing centers, but whose size in 1950 
fell below the official requirements for 
standard metropolitan areas. We have 
therefore designated sixty additional 
marketing areas as “potential” areas 
which permit extension of the metro- 
politan area concept to a more detailed 
level. (See pages 170 to 216.) 

We have also introduced a consid- 
erable amount of new market data and 
analysis for all metropolitan areas, in- 
cluding sales estimates for 1952 for 
seven additional categories: 

1. Eating and drinking places 

2. Apparel 
3. Gasoline service stations 
4. Lumber and building materials 
5. Hardware 

3. Liquor 

7. Jewelry 

In addition, for all metropolitan 
areas, standard and potential, we offer 
rankings with respect to 20 different 
categories of market data. All this will 
be found in the Metropolitan Area 
Section, pages 170 to 216. 


4. Withheld Data 


One well-known but troublesome as- 
pect of Census data is the withhold- 
ing of statistics wherever one or two 
outlets or plants are involved in a 
single area. Frequently of small im- 
portance, the absence of these figures 
will impede the calculation of area 
totals that will add to 100%. Not only 
does this result in ignoring part of 
the total market (albeit small) but the 
absence of the withheld data precludes 


the use of many self-checking opera- 
tions. Thus a transcribed column of 
data can be regarded as accurate if it 
will add to a predetermined total. In 
this Survey, our research staff has com- 
pleted all the necessary calculation for 
all categories of retail sales for all cities 
listed in the Survey of Buying Power, 
and for all counties, with respect to 
total sales, food sales, general mer- 
chandise sales, sales of furniture, ra- 
dios and appliances, automotive sales 
and drug sales. These estimates re- 
quired first that for each area we 
estimate the average sales per outlet 
in the Census year 1948, based on the 
corresponding averages in contiguous 
areas of similar economic character. 
We then multiplied these averages by 
the number of outlets (one, two or 
more in some cases) whose sales fig- 
ures had been withheld, thus creating 
an estimate for the Census year which 
could then be projected to 1952 in the 
same manner as other Census data. 
Sometimes this process of estimating 
necessarily focuses attention on a 
single large outlet in a particularly 
striking fashion. One example will be 
found in the case of the town of Me- 
nands, N. Y., with only 2.6 thousand 
persons, but which we credit with a 
general merchandise sale of over $52 
million in 1952, reflecting the location 
in that town (just outside the Albany 
city limits) of a single large mail 
order and general merchandise outlet. 
In this connection it should be 
noted that we have retained for all 
cities the enumeration of number of 
retail outlets in the 5 major store 
classifications. This information on 
number of, outlets is included with 
the alphabetic listing of cities preced- 
ing the county-city data for each state. 
We present the 1948 Census data on 
number of outlets because it is not 
possible to secure reliable current data 
for more than a handful of states 
whose sales tax collection data permits 


SAVINGS BANKS DEPOSITS| 


(MUTUAL SAVINGS BANKS IN THE U. S,) 
22.5 


1940 1945 ‘SO ‘Sl ‘S52 1953s: 


SOURCE: NATIONAL ASSOCIATION OF 
MAUTUAL SAVINGS BANKS 


SALES MANAGEMENT 


Major Retail Trading Areas 


proportioned to retail sales* 


DETROIT 


i 


CHICAGO NEW YORK 


*Retail Sales of the Markets containing the 50 largest U.S. Cities— 
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a reclassification of retail outlets ac- 
cording to the definitions established 
by the Census Bureau. 


5. Industrial Marketing Data 


The most important single innova- 
tion of the last Survey of Buying 
Power was the introduction of a new 
set of county estimates of value-added 
for 19 different manufacturing cate- 
gories which has made possible for 
the first time in marketing history the 
establishment of potentials for indus- 
trial markets in the same way that the 
Survey has always offered potentials 
for consumer markets. The response 
to this new feature has been over 
whelming. We know of firms which 
have used these figures to revolution- 
ize their entire industrial distribution 
set-up, and who have reported to us 
with enthusiasm that never before 
have they had an objective standard 
by which to evaluate their area 
quotas. This year we have added esti- 
mates of employment to go along 
with the “value added” data, and in 
general have improved the data con- 
siderably with respect to accuracy. 
See the Industrial Potential Section 
(pages 49 to 78) for details on how 
to use this new important marketing 
tool. 


6. New Census Income Data 


The past year marked the release 
by the Census Bureau of the results 
of the 1949 Census of Income. This 
material has been painstakingly used 
to realign the Survey estimates of 
county and city net effective buying 
income where necessary, but so many 
pitfalls and qualifications surround 
the Census income data, that we cau- 
tion all users of the income estimates 
to read carefully our comments on 
income (page 24), for a thorough 
understanding of the many major dif- 
ferences between the Census and 
Survey data on income. 


The Men Behind 
the SURVEY 


The creation of the 1953 Survey 
utilized the full resources of the SALEs 
MANAGEMENT staff, the New York 
Service Bureau of the International 
Business Machines Coroporation (re 
sponsible for the literally countless 
computations involved in this proj- 
ect), and Market Statistics, Inc., 
which maintains the largest file of cur 
rent regional research materials in 
the country. 

Actually, of course, the full num- 
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ber of economists, statisticians, and 
technicians drawn upon by SAEs 
MANAGEMENT and participating in 
the project would have to include 
many leading Government statisti- 
cians plus officials connected with 
regional research agencies located in 
nearly every state of the union. For 
example, our overall projections of 
population, families, retail sales and 
disposable income have been com- 
mented upon by such officials as How- 
ard G. Brunsman, Chief of the Popu- 
lation and Housing Division of the 
Census Bureau; Dr. Louis J. Paradiso, 
Chief Statistician of the Office of 
Business Economics; and _ Robert 
Graham and Charles Schwartz of the 
National Income unit of the Depart- 
ment of Commerce. 

The coordination and analysis of 
the full flow of statistical information 
was directed, as in the past, by Dr. 
Jay M. Gould, assisted by the follow 
ing members of the Market Statistics 
research staff: Alfred Hong, Econo 
mist and Statistician; Zoe Baylies, 
Chief Regional Analyst; and Leo 
Shohan. The IBM computational pro- 
cedures were developed in consulta 
tion between Market Statistics and 
the New York Service Bureau of the 
International Business Machine Cor- 
poration. 

One of the most useful by-prod 
ucts of this technical collaboration 
was the transfer to IBM cards of the 
huge volume of regional information 
on which the final estimates were 
based. The IBM cards containing 
both the published and unpublished 
material are available to market re- 
search men at a nominal cost. It is 
with great satisfaction that Sa Les 
MANAGEMENT can report that increas- 
ing numbers of market research di- 
rectors have in the past year made 
some use of the punched cards con- 
taining data published in the previ- 


ous Surveys of Buying Power. Fo: 
many, the punched cards eliminated 
the tedious task of transferring data 
out of the Survey and re-arranging 
sales areas by hand. For others, the 
cards proved extremely useful in the 
analysis of markets. (Some of these 
applications of the Survey IBM cards 
are discussed on pages 44 to 48.) 
Those interested in special IBM 
analyses of the 1953 SALES MANAGE- 
MENT data, or in the purchase of 
IBM cards containing such data, 
should write to Dr. Jay M. Gould, 
Market Statistics, Inc., 432 Fourth 
Avenue, New York 16, N. Y. Tele- 
phone: MUrray Hill 4-3559. 


Data Sources and 
Techniques 


1. Population 


The estimates of the number of 
persons and families in any county 
or city relate to January 1, 1953, 
constituting a 33-month projection 
from the April, 1950, Census bench- 
mark, These projections for each 
county and city were based on in- 
dividual growth trends as established 
over the past decade. Also in about 
300 areas where correlations had 
been established between population 
growth and current sales data, the 
latter data were used to adjust the 
population growth. What’s more, every 
Chamber of Commerce in the nation 
was solicited by mail, telegrams and 
follow-up inquiries to report for the 
city involved: changes in population 
since 1950, changes in the number of 
public utility connections since 1950, 
plus any unusual economic develop- 
ments which might affect population 
growth. The research staff places 
great emphasis on this aspect of the 
Survey, for a realistic population fig- 
ure is the most basic and essential 
ingredient in a _ successful market 
analysis problem. The overall per- 
centage of return on this canvass of 
chambers of commerce was 96%. 


How the Census 
Defines a “Family” 


Probably more confusion centers 
about the concept of a “family” than 
about any other single important gov- 
ernment statistic. Our concept of 
“family” is derived from the govern- 
ment definition of a “household,” 
which includes all persons occupying 
a house, an apartment or other group 
of rooms, or a room regarded as a 
dwelling unit. Thus any occupied 
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BARRINGTON services 
to management since 1926 


For more than twenty-six years we have been solving difhcult 


marketing problems. Below are listed a few examples of the type of serv- 


ices rendered. Brochure with more complete story will be sent on request. 


General Sales Studies 


A complete examination of all aspects of 
the marketing problem. Distribution, 
Policy, Product, Budget, Organization 
and all other factors. Development of 
long-range and short-term programs. As- 
sistance in putting programs into effect. 


Special Market Surveys 


Studies of limited scope applied to one or 
more special problems. Evaluation of a 
new product, study of one market, one 
channel of distribution, attitudes of the 
trade and users. 


Salesmen’s Compensation Plans 


Tailoring the compensation plan to fit the 
need. Workable, practical, understand- 
able, equitable, economically sound, and 
with incentives in the right places. 


Territorial Organization—Sales Potentials 


Basic needs for scientific Sales Manage- 
ment. Answers to “How much should we 
sell and where?” Meshed with a dynamic 
salesman’s incentive pay plan. How many 
men, supervisory organization needed? 


Sales Record And Control Systems 


Another basic. Solving the problem of com- 
plete, simple, timely, graphic, practical 
and inexpensive records that show what 
was done, how much it cost and what 
happened, where, why. The essentials of 
keeping control of the situation. 


Market Research Department Installations 


First Market Research Department in- 
stalled for client company twenty-five 
years ago, many since. Plan, organize, 
train Research Management by doing, 
get department going on its own in a prac- 
tical way. 


Pricing Policy Studies 


The strategy, and economics of sound pric- 
ing. Pricing as a sales tool, product line 
relationships, values, trade and quantity 
discounts. Profit. 


Sales Training Programs 


From the beginning of recruitment and 
selection through to producing results on 
the job. The eternal problem of getting 
the most from the available material, 
sensibly, economically. 


BARRINGTON ASSOCIATES, INC. 
230 Park Avenue, New York 17, N.Y. 
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dwelling unit can be regarded as a 
household. The confusion arises from 
the fact that this unit was called a 
“family” in the 1930 Census of Popu- 
lation, and a “private household” in 
the 1940 Census, and therefore many 
people regard these terms as _ inter- 
changeable. But the Census Bureau 
now reserves the term “family” for 
“a group of two or more persons re- 
lated by blood, marriage or adoption 
and residing together.” 

Our use of the term “family” is 
synonymous with what the Census 
Bureau now calls a private household 
or dwelling unit. The only difficulty 
with the concept arises from the fol- 
lowing situations. 

(1) A single person living alone in 
an apartment or dwelling unit, is 
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counted as a family (in our usage) 
or private household (Census usage), 
except if he lives in a hotel, rooming 
house, college dormitory, Army bar 
racks, or any other institution. The 
Census does not regard such _insti- 
tutional residents as occupying dwell 
ing units. This creates a problem in 
the Census area breakdowns of oc 
cupied dwelling units or private 
households because the population 
figures do include persons residing 
in such units. Thus, for the first time 
in census history, Government enu 
merators in 1950 included college 
students residing in college dormi- 
tories during the week the Census 
was taken in the census count for the 
community involved, along with mili- 
tary personnel and other institutional 
residents, on the principle that all 
persons be counted as usual residents 
of the community in which they sleep 
more than half the week, even though 
they maintain permanent residence 
elsewhere. For large urban areas the 
resulting discrepancy between popu 
lation and the number of households 
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(which excludes such “quasi-house- 
holds”—the official term for institu- 
tional residents) is slight and can be 
ignored. (As an example, the discrep- 
ancy is not large enough to show up, 
for instance, in San Diego, which has 
a large military population.) How- 
ever, discrepancies do show up in 
many smaller areas where such insti- 
tutional residents form a significant 
part of the total population. The 
ratios of persons per household for 
such communities will be far greater 
than normal, as illustrated in the 
following cases: Baldwin Co., Ga. 
(prison); Chattahoochee Co., Ga. 
(military post); Champaign, Ill. (uni- 
versity); Riley Co., Kan. (military 
post); Lake Charles, La. (military 
post); W. Feliciana, La. (prison); 
E. Feliciana, La. (mental institution) ; 
Ann Arbor, Mich. (university) ; 
Ithaca, N. Y. (university); Norman, 
Okla. (university); State College, 
Penna. (university); La Mesa, Texas 
(military post). 

(2) Suppose a single person boards 
with a family in an apartment. The 
Census Bureau would define such an 
establishment as a single household. 
If he is not related to the family, how- 
ever, such an establishment is _re- 
garded by some Government agencies 
as constituting two “spending units” 
or “consumer units.” The total num- 
ber of families and unrelated indi- 
viduals (i.e. spending units) thus ex- 
ceeds the total number of households. 
Since the SALES MANAGEMENT “fam 
ily” is identical to the Census “house- 
hold,” unrelated individuals _ living 
with families are treated here as part 
of the single household in which they 
all reside. 


2. Retail Sales 


Our estimates of 
counties and 


retail sales for 
cities are subject to 
periodic check by the quinquennial 
Census of Retail Trade, which is 
scheduled to cover the current calen- 
dar year (1953). Users of the Survey 
will recall that our estimates for 1948 
proved to be remarkably close to the 
published results of the 1945 Census 
of Retail Trade (“How Good Is the 
Sales Management Survey of Buying 
Power,” SALES MANAGEMENT July 15, 
1950). 

The secret to our success in project- 
ing Census benchmark figures on re- 
tail sales lies in the very great pains 
we take to collect current data on 
economic trends for a large group of 
so-called “key” counties. In past Sur- 
veys we were able to increase the 
number of key counties each year to 
total 500 last year, which accounted 
for over nine-tenths of total sales. For 


these 500 counties Market Statistics, 
Inc., has been able to develop con- 
tinuous records on a monthly and 
annual basis of population, sales, bank 
debits, income, etc., extending in 
some cases back to 1929, the first 
year in which the Survey of Buying 
Power was published, and these rec- 
ords constitute the basis for project- 
ing the estimates for the current year. 
Variations in the quality and quantity 
of the available current data require 
careful individual consideration for 
each key county. 

In past Surveys estimates were first 
made for key counties which were 
then subtracted from independently 
derived state totals, and the remain- 
der allocated among all residual 
(mainly rural) counties according to 
the relationships established in the 
last Census year. The difficulty with 
this method is that the rural counties 
even though they are not too impor- 
tant in a quantitative sense, are 
treated in a mechanical fashion, with- 
out much individual consideration. In 
this Survey, we were particularly 
concerned with getting all our county 
and city estimates of retail sales in 
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line for the 1953 Census of Retail 
Trade, so we expanded the number of 
key counties to the point where we 
can say we have treated individually 
every county in the country having 
as few as 1,000 persons. Naturally the 
quality of data is highest in those 
states which have had sales tax col- 
lection data on a county basis extend- 
ing back several years, but there are 
very few counties in the nation fo1 
which we do not have enough back 
data on sales based on past Census 
data, bank debits, department store 
sales, etc., on which to base a real- 
istic projection of retail sales for the 
past year. 
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best prospects. 


But ¢ unless you take three other 


"Ditch-Digeging" Advertising begins with locating your 
You're taking that step whenever you 


use SALES MANAGEMENT's Survey of Buying Power. 


steps, too, you won't get "Ditch- 


Digging" Advertising that sells by 


helping people buy! 


"Ditch-Digging" Advertising is the 
"machine tool" of selling. To fit 
properly into your plan for the 
production of profitable omers, it 
must be soundly based on thorough 
study of all the factors that pro- 
mote or deter low-cost selling. 


Here are the other three steps that 
make "Ditch-Digging" Advertising so 
effective a selling force: 


Find out the viewpoints, 
prejudices, and confusions 
that cloak your product in the eyes 
of your customers and prospects. 
Do you know - for sure - what they 
think and why they think it, today - 
now that they have a free choice? 


Step 2: 


Step 3: Then (and only then) de- 
termine what to say to 
improve those viewpoints; to reduce 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17,N. Y. * LExington 2-3135 


You are taking STEP 1 toward 
"Ditch-Digging" Advertising 


prejudices and confusions that ob- 
struct low-cost selling. 


Step 4: Use Steps 1, 2, and 3 to 

define what tools to use 
for telling the right story to the 
right people at the right times: 
magazines, newspapers, radio, direct 
mail, display, or whatever other 
mechanical means of transmitting 
ideas and information may be indi- 
cated. 


Those are the basic procedures in 
creating advertising that helps 
people buy your products in a buyer's 
market -"Ditch-Digging" Advertising, 


This agency is equipped to work 
with any Sales Executive who wants 
to do a hard-selling job with dis- 
patch and economy. We can get go- 
ing fast - and with the least pos- 
Sible drain on your time. If you'd 
like to discuss how "Ditch—-Diggire" 
Advertising works to boost sales 
for any product that's worth its 
price, just let us know where and 
when. 


ADVERTISING THAT SELLS BY HELPING PEOPLE BUY‘*’ 
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The sales tax data, available from 
some 27 states,® cannot be used “in 
the raw.” First, the data for sales tax 
states must be adjusted to comparable 
bases, for there are great differences 
iumong these states with respect to tax 
rates and coverage. For each state it 
was necessary to trace the change in 
tax collections since 1948, excluding 
from consideration all activities not 
covered by the U. S. Census Bureau's 
definition of retail trade, such as 
service trades, wholesaling, utilities, 
amusement industries and the like. 
\llowances had to be made for 
changes in the tax law or the tax rate 
over the period. 

The cumulative percent changes 
over the years were then applied to 
the basic 1948 Census retail sales 
total to yield the estimates of sales 
in 1952 for the tax states, which in 
turn could be used, to some extent, 
to throw light on the volume of sales 
in non-tax states. For example cer 
tain typical statistical relationships 
emerged between sales and income, 
and sales and population, within sales 
tax states which could be applied to 
other non-tax states of a similar eco 
nomic character within the same re 
gions. These results were then 
checked against other regional sales 
indicators, such as the Department of 
Commerce’s monthly survey of the 
sales of independent retailers, the 
lederal Reserve Board’s monthly tab 
ulation of bank debits, the Federal 
Reserve Board’s monthly reports of 
department store sales, available for 
a limited list of large cities. 

The reports mentioned immediate] 
above are of major assistance in de 
termining the proportion of a state’s 
; * Alabama, Arizona, Arkansas, California, 
Colorado, Connecticut, Illinois Indiana, Iowa, 
Kansas, Louisiana, Maryland, Michigan, Mis 
sissippi, Missouri, New Mexico, New York 
(city), North Carolina, North Dakota, Ohio, 
Oklahoma, Rhode Island, South Dakota, Ten- 


nessee, Utah, Washington, West Virginia, Wy- 
yming. 
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sales to be allotted to the various 
counties and cities. In the case of 
sales tax states, collection figures by 
counties could be used as a cross 
check against estimates arrived at 
through the use of such indicators of 
regional sales as the Department of 
Commerce's estimates of independent 
retailers, bank debits (an extremely 
good indicator) and Federal Reserve 
reports of department store sales. 
Preliminary estimates were checked 
against relationships between state 
and county as shown by the 1945 
Census. These many checking opera- 
tions have resulted in refinements 
which enable us to show a variety 
of reasons for every significant figure. 


Categories of Retail Sales 


The first column under retail sales 
is “Dollars in Thousands,” followed 
by “% of U.S.A.” Similar percentage 
figures are given for population and 
Effective Buying Income, so that users 
of the Survey can see at a glance both 
the quantity (dollars) and the quality 
(percentages) factors of a _ given 
county or city as between counties and 
cities, 

The Food Store group includes 
grocery stores (without meats), com 
bination grocery and meat stores 
dairy products, milk dealers, meat 
markets, fish markets, candy and nut 
stores, confectionery stores, delica 
tessen stores, fruit and vegetable stores, 
bakeries and caterers, egg and poultry 
dealers, and “other” food stores. 

The General Merchandise stores in- 
clude department stores, dry goods 
stores, general merchandise stores 
with food, general merchandise stores 
(others), variety stores. 

The Furniture - Household - Radio 
group includes furniture stores, floor 
covering stores, drapery-curtain-up 
holstery stores, china-glassware-metal- 
ware stores, interior decorators, 
antique shops, other home furnishing 
stores, household appliance dealers, 
radio - household appliance _ stores, 
radio stores, radio-musical instrument 
stores, 

The Automotive group includes 
dealers handling both new and used 
autos and trucks, tire, battery and ac 
cessory dealers, and outlets handling 
the sales of new and used motorcycles, 
boats, ete. 

Drug stores include those with and 
without fountains and _ proprietary 
stores without prescription depart- 
ments. 

In addition to these familiar cate 
gories of retail sales, we include below 
definitions for seven additional types 
of outlets, for which we present 1952 
sales estimates for all metropolitan 
area (pages 187 to 191): 


MOTOR VEHICLE 
REGISTRATIONS 


PRIVATELY AND PUBLICLY’ OWNED } 


MILLIONS OF 
VEHICLES 
IN THE U. S. 


1945 1946 1947 1948 1949 1950 1951 1952¢sr 
: DEC. 31 
EXCLUDES MILITARY VEHICLES 
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The Eating and Drinking Places 
group includes retail establishments 
selling prepared foods and drinks for 
consumption on the premises and 
luncheon counters and refreshment 
stands selling prepared foods and 
drinks for immediate consumption. 
Restaurants and luncheon counters 
operated as leased departments within 
other retail businesses are treated as 
part of the establishment in which 
they are located. However, restaurants 
and Juncheon counters operated as 
leased departments or concessions in 
businesses other than retail are in- 
cluded in this classification as eating 
and drinking places. 

The Apparel Group includes stores 
primarily engaged in selling clothing, 
shoes, hats, underwear, and _ related 
articles for personal wear and adorn 
ment; custom tailors carrying stocks of 
material, and furriers are also in 
cluded in this group. 

Gasoline Service Stations are de 
fined as establishments primarily en 
gaged in selling gasoline and other 
lubricating oils. These establishments 
often carry other lines of merchandise 
or perform other services and repair 
work. 

The Lumber Yards and Building 
Materials Group includes lumber yard 
and retail establishments primarily en- 
gaged in selling lumber, shingles, 
woodwork and other millwork. Sales 
are primarily made locally to home 
owners, farmers and special trade 
contractors; establishments _ selling 
primarily to builders and general 
contractors are classified as wholesale 
trade; building materials dealers are 
primarily engaged in selling material 
other than lumber and millwork such 
as brick and tile, cement, sand, gravel, 
lime, wallboard and rough materials. 

Hardware Stores are retail estab- 
lishments primarily engaged in selling 
a number of basic hardware lines such 
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“Frankly, S. L.—I think it stinks!” 


One of the first principles of Young & ecutive—and win, if merit is on his side. 
Rubicam, and one that’s lasted, is the There isn’t a shadow of doubt that an 
firm conviction that ‘‘brass hat’’ doesn’t agency —and its clients—profit most 
mean brass knuckles. The newest em- from a man’s mind when he feels free 
ployee can argue with the oldest ex- to express his honest convictions. 


YOUNG & RUBICAM, INC. Advertising 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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as tools, builders’ hardware, paint and 
glass, houseware and household appli- 
ances, cutlery and rough materials. 
These establishments may also sell 
farm implements. 

Liquor Stores are retail establish- 
ments primarily engaged in selling re 
tail packaged alcoholic beverages such 
as ale, beer, wine and whiskey for 
consumption off the premises. Liquor 
stores operated by states, counties and 
municipalities are included, although 
in some states with dry laws this 
category of retail outlet will not ap- 
pear. Stores selling prepared drinks 
for consumption on the premises are 
classified as drinking places. 

Jewelry Stores are stores primarily 
engaged in selling at retail any com- 
bination of lines of jewelry such as 
diamonds and cut precious stones 
mounted in precious metals as rings, 
bracelets and brooches; sterling and 
plated silverware and watches and 
clocks. Stores primarily engaged in 
watch and jewelry repair are classi- 
fied in the service trades. 

SM’s estimates for the store cate- 
gories defined above are projected 
from the 1948 base established by the 
Census of Business. 

Census provides a breakdown by 
type of store. Therefore Census fig- 
ures, and SM estimates, are only 
broadly indicative of commodity 
sales. The jewelry category, for ex- 
ample, covers only the sales of stores 
classified as jewelry stores. Many de- 
partment stores have jewelry depart- 
ments; their sales are credited to the 
department store of which they are 
a part, and are included in the Gen 
eral Merchandise category. 

Similarly, the field of packaged liq- 
uor covers only the specialty stores. 
In some states this results in an un 
avoidable underestimate of industry 
volume. In the San Francisco-Oakland 
area, for example, the estimates will 
apply only to the 1,200 specialty 


stores, and do not measure packaged 
liquor sales made in some 1,600 other 
stores such as drug and grocery which 
are licensed to sell packaged liquor. 


Treatment of Mail Order Houses 


Included in the General Merchan- 
dise group are both the mail order 
departments and the retail stores of 
the big Chicago mail order houses, 
since none of these companies is will- 
ing to give a detailed breakdown in 
its mail order business. Certain 
cities, particularly Chicago, also have 
bloated General Merchandise sales in 
the 1948 Census, although all of the 
mail order companies have decen 
tralized their operations by opening 
up more and more branch houses. We 
have received many requests to evalu- 
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ate the importance of catalogue sales 
of mail order branch houses. In many 
cities in which the branches are lo- 
cated, such catalogue sales swell the 
general merchandise sales total to a 
remarkable degree. In order to make 
these general merchandise data re- 
flect the true marketing potential of 
the areas involved, we have made the 
following set of estimates covering 
the catalogue sales of the four major 
mail order houses wherever they are 
important. We offer no guarantees as 
to the accuracy of these estimates, 
though we would naturally welcome 
any comment on their accuracy from 
any one who may be in a position to 
offer such comment. These estimates 
cover only catalogue sales, for the 
store sales of mail order branches 
should be regarded as a proper part of 
general merchandise sales. 


Catalogue Mail Order Sales as % of 
Total General Merchandise Sales in 1952 


Chicago, Ill. 
Kansas City, Mo. 
Minneapolis, Minn. 
Philadelphia, Pa. 
Boston, Mass. 
Atlanta, Ga. 
Memphis, Tenn. 
Dallas, Tex. 

Los Angeles, Calif. 
Seattle, Wash. 
Greensboro, N. C. 
Denver, Colo. 
Portland, Ore 

St. Paul, Minn. 
Oakland, Calif. 
Baltimore, Md. 
Albany, N. Y.° 
Fort Worth, Tex. 


These estimates will be helpful to 
those who want to exclude catalogue 
sales from our general merchandise 
figures. 

It may be well to point out again 
that both the Bureau of the Census 

* Includes town of Menands, just outside the 


Albany city limits, where a large mail order 
branch is located. 


and the SALES MANAGEMENT Survey 
report on store sales only, and not by 
commodities. The drug store figures, 
for example, do not include the sales 
of drug items in department stores, 
super markets or other stores that may 
sell some drugs or toilet goods as a 
sideline. 

In 1952 the retail sales were about 
70.5% of Net Effective Buying In- 
come, but this relationship varies 
from state to state, county to county 
and city to city, depending on such 
factors as the trading radius of a 
community, the size of the average 
family income, the savings habits of 
the people. Some counties, and many 
cities, have retail sales which are 
greater than the Net Effective Buying 
Income. This seldom means that the 
people in those communities are liv- 
ing beyond their income. Almost al- 
ways it means that they draw retail 
trade heavily from a wide outside 
area, 


The Estimates of Income 


The concept of “national income” is 
a frequent source of confusion. The 
average business man nowadays is 
frequently forced to find his way 
through a staggering maze of Govern- 
ment statistics in order to relate his 
own situation to that of the economy 
at large. Thus he will run into the 
terms, “national income,” “gross na- 
tional product,” “personal income” 
and “disposable income,” which are 
not at all interchangeable though they 
frequently are regarded as equivalent 
terms. 

Let us start with “national income,” 
which in any year consists of the 
money received by all the traditional 
“factors of production of land, labor 
and capital.” This is what you get if 
you add the wages and salaries re 
ceived by all wage earners and sal- 
aried employes, plus the profits of 
all firms whether incorporated or not, 
plus payments of interest, dividends 
and other types of property income 
such as rentals to landlords, ete. 
“Personal income” excludes the profits 
of business enterprises from national 
income in order to emphasize the dis- 
tribution of income among individuals 
receiving either wages, salaries, profits 
or property income. Then, in order to 
indicate how much of this income is 
available for expenditure for the goods 
and services produced by these fac- 
tors of production, we introduce the 
device of subtracting from personal 
income all tax payments to federal, 
state and local governments. The 
Government calls the resulting figure 
“disposable personal income.” Our 
own concept of “Net Effective Buying 
Income” is nothing more than the 
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Sign of (sood Business 


Here’s a sign you'll be seeing more and more in radio and television. 
It’s the symbol of the mew ABC ... and a sign that big things 


are in the air. If you are an advertiser, Ais is the time to put ABC 
in your plans. 


New programs are being developed. New talent will be attracted. 
New facilities will be added. Not all right away, of course. But it 
will pay to watch ABC. . . because ABC now has the right com- 
bination of experience, equipment, and showmanship to be a leader 
in radio and television! 


Yes, ABC means business. So keep your eye on the new ABC. 


" 
A BC Radio and Television Networks 


When Bing told his own story, millions of Americans 
read every word. Call Me Lucky appeared recently in 
The Saturday Evening Post. All the facts and legends 
of his fabulous career were there. No wonder the Post 
is the newsstands’ biggest seller! 


How do you tell a top salesman? By clothes? friends? 
general manner? They all count, but most important is 
whether people trust him. The Post is that kind of sales- 
man. That’s why top car manufacturers use the Post 
more than any other magazine. 


22 


Pulitzer Prize winner Conrad Richter knows frontier 
history perhaps better than any other novelist. His latest 
story, The Light in the Forest, started in the March 28 
Post. Over the years, the Post has published 70 Pulitzer 
Prize winners, 12 Nobel Prize winners. 
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Peak .. 
a Fam Vahues 


Good news for grocers are twice-yearly Post Family 
Shopping Promotions. Two-page spreads in the Post 
herald each one. Millions read about them here. Results? 
Increasing traffic and sales, as more than 10,000 grocers 
across the nation can tell you. 
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The greatest adventure of our time was Charles Lind- 
bergh’s epic-making flight in 1927. Now he has released 
the story (written by him over the course of 14 years), 
to The Saturday Evening Post. 33 Hours to Paris has 
been holding all America spellbound. 


RECOGNIZED 
VALUES 


Sale-clinching seal. This is the new seal 
of a Post Recognized Value. It says ,“‘Buy 
with Confidence.” First used by drug 
chains to sharpen sales, it’s now avail- 
able to retailers in all fields. 


MAY 10, 1953 


Top short stories by great writers are synonymous with 
the Post. Formula Fighter by Budd Schulberg is typical. 
Other contributors: MacKinlay Kantor, Kay Boyle, 
Gerald Kersh. (Hollywood buys more stories from the 
Post than from any other magazine). 


The Saturday Evening 


post 


Surveys among readers of leading weekly magazines 
show: Readers spend more time with the Post — return 
to it more often. Readers believe the Post is more reli- 
able. Readers pay more attention to ads in the Post, 
put more trust in Post-advertised products. 
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disposable income available for spend- 
ing in the various states of the Union, 
and differs from the Department of 
Commerce estimate of total disposable 
income in that we deduct income paid 
to overseas personnel. 

In recent years, Government statis- 
ticians have included in the above 
definitions of income (and we have 
followed suit) one item that should 
be mentioned for it may otherwise 
cause some confusion. This is the item 
of “imputed rentals of owner-occupied 
homes.” The reasoning is that owners 
of such homes have the option of 
renting the unit to others, in which 
case they would derive a rental in- 
come. By including imputed rental 
incomes, we avoid changes in the na- 
tional income total resulting from 
shifts in the number of home-owners 
(who account for more than half of 
all homes) who decide to rent to 
others. 

Finally, to get at the concept of 
gross national product” we have to 
consider how the national income is 
spent by those who get it. Thus a 
very large part of the national in- 
come goes into personal consumption 
expenditures for goods and services. 
Another significant part of the profits 
of corporations (and of the savings of 
individuals) is invested, at home and 
abroad, in new construction, in new 
equipment or in building up inven- 
tories. Finally, it is presumed that the 
taxes paid to Government result in the 
production of goods and services that 
may be considered part of the gross 
national product, although in these 
troubled times one may debate 
whether the huge volume of goods 
and services represents anything more 
than a necessary evil rather than a 
contribution to the national output. 
Those interested in the actual figures 
underlying these concepts, and a his- 
torical record of the various series, 
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should consult the July issues of the 
Department of Commerce “Survey of 
Current Business.” 


How Income Is 
Broken Down by Regions 


Unlike retail sales, for which cur- 
rent estimates are provided by the 
Government only for the nation as a 
whole, our state estimates of Net 
Effective Buying Income are based 
on estimates of state income for the 
preceding year as published in the 
August issue of the Department of 
Commerce “Survey of Current Busi- 
ness.” Thus, state estimates for 1951 
were taken from this source, adjusted 
to conform to our definition of Net 
Effective Buying Income, less over- 
seas payments, and then projected 
for each state to 1952. In this pro- 
jection separate consideration was 
given in each state to all significant 
components of income. Thus, the farm 
income was extended by way of cur- 
rent monthly reports for each state on 
cash receipts from farm marketings 
provided by the Bureau of Agricul- 
tural Economics. (At the time this 
projection was made, data had been 
available on farm marketings for the 
first ten months of 1952.) Similarly 
for each state, income from manufac- 
turing, construction, mining and trade 
was projected on the basis of monthly 
data for the first nine months of 1951 
received on employment and payrolls 
in these states from the Bureau of 
Labor Statistics. Taken in conjunc- 
tion with our other regional indicators 
of current activity (bank debits and 
sales tax collections) we can in this 
way derive state income estimates 
for 1952 which will be comparable 
(after certain technical adjustments) 
with the estimates to be published in 
the August 1953 issue of the “Survey 
of Current Business.” In the past our 
estimates have proved to be very 
close on the whole to those of the 
Department of Commerce published 
many months later. 


Relation of 
SURVEY Income 
EKistimates to 
Census of Income 


For 24 years the SALES MANAGE- 
MENT Survey of Buying Power has 
served as the only responsible source 
of income estimates for counties and 
cities. As such they will be inevitably 
compared with the results of the in- 
come survey conducted by the Census 
Bureau in 1950, now being released 
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in the form of median income esti- 
mates for counties, cities and metro- 
politan areas. Very great differences 
between the Census data and the 
Survey estimates will emerge, and the 
reasons for such differences must 
therefore be carefully noted. 

The most important difference is 
that the Census survey constituted 
only a partial Census of Income, in 
that only the income of persons earn 
ing under $10,000 in 1949 was ascer- 
tained by the Census enumerators. 

The restriction of the Census ques- 
tion to incomes under $10,000 is 
based on the well-known fact that 
high earnings are systematically 
understated in all personally can- 
vassed inquiries. The Bureau of the 
Census discusses this point as follows: 

“Non-reporting of income, i.e., the 
failure to obtain any or all of the 
income information because of the re- 
fusal, absence or poor memory of the 
informant may occur at any income 
level. . . . However, there is consid- 
erable evidence that non-reporting is 
more prevalent at the upper income 
levels, so that the estimated appor- 
tion of cases in these levels is smaller 
than it should be.” 

This tendency to understate income 
at the higher levels gives all Census 
income estimates a downward bias 
which becomes progressively worse 
for high-income areas. This constitutes 
the first major difference between the 
Census and SM Survey income data. 

Secondly, precisely because the SM 
figure includes all income in the area, 
it is possible to get an average income 
by dividing total income by the total 
number of persons or families. The 
Census can only calculate a median 
income, which relates to that annual 
income figure on either side of which 
will be found one half of all income 
earners. It is a well known statistical 
principle that in highly “skewed” 


SALES MANAGEMENT 


Surprise Package 
Private Secretary 
Yellow Pages 


Changing Times 


@ This has been called the freshest idea to hit the brewing 
industry in years. Every carton of Meister Briu’s ‘Fiesta 
Pack” is a surprise package. Each can is a different color 
and design, whether the carton holds six or twelve. Even 
the carton colors are changed frequently. Beer lovers have 
greeted “Fiesta Pack’ with open arms and purses. BBDO 
Chicago conceived and executed the entire idea. 
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3) Top magazine editors —like Edith Ramsay of The Amer- 
ican Home — tell the helpful service story of the Classified 
Yellow Pages for the New York Telephone Company. These 
150-line ads pop right out in a crowded newspaper page, 
thanks to their editorial appearance. (National advertisers 
note: If you have a trade-mark listing in the “where-to- 
buy-it” Yellow Pages, it pays to say so in your copy.) 


@ Newest TV show for Lucky Strike is Private Secretary 
(Sundays, CBS-TV). This half-hour comedy, filmed in 
Hollywood, stars Ann Sothern as an oversolicitous secre- 
tary who masterminds the affairs of her talent-agent boss and 
settles his private problems to her own satisfaction. Private 
Secretary brings to four the number of Lucky Strike pro- 
ductions that are currently being seen on television. 


Amerea '* 
off 8 


he 
4) Holiday magazine was designed to reflect the Big 
Change in our nation to a more pleasurable, more mobile 


way of life. That’s why it is read by the leaders of this big 
change. The much-talked-about “rocker ad” above is the 
first of a series of large-space newspaper advertisements 
now telling this market story to advertisers and agency 
people —and getting remarkable results for Holiday 
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distributions (i.e., a distribution which 
like that of income is unbalanced be- 
cause the greatest concentration lies 
at the lower end of the scale) there is 
a wide difference between the mean 
and the median. 

This fact is most vividly illustrated 
by the large divergence between the 
official Department of Commerce esti 
mates of median and mean income for 
the U. S. as a whole. Thus the Census 
Bureau has estimated, on the basis of 
the 1950 sample income survey, that 
the median income of about 39 mil- 
lion families in the U. S. in 1949 was 
$3,068. For the same year, however, 
the Department of Commerce esti 
mated the total personal income of 
the U. S. as some $205 billion, earned 
by some 42 million “private house 
holds.” If you divide these two fig- 
ures, both of which are not regarded 
as subject to the kind of error usually 
associated with figures derived from 
samples, you will get a mean family 
income of about $4,880, or more than 
$1,800 greater than the median in 
come derived from the sample survey. 

The non-reporting of high incomes 
does not affect the estimate of mean 
income derived by the Department of 
Commerce, for that organization does 
not depend on personal responses to 
interviews, but instead relies on such 
factors as tax returns, payroll records 
of employers, farm marketings, ete. 

Part of the divergence between me 
dian income, based on a_ personal 
canvass, and the Department of Com- 
merce income average, is due to the 
fact that personal income, as defined 
by the latter, includes imputed rent 
and income payments in kind, which 
are not classified as income by the 
Census Bureau. Another fact which 
tends to boost the mean family in- 
come estimates is that the family fig- 
ure, as defined by the Census Bureau 
and discussed above, does not include 
the so-called quasi-families or resi 
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dents of institutions, whereas the in- 
come figures are all-inclusive. 

To the extent that the income fig- 
ures published in the Survey of Buy- 
ing Power are geared to the Depart- 
ment of Commerce averages, the 
SALES MANAGEMENT income per fam- 
ily estimates for cities will reflect the 
same general divergence from median 
family incomes, which are based on 
personal canvasses. Consequently, the 
SALES MANAGEMENT estimates of 
both per capita and per family income 
for cities and counties may be ex 
pected to run considerably higher 
than the median family incomes 
from the 1950 Census. 

In addition, the correlation between 
the Survey family income estimates 
and the median family incomes will 
vary with area income levels. Thus, 
the Survey family income estimates 
will display far more variation from 
high to low than median incomes. 


How Estimates Are Derived 


In general the Survey income esti 
mates have been derived by distribut- 
ing the state income totals, obtained 
as described above, among counties 
and cities in accordance with correla- 
tions established in prior years be- 
tween income and a variety of factors 
obtainable for county and city areas, 
such as average and median rent, 
bank deposits, income tax returns and 
retail sales. 

This year our area income esti- 
mates were subject to a partial check 
against Census data with respect to 
the income of persons earning less 
than $10,000 in 1949. What we did 
in effect was to subtract from our 
total income for any given county or 
city the income accounted for by per- 
sons earning less than $10,000. The 
remaining income was divided by the 
number of persons reporting over 
$10,000 to yield a mean income fot 
such high-income persons. In some 
cases we encountered excessive fluc- 
tuations in these high-income means 
which indicated the presence of error 
either in our income totals or in the 
income of persons under the $10,000 
class as reported by the Census Bu- 
reau. In those cases in which in our 
judgment the error was too great to 
be entirely the result of the down- 
ward bias implicit in the Census data, 
we altered our income totals. The 
number of cases in which a drastic 
change in our income total was in- 
dicated was not very large, but in a 
few cases, we must admit we did 
make rather major changes with some 
degree of trepidation and doubt. 

The case of Manhattan will serve as 
an illustration of some of the difficul- 
ties involved in the use of the Census 


income data. Prior to release of the 
Census data, Manhattan would have 
been regarded as a county with, like 
all heavily urbanized areas, a wide 
range of income fluctuation as be- 
tween the depressed slum sections 
and the well-to-do residential areas of 
the borough. By and large, however, 
Manhattan as a whole would have 
been rated by most sales managers, 
as did SALES MANAGEMENT, as above- 
average in per capita income. It may 
come as a shock to many New York- 
ers, therefore, to learn that the Census 
median income for families and un- 
related individuals in Manhattan was 
reported as $2,347, or 23% below the 
corresponding median for all of New 
York state ($3,044). Now, there can 
be no doubt that this Manhattan me- 
dian is biased downward, because 
Manhattan is characterized by an 
above average concentration of per- 
sons in both the very low and very 
high income groups, both of whom 
are peculiarly subject to understate- 
ment of income, for different reasons. 

This very low median, however, 
does point up a rather significant 
change that has taken place in Man 
hattan since 1940, in that middle 
income groups have been migrating 
out to the New York suburbs, and 
have been replaced by extremely low- 
income groups, mainly of Puerto 
Rican birth, so that a major down- 
ward shift in income has undoubtedly 
taken place in Manhattan over the 
past decade. However, this downward 
shift could not be as great as is in- 
dicated above because a median is 
much more affected by the concentra- 
tion of low-income persons than it is 
by the numerically smaller number of 
high-income persons. A mean income 
figure that would adequately account 
for the income of high-income per- 
sons would give Manhattan a far more 
favorable income position than would 
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SALES MANAGEMENT 


More and more advertisers 


are turning to 


ERICAN WEEKLY 


FAMILY AUDIENCE. In the truest sense, 
The American Weekly is a family magazine. 
A typical issue will offer articles fascinating 
to both adults and the older children of the 
family. All American Weekly features—from 
science to home service — are dramatically 
written, dynamically presented to serve the 
ENTHUSIASMS of the American family. 


FAMILY INFLUENCE. Most purchases are 
matters of family decision. “What kind of car 
shall we buy?” to “What shall we have for 
dinner tonight?” are questions each member 
of the family takes part in answering. The 
American Weekly, appealing to all in the 
family, gives advertisers the means to influ- 
ence the basic purchasing unit. 


FAMILY COVERAGE. The American 
Weekly reaches families in volume—9,300,000 
—in the markets where the greatest sales vol- 
ume exists. It has always been a basic adver- 
tising buy ... the one sure way to saturate the 
cities in which sales leadership is won or lost. 


HIGH READERSHIP. The exciting editorial 
content and practical home service features of 
the new American Weekly are producing more 
readers per copy, more readership through- 
out the magazine. Advertising has a better 
chance to register in The American Weekly — 
with more people spending more time with 
The American Weekly each week. 


FOR THESE GOOD REASONS: 


TIMELY IMPACT. The American Weekly 
reaches ready-to-buy families at the time of 
the week when national advertising can have 
its most telling effect. Truly, The American 
Weekly is America’s liveliest Sunday market 
place. It entertains, informs, ieuaiiinn s'4 
puts readers in a receptive frame of mind. 


LOW COST. No other single magazine or 
combination of magazines can blanket the 
high potential markets at lower cost than The 
American Weekly. Not only do advertisers 
pay less per page per thousand . . . but more 
importantly, the full weight of their advertis- 
ing dollars is brought to bear in the markets 
known to produce the most sales. 


No wonder, more and more distin- 
guished advertisers are using The 
American Weekly in ever-increasing 
volume. 


During the first 3 months of 1953, 
The American Weekly showed a whop- 
ping 48.5% GAIN in net advertising 
revenue over the similar quarter of 
last year. 


The 
AME RICAN WEEKLY 


creates N'THUSIASM 


* Enthusiasm is interest raised to a buying pitch! 


63 Vesey Street, New York 7, N. Y. 


Branch Offices: Atlanta, Boston, Chicago, Cleveland, Detroit, Los Angeles, San Francisco 
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the median. Thus, our estimate of per 
capita income in Manhattan ($1,668 
in 1952) which includes an estimate 
for the income of the above $10,000 
class falls only 5% below the average 
for the state. 

In the next Survey of Buying 
Power, we will probably have an 
opportunity to publish our income 
totals for each major income group in 
all counties and cities, which would 
lend much more marketing signifi- 
cance to the estimates of average in 
come. It will then be possible to use 
the SALES MANAGEMENT income data 
to determine for each county or city 
the number of families and the in- 
come in certain given income brack- 
ets. Publication of this material will, 
of course, require major changes in 
the size and the format of the Survey 
of Buying Power, which precluded 
the inclusion of the material in the 
current Survey. However, subscribers 
who wish access to this material may 
wish to communicate with our Re- 
search Department on this matter. 

It must be stressed, however, that 
the Survey income data, except for 
certain standout changes indicated by 
the Census information, remains sub- 
stantially consistent and comparable 
with the area income figures published 
in previous issues of the Survey of 
Buying Power. 

One further change in our income 
estimates, however, has to do with the 
treatment of the Federal income tax. 
Our income estimates are net of such 
tax payments, but in the past we dis- 
tributed the Federal tax payments 
reported for each state among coun- 
ties and cities in the state in propor- 
tion to income. However, the impact 
of personal taxes varies considerably 
in direct proportion to the per capita 
income rather than total income. Thus 
such taxes take about 5% of gross 
income in Mississippi, with a per 
capita income of $799 in 1952, but 
account for 21% of total income in 
Maryland, with a per capita income 
of $1,445 in 1952. Nevertheless it 
has been difficult to work out a for- 
mula permitting us to relate the tax 
deduction to per capita income within 
states, because the correlation cannot 
be mechanically relied wpon. For in 
stance, it is well known that in farm 
states, Federal income tax payments 
may fall below the levels warranted by 
per capita income. Thus in 1952 the 
Federal tax payment for South Da- 
kota, with a per capita income of 
$1,441, was less than 5%, i.e. less 
than the percentage paid by Missis- 
sippi residents, with a lower per 
capita income. It must be remem- 
bered, however, that income in farm 
states, particularly in the past year, 
has been subject to sharp downward 
pressures. 
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In the current Survey, we have 
succeeded in working out formulas for 
each state which allows us to deduct 
personal taxes from all counties and 
cities within each state, a percentage 
of gross income which varies directly 
with the per capita income level 
within each county or city and also 
within each income group. Naturally, 
the largest deduction was applied to 
areas with the largest proportion of 
income in the above $10,000 group. 
The net effect of this new procedure 
was to lower the relative level of Net 
Effective Buying Income in areas 
with large concentrations in the high 
income brackets by about 5 to 10% 
of gross income. In the nation as a 
whole, Federal income taxes took 
about 11.5% of gross income in 1952. 
On a state basis, the percentage 
varied from a low of 4.7% in South 
Dakota to a high of 29.0% in Dela- 
ware. 

The percentage figures by counties 
and cities on net E.B.1. are designed 
for comparison with similar percen- 
tages for population and for retail 
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sales, so that subscribers can get the 
answers quickly to three vital ques- 
tions: How many people, how much 
they spent, how much they might 
have spent. 

Some subscribers, particularly re- 
search men and other technicians, 
may be left dissatisfied with the above 
description of how SALEs MANAGE- 
MENT makes its annual estimates of 
income. The editors regret that they 
cannot take them through each step 
and process. To SALES MANAGEMENT 
the formula and techniques used in 
making these estimates for the annual 
Survey of Buying Power are an im- 
portant and valuable “stock in trade.” 


Buying Power 
Quota 


The column headed “Buying Power 
Quota” is designed as an overall index 
for use in setting sales quotas and ad- 
vertising appropriations. 

The number of people, their buying 
habits, and the amount of money they 
have to spend are each important in 
setting sales quotas and allocating ad- 
vertising appropriations, but for the 
great majority of products no single 
feature is an accurate guide. Perhaps 
we were all created equal but we are 
not equal when we reach the buying 
stage; nor do we buy all our goods 
in the towns in which we live. 

As a result of much study and ex- 
perimentation, and after checking 
tentative conclusions with actual sales 
records of many SALES MANAGEMENT 
subscribers, the editors perfected a 
balanced “Buying Power Quota” 
which assigns 5 points to “% of U.S.A. 
Eflective Buying Income,” 3 points to 
“Jot U.S.A. Retail Sales,” and 2 
points to “% of U.S.A. Population.” 
In Surveys prior to 1952 the column 
was called “% of U.S.A. Potential.” 

This “Buying Power Quota” can be 
used without change by national mar- 
keters in setting up sales quotas on a 
fair and equitable basis, in dividing 
up sales territories, in setting realiz- 
able goals for distributors; by adver- 
tising agencies, and by advertising 
departments in breaking down their 
appropriations and in deciding where 
to put added pressure. 

Those organizations that do not dis- 
tribute nationally but operate on a 
sectional basis can use the figures 
with a slight modification. Let’s sup- 
pose that such a manufacturer oper- 
ates in a dozen states and the com- 
bined “Buying Power Quota” of these 
12 states, as shown in the page 
headed, “Summary of All Data by 
States and Sections,” is 25% of the 
national total. Since this is one-fourth 
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vell better... 


Kodapak Sheet 


“‘Kodapoak” is a trade-mork. 


Why do products packaged in Kodapak Sheet sell 
better? Why do they command higher prices? 
Two reasons are shown here— 

right in this photograph. 

One: Kodapak Sheet is clear as crystal, color- 
true, shows merchandise without distortion. 
Two: Kodapak Sheet protects as it sells, 
keeps merchandise fresh, clean— 

free from finger marks. 

ANbD: Because Kodapak Sheet is so handsome 
looking—customers often select one product 


over another just to get the package. 


For further information . . . consult your 


designer or container manufacturer . . . 
or get in touch with your local 
Kodapak Sheet representative. 


Cellulose Products Division 
Eastman Kodak Company 
Rochester 4, N. Y. 


Sales offices: New York, Chicago, Dallas. 


Sales representatives : 
Cleveland, Philadelphia, Providence. 


Distributors: San Francisco, Los Angeles, 
Portiand, Seattle 

(Wilson & Geo, Meyer & Co.), 

Toronto, Montreal (Paper Sales, Ltd.). 
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a survey which 

measures both 

buying means 
and buying authority! 


AN X-RAY OF 
BUYING POTENTIAL! 


AGES 

BROKERAGE Accounts 

BUSINESSES, Kinds of 
CASH & CHECKING ACCOUNTS, Family 
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CORPORATE OFFIC ERS 
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ENTERTAINING, Business 

FUNCTIONS 

HOME OW NERSHIP— Permanent, Summer, 
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INCOME, Family 
LIFE INSURANCE, Company 
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; Holdings 
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You can now apply your own 
yardstick to measure the poten- 
tial impact your own advertising 
can make among buyers of your 
own business product! 

The Wall Street Journal has 
made available a comprehensive 
analysis of what its subscribers 
mean to you in the way of spe- 
cific sales opportunities. 

First published late in °52, 
this “Index to Subscriber Buy- 
ing Power” has been of help to 
sales and advertising executives 
in many different fields. Addi- 
tional copies are now available, 
and we would like to see that 
you get one. 

Call or write for the INDEX 
today! 


The Wall Street 


Journal 


Published at: 
New York Dallas 
44 Broad 911 Young 


Chicago Sen trends 
12 E. Grand 415 Bush 


Circulation Today! 252,564 


of the U.S.A. potential, he should 
multiply the “Buying Power Quota” 
for each county in his section by four. 

Many alert sales organizations use 
these potential figures in their sales 
training and promotional work with 
important distributors and dealers but 
the editors suggest that ajl national 
figures be reduced to a local level. 
The distributor in Richmond, Va., 
can't see the counties in his territory 
as a percentage of the national total, 
but it is very easy to reduce them to 
an understandable figure. Let’s as- 
sume that this distributor has 5 
counties in his territory. The poten- 
tials for each will be found in the 
state section. 

A typical set-up follows. The first 
column shows the “Buying Power 
Quota” from this volume, and the 
second column is the figure which re- 
sults from using the total of the 5 
counties (.797) as the base. 100: 


Buying Power Localized 
Quota % County 


.0460 5.77 
.5420 68.00 
.1220 15.31 
.0200 2.51 
0670 8.41 


County 


That distributor can’t visualize 
County B as producing .5420% of 
the nation’s total, but he can see it 
as having 68% of his territory’s vol 
ume. See the chapter on “How Sub- 
scribers Use the Survey” for other 
suggested uses. 


Quality of 
Viarket Index 


The last column, called “Quality of 
Market Index,” is a measure of the 
purchasing ability of each county and 
city as compared with the nation. It 
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is constructed by dividing the “Buy 
ing Power Quota” by “% of U.S.A. 
Population.” The U.S.A., of course, is 
the base, 100. This index is designed 
as a handy guide to sales and adver 
tising managers who are considering 
intensive campaigns in a restricted list 
of above-average counties. Those 
counties and cities which have an 
index figure markedly higher than 
that of the nation (100) or higher 
than other counties and cities in the 
state or geographic area, are likely 
to be the ones where intensified pro- 
motional campaigns will bring the 
greatest returns. Note, however, that 
it is an index of quality but not quan- 
tity. 

The Quality of Market Index should 
be used only in connection with other 
columns, not independently. Other- 
wise, undue emphasis might be placed 
on counties and cities which are high 
in quality but weak in quantity. 


COPYRIGHT NOTICE 
and 
Rights to Further 


Reproduction 


The exclusive estimates of popu- 
lation, Effective Buying Income, 
retail sales, buying power quotas, 
farm income and value added by 
manufacture are fully protected 
by copyright. Permission to re- 
produce this Survey of Buying 
Power data in printed form, in 
whole or in part, may be granted 
only through written request to 


the copyright’ owner, SALES 


MANAGEMENT, INC. 


The Family is the 
- Key to Your Future 


Throughout this Survey of Buying Power the accent is on the family 


For every market the information includes the number of families and 
family income. In addition, counties show family retail sales .. . states 
add family sales in five store groups ... and metropolitan counties 
extend it to twelve store groups. 


All the way through the book the family is the key to sales success. 
Family income shows what you can do... family sales how well 
you're doing it. 


It all depends on your approach to the family. Now . vs nothing 
interests the family like the things they talk about at the dinner table 

_ when everybody’s interests and social plans and commitments are 
discussed. And when eee 
planned. 


as a result... so many retail purchases are 


No advertising approach wins admittance to this “pay off” conference 
like the Localnews Daily. For each member of the family it’s the 
mirror of what he or she will be doing tomorrow or next week. It’s 
the life of the family. 


“LOCALNEWS DAILIES—basiec advertising medium” 


The Julius Mathews 
Special Agency, Inc. 


VEWSPAPER REPRESENTATIVES 


NEW YORK e DETROIT e CHICAGO e BOSTON 
PHILADELPHIA e PITTSBURGH e SYRACUSE 
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How 783 Companies 
Use the Survey 


1. The Most-Used 
Sections of Survey 


A mail sampling of subscribers 
made in November, 1952, reveals that 
the ten factors used most frequently 
in the state county-city section are, 
in order: 

(1) Buying Power Quota 

(2) Population, total 

(3) Retail Sales, total 

(4) Population, % of U.S.A. 

(5) Effective Buying Income 

(6) Families, total 

(7) Retail Sales, % of U.S.A. 

(8) Effective Buying Income, % 
of U.S.A 

(9) Effective Buying Income per 
family 

(10) Effective Buying Income per 

capita 

(10, tie) Quality of Market Index 


2. The End-Results of 
Survey Usage 


Subscribers were asked to mention 
the end-results of their use of the 
Survey. Major mentions, in order: 
(1) Choosing city markets for 
more intensive cultivation 
Fixing quotas of salesmen 
Allocation of advertising funds 
between markets 
Changing the size of the ad- 
verstising budget according to 
the task to be accomplished 
Deciding whether or not mar- 
ket potentials justify intro- 
ducing a new item 
Dealer promotion — to 
them their potentials 
Deciding on number of sales- 
men to be employed 

8) Choice of specific advertising 
media (new) 

(9) Deciding on location of new 

sales branches or factories 

(10) Changing amounts to be al- 

located to media previously 
used 


show 


3. Is Fault with Salesmen 
Or with Advertising? 


When Toni sales fall below poten- 
tials indicated in the Survey, the 
company makes an examination of 
two factors—their own salesmen and 
the competitive advertising weight. 
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When Cooper’s Inc., Kenosha, finds 
sales below SBP potential, they in- 
crease sales promotion expenditures 
in the weak area. 

The Anahist Co., faced with a simi- 
lar below-potential problem, increases 
the advertising—but only if income 
(E.B.1.) figures seem to justify it. 


4. Localizing a National Figure 


The Admiral Corp. uses the Buying 
Power Quota to allot to each of the 
U.S.A. counties its percentage of Ad- 
miral’s anticipated production. Be- 
cause a distributor and his salesmen 
operate in a restricted territory, rather 
than nationally, the SM figures are 
translated into local terms. Each dis- 
tributor’s territory becomes a nation 
in itself, with totals adding up to 
100%. For example, here is what 
Admiral calls the “Buying Power 
Index” for the New York distributor 
(the figures are taken from a previous 
Survey issue): 


National Territory 
County BPI BPI 


Bronx 998 13.3 
Kings 1.918 25.4 
Manhattan 2.413 32.0 
Nassau whe 5.0 
Queens 058 14.0 
Richmond Asx 1.6 
Suffolk ; 2.0 
Westchester AVS 6.7 


100.0 


“It gives them a clear picture of 
what they're expected to do,” says the 
Vice President in Charge of Sales. “It 
makes better merchandisers of them. 
... The Survey helps us to lower the 
cost of selling. Also it gives us a con- 
tinuing check on the movement of 
goods to maintain par or better on the 
sales side.” 


5. Adjusting for 
Unworked Territories 


Not every manufacturer operates in 
all counties of the U.S.A.; he may be 
a regional distributor or there may be 
peculiarities about his business which 
automatically elirninate certain terri- 


From personal interviews, letters and question- 
naires, SM editors map the uses made by repre- 
sentative subscribers. The following varied exam- 
ples of sales and advertising usage come from a 
study of 783 such reports. 


tories from consideration. For example, 
temperatures are controlling factors in 
the sale of men’s gloves and the Daniel 
Hays Co. has no market in some of the 
warm southern states. Such a manu- 
facturer, to make practical use of the 
Survey figures, must find out the per- 
centage of retail sales (or population, 
or Effective Buying Income, or what- 
ever factor he is using) represented in 
these impossible markets. Let’s say 
it is 30%. Then the states representing 
the other 70% are, in actuality, 100% 
of his market and New York, for exam- 
ple, with 11.4490% of the retail sales 
of the entire country in 1950, would 
have 16.8300% of his real market. 


6. Spotting Weak 
Distributors and Dealers 


Through use of SBP data and an 
analysis of industry sales, Amana Re 
frigeration, Inc., found that sales in 
several of the largest metropolitan 
areas were lagging behind those of 
similar areas and organizations. Rea- 
sons back of the lag were found by 
“shopping” dealers. 
“The data provided by the Survey 
allows a great deal of analysis in our 
company that would not be feasible 
from the cost standpoint if it were not 
so readily available.” 

Similarly, Zenith Radio uses SBP 
potential data as a measuring. stick 
and (1) tries to strengthen the district 
organization when weakness is found 
by requesting them to add more men, 
or (2) insisting that their salesmen 
spend more time in weak areas, or (3) 
by increasing advertising pressure in 
those areas. 


representative 


7. Handling Franchised 
Dealers or Producers 


Where companies operate through 
franchises, as in the case of the soft 
drink industry, the franchise holders 
are often asked to contribute part of 
the advertising expenditure. This may 
be done on a case or unit basis, based 
on actual production and sales—or it 
can be tied in with potentials. One ad- 
vertising agency writes, “We are faced 
with the task of allocating advertising 
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Few monarchs in all history 
had the power you have 

to command wealth. With one 
motion (a telephone call to 
CBS Radio Spot Sales) you 
can order your sales messages 
carried throughout fourteen 
of the land’s largest and 


richest metropolitan areas. 


TL kingdoms at your 


And you have regal assurance 
that the people will respond, 
with money in their hands. 
For in these fourteen markets 
your messages will be spread 
by Radio’s Royal Family— the 
fourteen stations represented 
by CBS Radio Spot Sales. 
Each of these stations has 
the largest average share of 
the listening audience in its 
market. Want riches fit for 

a king? Summon Radio’s Royal 


Family to work for you. 


CBS Radio Spot Sales 


Representing Radio’s Royal Family: 
WCBS, New York - WBBM, Chicago 

KNX, Los Angeles -WCAU, Philadelphia 
wcco, Minneapolis-St. Paul -WEEI, Boston 
WTOP, Washington - KSL, Salt Lake City 
WBT, Charlotte - KCBS, San Francisco 
KMOX, St. Louis -WRVA, Richmond 

WAPI, Birmingham -WMBR, Jacksonville 
Columbia Pacific Radio Network 


and the Bonneville Radio Network 


command ! 


arithmetic* 


When you add all the details that make a 
mailadvertising campaign, you may be 
inclined to throw up your hands and 
say, “to *! #+# with wt.” 


But don’t despair . 


James Gray, Inc. has invested the 
past thirty-four years in learning how 
to handle every one of those details. 
Now, multiply them by the hundreds of 
clients we serve today—and you'll come 
up with the right answer: James Gray, 
Inc. has the experience to subtract all 
the details from your shoulders — and 
give you efficient, economical service 
in every phase of lithography, printing 
and mailing. 


Undivided attention to detail plus 
complete facilities for any direct mail 
production problem equals the James 
Gray service. Call or write today to 
have us sum up the help we offer you. 
No obligation, of course. 


*ask us how we help Springer Pub- 
lishing Co. multiply its sales 


Int. 
wool 


lithographers lettercraftsmen printers 


216 East 45th St. 
New York 17, N. Y. 
MUrray Hill 2-9000 
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expenditures of national and_ local 
campaigns to company-owned, and 
also to franchised, bottling plants. This 
just couldn't be done on a fair basis 
with sales and media data alone. The 
Survey gives us exactly the additional 
data that are needed to make each 
plant pay its fair proportionate share.” 


8. Showing Distributors 
Where They Stand 


The James Jamison Co. takes the 
blue sky out of hosiery quotas for its 
distributors by first telling them how 
much they are supposed to sell—and 
then following that up with periodic 
reports on results. For example, a 
certain distributor serving a market 
of 9,743,788 people in Illinois, Wis 
consin and Indiana has a trading area 
(according to the Survey) representing 
7.27% of the national population, and 
8.86% of the net purchasing power. 
Jamison makes a rough average of 
these figures and comes up with 8% 
of the mill production which this dis- 
tributor should sell. Then they keep 
him posted on monthly shipments by 
dozens, and give him the percentage 
of mill production these shipments 
represent, 


9. Eliminating the 
Unprofitable Territories 


In 1949-50 Thor thoroughly shook 
up its distributional setup and cut 
the number of dealers from 20,000 
down to 7,000. Retail sales figures 
from the Survey of Buying Power were 
used in a county-by-county analysis 
of the entire U.S.A.—and several hun- 
dred counties were eliminated com- 
pletely from the Thor coverage be- 
cause the cost of covering them would 
be greater than business would war 
rant. For example, out of 95 counties 
in several states in the mountain 
region, 47 were eliminated, to make 
possible a concentration on the most 
desirable markets. 


10. Spotting Retail Weaknesses 


Argus Cameras, Inc., watches all 
major marketing areas, comparing 
sales with potential figures as derived 
from the SBP and with sales for 
previous years. “This study may lead 
us to more concentrated coverage by 
our salesmen of accounts which show 
declining sales, or if results in a city 
indicate weakness against our national 
average of the particular type of out- 
let, we may attempt to find new outlets 
to bring sales up to par. For example, 
this may mean the addition of credit 
jewelers, who are playing an increas- 
ingly important part in our distribu- 
tion.” 


11. Deciding on New Branches 


The Miles Shoe Co. reports that the 
Survey is used both by the Sales De- 
partment and the Real Estate Depart 
ment to determine whether or not a 
town warrants a Miles store. 

The United States Rubber Co. uses 
the Survey often in the planning ot 
locations for new plants or distribution. 
branches, in addition to choosing dis 
tributors according to a logical pattern. 

Other representative companies us 
ing the Survey to locate new sales 
branches or factories include Colum 
bia Records, Inc., General Electric 
Co., Lamp Division, Conmar Products, 
Inc., Wheeling Corrugating Co., Nes 
co, Inc., Nash-Kelvinator Corp., Hood 
Rubber division of B. F. Goodrich Co 
Celotex Corp., Sears Roebuck & Co.. 
Prudential Life, Fedway division of 
Federated Department Stores. 


12. Setting Territory Potentials 


Over-all goals are a requisite in any 
well-managed sales operation, and the 
big goals there must be broken down 
into smaller ones. Perhaps the most 
frequent use made of the Survey is 
to arrive at detailed territory poten- 
tials so that distributors and sales 
men have decent equality of oppor- 
tunity and so that their results can 
be checked against what they should 
be able to produce. 

The potential may be simple or it 
may be complex. It can be a per- 
centage of population alone, of re 
tail sales, of a type of store operation, 
of income—or combinations of the 
above. Many find that the weighted 
“Buying Power Quota” has the proper 
balance. Others modify it by adjusting 
the weights. 

No potential figure can be used 
with maximum effectiveness unless it 
is accepted as valid by those to whom 
it is applied. There will be some dis- 
tributors and some salesmen who will 
rebel against any potential, but readers 
say that such is the acceptance and 
fame of the Survey that seldom is it 
necessary to say more than: “This is 
the percentage as shown by SALEs 
MANAGEMENT'S Survey of Buying 
Power.” An American Home Products 
executive says: “By using SALEs MaAn- 
AGEMENT estimates we are quoting an 
authority; the man knows he is view- 
ing unbiased information, not just data 
we have dreamed up to give him a 
shot in the arm.” 

Justifiable gripes on the part of 
salesmen can be avoided to a large 
extent if reasonable potential figures 
are developed for all segments (the 
majority do it on a county basis) in 
the area covered by the company, and 
if each salesman is then given an ap- 
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i various big-circulation magazines are 


read for various reasons, but among these, 


only Better Homes & Gardens is read from 


cover to cover as a buying guide. 

It all starts with the single-minded way that 

BH&G is edited. Every page, every article, 

every picture offers practical suggestions on 

how BH&G readers can make daily living 

| richer, easier, or more enjoyable. Result: BU&G 
screens America to attract only those families 
who are BUY-minded. 


So naturally, this all-through-the-book buying 


mood is reflected on every advertisement in 
| Better Homes & Gardens! 


ITS AMERICAS BESTSELLING BUY-OGRAPHY 


— because these millions have BUY on their minds! 


BH G BUVo.oeica BRIEFS 


{dvertising— More dollars of advertising, more lines of adver- 
tising. more pages of advertising were placed in BHU&G in 1952 
than in any other major monthly magazine. 


K:ditorial— BH&G was first among all magazines in 1952 in 
editorial lines devoted to major service subjects, including build- 
ing and home repair, children, gardening, food and nutrition, 
health and medical science, home furnishings and management. 
Circulation gains For 28 of the past 30 years, BH&G has 
shown an increase in total circulation and it is now ata 


new high y-million, 


"4 e Des Moines, lowo 


Burgoyne proves 
two cent offer is 
twice as good 


e Management knew the two 
cent offer was best when the 
sales manager showed them the 
above Burgoyne chart of sales 
tests in Springfield, (Mass.) 
Charlotte, and Columbus, 
(Ohio). 


e Whatever your new program 
is... have it evaluated by over- 
the-counter sales by Burgoyne 
before you ask Management to 
back it nationally ... as have 
national grocery and drug ad- 
vertisers for years. 


e Sales-testing in Burgoyne 
store panels is an accepted Man- 
agement tool to prove new 
products, prices, promotions. 


e Monthly-audit-reports bring 
the trends while they are most 
useful, 


e Choice of 16 markets lets you 
tailor test to need and budget. 
What do you want pretested? 
Ask us for a proposal. 


| proximately equal share of the whole. 


Inequality of opportunity is a com- 


| plaint voiced frequently by salesmen, 


and it is one complaint which can be 
eliminated by honest, careful territory 


| delineation. 


13. Picking “‘Live’’ Counties 


In selling TV sets, the Stewart War 


| ner organization finds the market spot 


ty—as to good markets where there 
are good stations with good programs. 
They pick counties which are seem- 
ingly “live” in that they fall into the 
framework mentioned above. To these 
counties they apply a_ three-month 
moving average (sales for the last 
three months, dropping the fourth 
month past as new figures become 
available). These sales are then com- 
pared with all-industry sales and with 
potentials as revealed by the Survey 
and: 

(1) A decision is reached on how 
much advertising to do in the 
area. 

The total is then broken down 
between newspaper and radio 
advertising. 

Point-of-sale items are allo- 
cated on the same basis. 

If distributors want more support 
than is indicated as proper by this 
method of figuring they have to pay 
for it themselves. 


14. Quota Setting for a 
Non-Consumer Product 


The Strathmore Paper Corp. uses 
Survey figures in combination with 
government and industry figures in as- 
signing quotas. They rank the 86 
cities in which they sell against pop- 


| ulation and income figures from the 


Survey and assign quotas based on 
averages of “% of Effective Buying 


| Income” (from the Survey), data from 
| the Government's commercial printing 


Census and figures compiled by the 


| National Paper Trade Association. 


15. The 200 Best 


A large New York agency in choos- 
ing magazines starts out with the Sur- 
vey table on the 200 cities and/or 
counties leading in Effective Buying 
Income. Then magazine circulations 
ave broken down to indicate the per- 
centage of families reached in other 
leading markets, and the ones having 
the greatest coverage of these top mar- 
kets are recommended to the agency’s 
clients. 

A Philadelphia hardware manufac- 
turer uses the same set of tables for 
quickly spotting the sales centers ac- 
cording to importance nationally, 
while another manufacturer, most in- 


terested in small-city and rural mar- 
kets, maps his total national potentials 
by subtracting the totals for the “200 
Leading” from the U.S.A. totals. 


16. Marketing a New Product 


When a company puts out a new 
product for which it has no compara- 
tive data in its files, or for which there 
are no association or Census data, the 
Survey can be used as the sole basis 
for estimating potential sales, but it 
will have to be done on a trial-and-er- 
ror basis until experience indicates the 
factor or combination (such as fami- 
lies, total sales, sales of a store-type, 
or income) with the highest correla- 
tion. 


17. Setting Sales Quotas 


If territories are properly aligned— 
with relatively equal opportunity, and 
due regard given to physical factors 
(the work load) such as density, roads 
and others—the setting of reasonable 
quotas is a simple matter, calling only 
for the breakdown of the company’s 
over-all quotas into the relatively 
equal parts as outlined by the terri- 
torial divisions. 

Suppose the company covers the 
country with 50 salesmen. Counties 


SCOLEDON 


The Business Journal of Golf 


SOLE ING 


The National Players Magazine 
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that makes advertising work harder! 


Your product may be national, but the 
people who sell it and the people who buy it 


are local. 


Any experienced, trained local help that 
can aid a manufacturer’s sales staff or represen- 
tative in solving different market problems is 


extremely valuable. 


To be highly effective it should be WORK- 
ING HELP. It should also be flexible enough to 


serve your many different local objectives. 


Hearst Advertising Service has a trained 
working group of young men in each of 10 
markets where important Hearst newspapers 


are published. 


959 Eighth Avenue, New York 19, N. Y. 
Herbert W. Beyea, General Manager 
Offices in: Boston 


Albany Chicago 
Baltimore Detroit 
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Pittsburgh 
Philadelphia Seattle 
Los Angeles 


San Francisco 


100 Heads... 200 Legs 


Here’s a real reservoir of trained manpower to 
assist your sales foree in 10 leading markets. 
Contacting wholesalers, chain headquarters, re- 
tailers. Building floor, shelf, counter and window 
displays. Gathering information on state of stock, 
ranking of best sellers, retail prices, attitude of 
dealers, prospects for re-ordering, prospects for 
initial orders, Or any other information that may 
serve your sales effort. 


Sales Tools Available to Business 
Sales Operating Controls are specific, flexible, 
practical patterns of each of nine major markets 
accounting for 41% of the nation’s retail sales. 
Here is a factual evaluation of each market and 
its parts designed for setting up the sales machinery 
of a business, 


Would you like to know how some or all of these 
services can be applied to selling your merchan- 
dise? Write or telephone. 


Ft. Lauderdale, Fla. 


DO YOU KNOW 


gbout these © 


quICck-ACTION 


SURE-FIRE 


WESTERN UNION 
MERCHANDISING 
SERVICES 


1. MARKET SURVEYS— Fast, de 
pendable way to check consumer 
attitudes and brand preferences 
through local, sectional, or nation- 
wide surveys —conducted by over 
2,000 experienced, on-the-ground 
Western Union offices. 


2. DISTRIBUTION— Fast advertis 
ing distribution and sampling by 
messenger service 


3. CIRCULATION VERIFICATION — 
Checks reader titles, buying influ- 
ence, addresses and other circula 
tion facts. 


4. PUBLIC OPINION POLLS —Spot 
checks on media coverage and con- 
sumer preferences 


5. “OPERATOR 25”°—Fills the miss- 
ing link between national adver 
tising and the consumer by sup 
plying names of your local dealers 
on request to “Operator 25’’. 


For further information on any or all 
these special services, call your 


local office of WES TERN 


UNION 


For Data on 


INDUSTRIAL 
POTENTIALS 


turn to 


Pages 49-78 


are so assembled, according to poten 
tials developed from the Survey, that 
each territory should account for 2% 
of the volume. Then, if the over-all 
quota is 1,000,000 units, each sales- 
man is held responsible for 20,000 
units, 

Anticipate the problem of expand- 
ing or contracting the number of sales 
men by splitting the area into many 
equal parts. If you have 50 salesmen, 
for example, you might well have 100 
equal territories with each man han 
dling two. If subsequently you double 
your sales force, each man would 
have one. 


18. Routing the Sales Force 


Sales costs can be lowered and effi- 
ciency increased, if wasteful or useless 
travel is eliminated. One sales man- 
ager reports that in an Iowa territory 
he discovered by plotting Survey po- 
tentials against reported travel time 
that his salesman was spending 15% of 
his time in cities that produced 75% 
of his business, and 85% of his time 
in the “thin” and “dead” areas which 
were good for only 25% of his volume 


19. Determining 
Weighted Sales Potential 


The “Buying Power Quota” is a 
weighted figure (5 points E.B.I., 3 
points retail sales, 2 points population) 
which has been found satisfactory by 
the majority of manufacturers who 
supply articles which might be labeled 
“comfort” or “luxury” items. To those 
who make low-price mass-consumption 
articles, the factors of total population 
and retail sales volume in specific 
store categories take on added impor- 
tance. A large food company, for ex 
ample, assigns 4 points to population, 
4 points to food store sales, and only 
2 points to Effective Buying Income. 
The U.S.A. percentages which are not 
shown in the Survey (store categories ) 
may be computed by the subscriber 
or are available from Market Statistics, 
Inc., 432 Fourth Avenue, New York 
16, N. Y. 


20. Applying Pressure 
Where Most Needed 


Colgate-Palmolive-Peet is a larg 
user of so-called “national” media and 
has only a modicum of control ove: 
the territorial distribution of such 
expenditures. They use local media 
to buttress the “national” campaigns. 
For each of their products potential 
maps have been developed from Sur- 
vey figures, supplemented with certain 
factors of their own. The potential is 
compared with actual sales, and local 
appropriations are predicated largely 
on the comparisons. 


The H. J. Heinz Co. mobilizes tor 
mass markets by splitting its products 
into a half-dozen groups, with each 
group sales manager functioning as the 
“general manager of his own business.” 
These group managers are charged 
with keeping their own products mov 
ing—even in competition with the other 
Heinz group. Each works on a sales 
potential arrived at through a combi- 
nation of Survey figures plus past ex 
perience of the company. 

Sometimes a company prepares 
these comparisons; in some the com- 
pany turns area sales figures over to 
their advertising agencies for compar 
ison with SM’s Survey potentials, and 
special advertising is appropriated to 
fill in the gaps. 

The full effect of magazine and net- 
work radio and TV cannot be realized 
unless the company does a bang-up job 
of merchandising its campaign to its 
own salesmen, wholesalers and dealers. 
To do this the “national” must be 
made “local,” through breaking grand 
total figures down to states, counties, 
cities. A distributor may be yelling 
for more help. The company or its 
agency uses the Survey to get data on 
population, families, sales or income 
for the distributor’s territory, then 
takes the circulation in the area of 


The Business Journal of Golf 


MOLE 


The National Players Magazine 
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Wherever the biggest families 


in America live 


youll find The Girl Under Twenty 


and her magazine Seventeen 


“SEVENTEEN Families” are 45% larger than the national aver- 
age, 24% larger than any other “magazine family.’ These big, 


“srown” families need the most, buy the most. 


And Mother’s Partner—the daughter-still-at-home—is right in the 
middle of every purchase. You’ve got to sell both partners to get 


the business of these 514 million biggest families. 


There’s one best way to reach young women in their teens: 


seventeen sells! 


NEW YORK + BOSTON + CHICAGO + HOLLYWOOD « ATLANTA 
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YOU CAN’T ARGUE 
WITH MAIL ORDER SALES! 


Mail order sales PROVE conclusively 
that a magazine is read thoroughly 

. its editors know their business 
and keep up-to-date on the latest 

. and the magazine has a cover- 
age that consists of loyol “buying” 
readers . . . ever ready to buy your 
product. 


if you have an item that is “coast- 
ing” elsewhere, let V.F.W. MAGA- 
ZINE give it a whirl and boost it 
into the “black”. 


For a sample issue and complete 
information, write: 


GE A nacazine 


Formerly Forergn Service 
Dan B. Jesse, Ir. & Associates, Inc. 
Advertising Directors 
10 East 43rd Street 
New York 17, New York 


SMOLEDOM 


The Business Journal of Golf 


i Wiking 


The National Players Magazine 


magazines used (or the local radio 
outlets of the network program) and 
sets these down against the distribu- 
tor’s market. 


21. Quality of Market index 


One of the largest distillers reports 
that his problems on one brand are 
quite different from the others. For his 
low-price brands, “Buying Power Quo- 
ta” is most valuable, but on his first- 
line brand, the Quality of Market In- 
dex (last column in the tables) is his 
key to most responsive markets. 


22. For Merchandising 
the Advertising 


Many manufacturers—or their ad- 
vertising agencies—prepare for the 
salesmen county-by-county analyses 
showing such factors from the Survey 
as total population, number of families, 
retail sales, effective buying income— 
alongside county circulation figures of 
the company’s advertising. 


23. A Two-Way Check 
On Potentials 


Some marketing organizations use 
the Survey and no other figures to 
study potentials, but in some industries 
it is possible to match these against 
industry figures. At Calvert Distillers, 
for example, the Survey is used as one 
factor to determine whether a territory 
is producing up to par. (1) They ap- 
ply known industry consumption fig- 
ures against Survey population esti- 
mates to find the amount of liquor 
consumed per capita in an area. (2) 
Then they determine the amount of 
the market held by Calvert. (3) Next 
they take the Survey “Buying Power 
Quota” to determine whether or not 
each sales territory is obtaining its full 
share of the business. Thus they have 
a check of both actual and potential 
business—what the territory should 
absorb on the basis of its population, 
total retail sales and income, and what 
it does absorb. 


24. General Alignment of 
Sales and Advertising 


Executives of Earle Ludgin & Com- 
pany, Chicago advertising agency, 
say: “When you have a budget, and 
have to get results under the budget’s 
limit, you learn how to spend the 
money you have. The Survey helps 
you to pick your market. You can say: 
‘these are good markets.’ You learn to 
say ‘we can get in here’ or ‘we'll have 
to bypass this area.’ The company sales 
manager must sit down with the 
agency account man and figure it out 
together. Through the Survey you can 


spot where sales could be good. And 
that’s something you'd better find out.” 

Through working out accurate po- 
tentials and relating them to actual 
sales, the company and the agency 
can figure out: 


1. Spots where the company is get- 
ing its fair share or more of the 
market 

2. Spots where the company is get- 
ting less than its share. 

With a knowledge of sales vs. poten- 
tials the company then can apply 
extra pressures intelligently. 

The Survey is used often in combi- 
nation with other data. One agency 
reports using data for a carpet com- 
pany as furnished by the Carpet Insti- 
tute plus potentials derived from the 
Survey, and a consequent sweeping re- 
alignment of media allocations in var- 
ious territories. 

Another agency man reports that 
their recommendations on local media 
have been greatly simplified through 
the Survey. They appraise the specific 
markets in which a client is interested. 
Alongside each city name they put the 
“Buying Power Quota” for the Metro- 
politan Area (usually by complete 
counties). They total the percentages 
and make the total represent 100. 
Then the percentages are re-computed 
and if on that basis a city area is down 
for 5% of the total potential, it receives 
5% of the advertising dollar. 


25. Allocating Media 
Against Potentials 


An executive of C. J. LaRoche Co. 
told SM, “Without the Survey I would 
not be able to do a competent and ade- 
quate job of media recommendation. I 
am using it right now, for example, to 
get sales potentials of certain states. I 
will then choose the 100 best cities 
in those states and determine whether 
or not the media allocation is propor- 
tionate to sales potential in each of the 
cities.” 

At Foote, Cone and Belding offi- 
cials took from the Survey the coun- 
ties most important in drug_ sales. 
Then, using other data, they chose 
from these counties those showing the 
greatest frequency of the common 
cold. Advertising was then planned to 
give greatest concentration in those 
areas where greatest over-all potential 
was combined with the special inter- 
ests of that particular client. 


26. Breakdowns by 
Metropolitan Areas 


An agency head says, “We use 
S.B.P. on every account, not only for 
market selection but also for media 
buying purposes. We break down the 
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IS YOUR SELLING POWER 
KEYED TO CONSUMER BUYING POWER? 


Here Is Where 
You Can 


Make Sure— 


One of the shrewdest ways to find out if your 
selling power is keyed to consumer buying power 
is to have an IBM Service Bureau regularly pre- 
pare your sales reports. You'll get important sales 
facts quickly—about salesmen, products, cus- 
tomers and prospects, costs, territories . . . what- 
ever type of sales information you need to turn 
buying power into cash profits for your company. 
The cost is modest. 


TRACE MARK 


Service Bureaus are located 
in principal cities 


. 7s . — ; i INTERNATIONAL BUSINESS MACHINES 
SALES MANAGEMENT’S entire Survey 
of Buying Power was prepared on 590 MADISON AVENUE, NEW YORK 22,N. Y. 
IBM Accounting Machines. 
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media by Metropolitan County Areas. 
. . . Survey data serve as a bridge to 
connect three islands: (a) media, (b) 
the sales department, (c) the advertis 
ing department. We must know the 
market is there, if the people are there 
at the price, and if the sales depart- 
ment is willing to take it at the price.” 


27. Coordination with 
Media Figures on the 
Metropolitan Areas 

In the Chicago branch of a large 
New York agency an executive says, 
“We use the Survey not only for mar 


kets but for comparing one media with 
another. We use it to ascertain the 
weakness of one medium in a certain 
area and then try to offset this weak- 
ness by buying complementary media. 
For example, one magazine may be 
weak in an area, another strong. We 
use ABC circulation figures to corre 
late with the market data in the Sur- 
vey. We likewise correlate with the 
best available radio and TV figures.” 

In 1952, a group of ten Chicago 
agencies developed a cooperative ven- 
ture involving a comprehensive break- 
down of major magazines, supple 


You can transfer employees and still keep 
them happy. Have their household goods 


Branch, Personnel 
Moved 
Promptly / 


moved promptly by calling in your local North 
American Agent. Let him do the work. Scien- 
tific packing. Safe, on-schedule delivery to 
any point in the U.S.A. You can arrange for 
unpacking and placement so the new home 
will be ready when the family arrives. Better 
move always, the North American Way. North 
American expertly moves convention dis- 
plays, office furniture and plant equipment, 


too. Plan moves with a ‘Survey Service”’ 
estimate. No obligation. 


Call Your Local North American Agent! 


Consult your classified phone book 


ments and comics. Data used from this 
Survey issue—including estimates of 
population, households, total retail 
sales, food sales and drug sales—were 
correlated with other data obtained 
through the Bureau of Advertising of 
the American Newspaper Publishers 
Assn. “The Metropolitan Areas and 
other geographic entities into which 
we wish to break down publications 
were—by unanimous agreement—the 
162 Metropolitan Areas as published 
in your 1951 issue and extended to 
include the ‘potential’ areas you pub- 
lished in 1952.” (Editor’s note: They 
also studied 20 other major counties, 
all of which are included in the ampli- 
fied list of “potential” metropolitan 
areas published in this Survey.) 


28. Checking Against 
Media-Supplied Figures 


A Kenyon & Eckhardt executive says 
that “media figures are almost always 
checked against the Survey,” while an- 
other agency executive with 25 years 
of media-buying experience reports, 
“One of the greatest aids to intelligent 
space buying developed during my 
time is the Survey of Buying Power. 
Today nearly all of the important 
newspapers and magazines use Survey 
data in their presentations and so we 
have two solid standardized sources 
quoted in the data supplied by media, 
those being the Audit Bureau of Cir- 
culations and the Survey.” 


29. Best Type of Media? 


At the C. J. La Roche company a 
client wished to determine which type 
of media would be best for him. 

“They wanted to know whether 
sales of their line—a quality product— 
were concentrated in large cities or 
distributed proportionately and not 
concentrated. We found in the store- 
type data that sales were proportionate 
to city size, not concentrated. This in- 
formation led to the decision to use 
magazines. 


30. Cooperative Advertising 


Potentials arrived at by applying 
Survey data are used by many com- 
panies to determine the amount of 
cooperative advertising for dealers. 


31. To Land New Agency 
Accounts and Hold Old Ones 


Many advertising agency officers 
told SM researchers that Survey data 
were used in all presentations designed 
to get new agency accounts. “Demon- 
strates that we are sound in our ap 
proach to markets and media,” one 
man said. Another reported landing 
a big drug account with the aid of a 
presentation which broke the U.S.A. 
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market down into the leading and most 
responsive drug purchasing areas, and 
a careful selection of media concen- 
trated in those areas. 

A New York agency writes, “When 
we make a ‘pitch’ on a prospective ac 
count, an important element in ow 
solicitation is an analysis of potential 
markets. We find our prospects are 
always favorably impressed with the 
detailed, up-to-date, logical tabulations 
we are able to make using your Sur- 
vey data.” 


32. Selecting Test Markets 


\ Chicago agency executive (Sher- 
man & Marquette, Inc.) says, “No 
other source is anywhere near as help 
ful for selecting test markets.” Typi- 
cal cases: they selected the Hartford, 
Conn., area for a coupon campaign, 
sending a mailing to every rural box- 
holder, after mapping out the cam- 
paign. . .. For a new line of canned 
meats, investigators were employed, 
the number based upon Survey data, 
to question users as to how they liked 
the product. . . . The Survey helps 
them to develop, control and test mar 
kets in comparing old and new prod 
ucts. 

The New York agency, Lennen & 
Newell, used a heavy spot radio cam 
paign in two cities and compared re 
sults with sales in two other cities 
selected from the Survey as_ being 
similar in size and character. 

In another New York agency the 
SM researcher reports, “in test city 
campaigns they start with 20 cities 
selected from the Survey.” In anothe: 
agency, he reports, “the Survey is often 
used to set up test cities, since no test 
campaign should be planned without 
knowing the relative levels of buying 
power.” 

In the January 15, 1952 issue of 
Sates MANAGEMENT, the article, 
“How to Check Sales Results by the 
Paired-City Method,” offered sugges- 
tions on how to match cities against 
each other for testing and quota-set 
ting. Many examples are given of 
“Toni’s” in income, total sales or five 
categories of retail sales. One city or 
group of cities, for example, could be 
used to test a new sales or advertising 
plan—while others of similar potentials 
could be used as control cities which 
would not get the new plan. 


33. Selecting the 
Quality Markets 


Especially valuable to the makers 
“postponable 
purchases” is the “Quality of Market 
Index,” when used in conjunction with 
the “Buying Power Quota.” A watch 
company, for example, is looking for 
high discretionary buying power; it 


of products which are 
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10 Branham Offices 


| in key advertising centers 


ST. LOUIS 


-SAN FRANCISCO 


LOS ANGELES 


DALLAS 


Adverlising 


Representatives 


Let a “Branham-man” help you 


NEW YORK 


f 


DETROIT 


CHICAGO 


CHARLOTTE , 


MEMPHIS 


ATLANTA 


National advertising campaigns originate in certain 
wisely-defined and strategic points right across the map. It is 
significant that The Branham Company has offices at every one 
of these creative centers with service and personnel geared to 


both the immediate sector and the national picture. 


Branham-men are seasoned advertising counselors. Market and 
media-wise they are in constant daily contact with all factors that develop 
national advertising policy and campaigns. Branham is a sales 
organization representing leading media and serving agencies 
and national advertisers. Branham-men also work closely 


with field representatives, distributors, dealers, etc. 


We welcome the opportunity to serve you 


THE 58% 


BRANHAM 
COMPANY 


Ask the banker! He’s the man who knows 
WHERE to plant a PLANT? his home town more intimately than any- 
' one else, opens community doors throughout the world, 


has a chain of contacts through the correspondent banking 
system that works like a charm for you. 


Soe BANKING 


doesn’t find it in the backward and 
depressed counties and cities but by 
studying the volume potentials in the 
column, “Buying Power Quota,” and 
then checking against the next column, 
“Quality of Market Index,” it can spot 
the areas which are worth especially 
intensive cultivation. One of these 
companies, for example, singles out 
those counties which have .2500 or 
more under “Buying Power Quota” 
and a Quality Index of 120 or higher. 


34. Measuring the 
Changes in Markets 


The current Survey may be used on 
its own or in comparison with previous 
issues. At Young & Rubicam, for ex- 
ample, officers are interested in the 
measure of change, and find the con- 
tinuing Surveys a valuable measuring 
rod. An area may continue relatively 
large, but is not keeping up with its 
former rate of growth or with other 
areas; another may be _ bounding 
ahead. Knowledge of such factors 
makes possible a more intelligent 
application of advertising. 

At United States Rubber “the Sur- 
vey is used to set sales quotas and as 
a guide to finding changing markets. 
The Survey indicates where to look 
for the greatest increases in sales and 
buying power. The columns on Effec- 
tive Buying Income and Quality of 
Market Index are both used for the 
purpose. The “Buying Power Quota’ 
column is used in the setting of quo- 
tas for distributors.” 


35. Food Business Quotas 


Many companies develop their own 
potentials from Survey data instead of 
using the “Buying Powér Quota” col- 


4 


Industrial department heads of 300 chambers of com- 
merce have rated the banker number one man about 
town. You can depend upon his support locally, or to set 
in motion his contacts through some 18,000 bank offices 
touching every corner of the land. 


Naturally, he’s the key figure to interest in your proposti- 


tion. So talk shop with him in his favorite book 


the 


one he reads most at home and passes to his associates, 
creating an audience 100,000 strong. That’s BANKING, 
Journal of the American Bankers Association. 


umn. At Kraft Foods Company, for 
example, a department head reports, 
“We use SM’s figures, weighted Food 
Store Sales 5 points, Effective Buying 
Income 3 points, Population 2 points.” 

Media decisions for Reid and Mur- 
dock are based upon detailed maps 
which show counties in green where 
food sales are above average in dollars, 
blue 65% to 99% of average, red and 
brown, far below average. In top 
counties, families spend upwards of 
$1000 annually for food, in poor ones 
less than $300. 


36. Life Insurance Potentials 
And Other Insurance Uses 


An official of The New York Life 
Insurance Co. writes, “To determine a 
goal, we have taken the territory of 
each branch office, broken down by 
counties, have shown our company’s 
actual paid business in each county 
and what we believe would be the 
potential share on the basis of our 
share of the national business of the 
billion-dollar ordinary life companies 
after applying your county buying 
power factor.” 

At the Equitable Life Assurance So- 
ciety the Survey is used in the alloca- 
tion of territory to two or more agen- 
cies within a state. “Further, when 
field offices have been shifted, Survey 
figures are compared with actual sales 
figures to judge the results of the shift. 
Survey data also are used extensively 
to locate new unit offices.” 

Other frequent Survey uses in the 
insurance field include studies of in- 
come and growth factors to determine 
the worthwhileness of proposed build- 
ing ventures or the issuance or pur- 
chase of mortgages. 


12 East 36th Street, New York 16, N.Y. 
105 West Adams Street, Chicago 3, Ill. 


37. Raising Community Funds 


A great many SALES MANAGEMENT 
readers, as good citizens, serve on 
fund-raising committees. An executive 
of International Business Machines 
Corp., for example, writes that he used 
per family Effective Buying Income 
Survey figures for his own community, 
as compared with other communities 
in the immediate area, to justify a 
greatly expanded quota. 


38. Sales of the 
World’s Largest Business 


For more than ten years the United 
States Treasury Department has set its 
bond selling potentials from the Sur- 
vey column “Buying Power Quota” 
(formerly “% of U.S.A. Potential”), 
and in certain typical drives were 
within 14 of 1% of the potentials in 
45 out of 48 states. These repeated 
success stories by the “world’s largest 
business” are an acid test of the accu- 
racy and practicality of the Survey. 

In 1951 the Economic Stabilization 
Agency used similar Survey figures in 
its task of setting up a field organiza- 
tion. The problem here—similar to that 
faced by many private organizations— 
was to set up territory offices to serve 
areas of relatively similar size in 
volume of business. 


39. Typical Cases Based on 
Use of IBM Cards 


The transfer of Survey and govern- 
ment data to IBM cards has made 
possible many 5 ng uses and ad- 

i 


justments that have not previously 
been possible. The following examples 
illustrate only a few of the effective 
uses that enterprising marketing ex- 
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ecutives have developed in the past 
three years, since the IBM cards have 
become generally available. 
Interested parties can buy “decks” 
of these punched cards or can arrange 
to have them run off, with or without 
special analysis. 
For detailed information on what is 
available on IBM cards, write to: Dr. 
Jay M. Gould, Managing Director, 
Market Statistics, Inc., 432 Fourth 
Avenue, New York 16, N. Y. 
A general picture of what is avail- 
able through the IBM cards: 
(1) The entire contents of this | 
1953 Survey 

(2) The Surveys of 1949, 1950, 
1951, and 1952 

(3) Census of Business, 1948 

(4) Census of Population and 
Housing, 1950 

(5) Industrial Data from Census 
of Manufacture, 1947 

Some of the information is taken 
directly from these sources, while | 
other data are the result of special | 
tabulations. Practically all of the ma- | 
terial is available in printed form 
through past Surveys or government 
data, and marketing directors have 
the choice of developing what they 
want through hand copying and tabu- 
lation or using IBM cards. 


A. Modifications in —_— | 
Power Quota” 


Some manufacturers find that the 
SM standard formula of 5 points for 
effective buying income, 3 for retail 
sales and 2 for population is not as 
good for their special needs as a 
formula tied in more directly to their 
distribution problems. For example, a 
manufacturer of washing machines 
and other appliances had the IBM 
cards run through to substitute fam- 
ilies for population, sales of furniture- 
household-radio stores for total retail 
sales, and a greater emphasis on in- 
come. His formula is 6 points for % 
of U.S.A. effective buying income, 
2 points for % of sales of furniture- 
household-radio stores and 2 points 
for % of U.S.A. families. . .. A large 
food manufacturer had a similar run- 
through made of the punched cards 
but gave 4 points for % of U.S.A. 
population, 4 points for % of U.S.A. 
food sales, and 2 points for % of 
U.S.A. effective buying income. 


B. “Urbanized” Sales 


Consumer demand for a wide vari- 
ety of goods and services, of which 
insurance sales is only one example, 
seems related to the degree of urban- 
ization of an area, as well as to 
other factors such as effective buying 


CITY Limits 


CiTY oF 


ELSEWHERE 


POPULATION 2500 AND UP 


WHAT ARE THE MERCHANTS 
‘ELSEWHERE DOING? 


ACB Research Reports will tell you 
if they are advertising your brand... 
your competitor's brand...and to what 
extent... you see all 1,393 markets 
as one clear, coherent picture 


In and around the 1,393 cities in which 
daily newspapers are published there 
circulates newspaper display advertis- 
ing costing two billion dollars yearly. 

This newspaper advertising expen- 
diture is far larger than that of all 
other media combined. Yet you never 
see it! Aside from your home town, 
the other 1,392 key markets are pretty 
much a blind spot. 


What's going on ... are ‘the mer- 
chants of these 1,392 “Exsewnere’s” 
pushing your brand . . . supporting a 
rival brand ... ignoring your field... 
are competing brands dominating cer- 
tain towns or areas with their nation- 
ally placed newspaper advertising . . 

The answer to these and similar 
questions are of vital importance to 
manufacturers whose goods are sold 
through retail outlets. ACB Reports 
tell you exactly what is going on in 
any one or more of these markets. 

Leading merchandisers rely on ACB 
Reports. Lever Brothers Co., soap and 
allied product manufacturer says: 

“Various departments here at Lever 


Brothers have used ACB facilities for 
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more than 15 years. It is rather diff- 
cult to enumerate the many ways in 
which this information has been used, 
but suffice it to say it has provided a 
valuable tool for our advertising and 
sales departments over the years.” 


More than 1,100 progressive com- 
panies are subscribers to one or more 
of ACB’s 14 different Newspaper Re- 


search Services. 


Send for new ACB Catalog 


If you are not thoroughly informed 
on the many uses of ACB Reports ask 
for the new ACB Catalog. Its 48 pages 
are filled with the uses to which these 
Reports may be put for more efficient 
management of sales and advertising 
and other useful data. Catalog sent 
free on request. 


ACB reads every advertisement in every daily 


ACB SERVICE OFFICES 


79 Madison Ave. « New York 16 
18S. Michigan Ave. + Chicago 3 

20 South Third St. « Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. «San Francisco 5 


) 10 of the TOP 25 
) select Western Family! 


It’s more than a coincidence... that 19 of the nation’s top 25 food 
and drug advertisers should run substantial schedules in Western Family 


(Yes...a sectional magazine). 


They’ve proved ...that the quickest and surest way to capture the 
important West Coast market is to reach the SHOPPING housewife... 


and that simply means... 


WESTERN FAMILY —— 


Largest Western Circulation of any Magazine 


For complete and detailed 
marketing data contact 
our advertising offices. 


income. Thus, as between two coun- 
ties of equal population and income, 
the one that is more “urbanized” will 
reflect greater proportionate expendi- 
tures on consumer services in general 
such as rent, recreation, personal serv- 
ices, insurance, and on such goods as 
fashion apparel lines and jewelry. This 
fact suggests the desirability of using 
an “urbanization factor” (called R), 
consisting of the ratio of the urban 
population in a county to the county 
population total. Then, the potential 
vercentage for each county for an 
‘urbanized” commodity or service 
may be obtained from a _ formula 
such as: 

% of U.S.A. income (1 + .20R) 
which assumes that completely urban 
areas will receive 20% more sales 
than the corresponding equivalent 
rural area, This formula can be pre- 
tested (as should all such correlation 


FULTON @ 


4 HARRISON 
BLYTHEVILLE 4 
4 BATESVILLE 
ARKANSAS 


Read About 
The People 
They Know 


e CLARKSDALE® 
The Town GRENADA « 


They Liveln 


CLs eee 


LOS ANGELES 


4 
DYERSBURG 


AMEMPHIS 


SHEFFIELD-TUSCUMBIA a 
a 
TUPELO | 


' 
REENVILLE « <2 a WEST POINT 
GREENWOOD # COLUMBUS 


MISSISSIPPI 


NEW YORK 


formulae) to establish the most suit- 
able adjustment factors. The net effect 
of such a formula is to throw more 
potential into that one of two coun- 
ties with equal income which has a 
greater degree of urbanization. 


C. “Stepped-Up Potentials for 
Quality Markets” 


Manufacturers of high quality 
products sometimes want to concen- 
trate efforts or promotion on above- 
average markets. The Quality of Mar- 
ket Index, in which the Buying 
Power Quota is divided by the popu- 
lation percentage of U.S.A., rises 
above 100 for all such markets, and 
may be used to focus attention on 
these markets. A similar device may 
be used to establish stepped-up po- 
tentials for above-average markets, 
i.e., potentials which will be higher 
than the percentages indicated by the 
buying power quota or the net effec- 


f Weis: - 
KENTUCKY 


MURRAY 
* De 


a UNION CITY 
a PARIS 


TENNESSEE 


we live in... 
a FLORENCE 
a 
DECATUR 
local newspapers. 


ALABAMA 


CHICAGO 


Editions 


1,000,000 
SHOPPING Housewives 
APRIL 2, 1953 


SAN FRANCISCO SEATTLE 


tive buying income percentage. The 
haga may be illustrated as fol- 
ows: 

In all above average income mar 
kets, the net effective buying income 
expressed as a % of the U.S.A. total 
(called i) will exceed the population 
percentage (called p). The “stepped- 
up” potentials for any given county 
or city can then be derived from the 
following formula, easily applied on 
a mass scale, with the use of IBM 
equipment: 

Potential = i +- .50 (i — p) 

The effect of this simple formula 
can be seen as follows: If a market 
has an income percentage of 1.5 and 
a population percentage of 1.1, for 
example, it is clearly an above average 
county. Applying the above formula, 
we can get a stepped-up potential of 


1.5 + 50 (.4) = 1.7 


in which the income percentage is 


sy Their Loca/ Newspaper 
Is the One They A/ways Read! 


. . and so it is with you. No other news interests us so much 
as news about people we know, about ourselves, about the town 


our home town! So, to make sure your advertis- 
ing reaches the greatest number of readers at their highest 
interest peak, place it in their home town newspaper! 

No outside publication can offer advertisers the reader 
loyalty and complete home coverage that is available through 


WALLACE WITMER CO. 


Mempnuis ® New York *® Cuicaco 
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increased by 50 percent of the “qual- 
ity” differential. The same formula 
ipplied to a below-average market, 
where, for instance, i = 1.1 and 
p 1.5, will yield a potential of 


1.1 + 50 (—.4) 9 


hus all above average markets get 
an upward adjustment, while all be- 
low average markets get a corre- 
sponding downward adjustment, so 
that the sum of all such potentials will 
remain 100 percent. Another way to 
determine potentials for quality goods 
is to make use of the data, as yet 
unpublished, on the number of per- 
sons (and income) with annual earn- 
ings of more than $10,000 in all 
counties and cities. The data will be 
available on IBM cards to all inter- 
ested users of the Survey ef Buying 
Power. 


D. Ranking of Cities by 
Size Groupings 


Many companies have found it de- 
sirable to regroup cities into various 
classifications not found in the Sur- 
vey. The IBM cards have facilitated 
the distribution of city cards into size 
groupings for population, families, re- 
tail sales, etc. Certain interesting mar- 
ket characteristics emerge from such 
analysis. For instance, although per 
capita and per family income vary 
directly with the population size of a 
city, the largest per capita food sales 
are found in cities with population of 
between 2,500 and 50,000; the high- 
est general merchandise sales per 
capita in cities with populations be- 
tween 250,000 and 1,000,000; the 
highest per capita sales of home fur- 
nishings, radios and appliances in 
cities with populations between 100,- 
000 and 250,000; the highest per 
capita automotive sales in cities with 
populations between 25,000 and 50, 
000; and the highest per capita sale 
of drugs in the cities with popula- 
tions between 100,000 and 500,000. 


E. Degree of Retail 
Concentration 


Many users of Survey data will 
aote that frequently the retail sales 
of an area will exceed the net in- 
come. This does not, of course, mean 
that the residents of the area are living 
beyond their means. It does mean, 
however, that the retail outlets of the 
area are serving many residents of 
contiguous areas. Thus the per 
capita sales ratios of many areas will 
reflect not only the income level of 
the area but also the degree of re- 
tailing concentration, i.e., the extent 
to which retail sales is boosted by 
sales to residents of other areas. A 
county index of retailing concentra- 


MAY 10, 1953 


YOU Can Reap the Benefits of 


“HATCHE’S SOWING MACHINE” 


It was ‘way back in 1840 that The Southern Planter started 
sowing a crop from which today’s Advertisers are reaping the 
rich benefits. Right then and there The Southern Planter sowed 


in the minds of its readers the seeds of Confidence in its columns. 


Take “Hatche’s Sowing Machine” for instance. A_ picture 
(above) and description of it appears in The Southern Planter 
for February 1842 .. . appeared there “with the utmost assurance 
that it will fully meet the wants and expectations of the com 
munity”. IT DID... in 1842 


Every page of the modern up-and-coming Southern Planter 
of 1953 bears the ear-marks of that same 113-year-old purpose 
as indelibly as ever. That is why its 375,000 Farm readers at the 
rich and prosperous “Top of the South” believe so fervently in 
this lusty old counsellor . . . believe in its advertisers too... 


and BUY because they believe. 


Confidence like that is worth more than mere statistics 
could possibly reveal. The “Planter” has those for you too, 
Available at any of the addresses below. 

But above all it is reader-confidence that makes it impera- 
tive for those who want to reach the well-heeled farmers at the 


“Top of the South” to put THE “PLANTER” IN YOUR PLANS. 


Southern Planter Bldg., Richmond 9, Va. 
155 E. 44th St., New York 17 
333 N. Michigan Ave., Chicago 1 


ASAI 
Serving the Top Farmers at the Top of the South X- y 


THE SOUTHERN PLANFER 


America’s Oldest Farm Paper—Established 1840 


More farm families in this area read The Southern Planter 
than any other farm paper. 


KING PIN in every community 


He’s the local banker—shirt-sleeved spark plug behind every 
community enterprise. He sits with the city fathers— planning, 
directing and counseling on every matter involving civic progress. 
His bank is as essential to community well-being as the power 


tion has been constructed by divid- 
ing the retail sales percentage by the 
income percentage, which has been 
found useful in certain marketing 
problems. 

Another measure of retail concen- 
tration may be obtained by multiply- 
ing the population of each area by 
some average consumption ratio (e.g., 
per capita sales for the U.S.) and 
subtracting such “resident consump- 
tion” from the sales total, to yield 
estimates of the sales to non-residents. 


F. Growth Trends in Sales 
and Population 


Many users of Survey data are in- 
terested in maintaining back series 
for each county and city in order to 
isolate divergent regional trends. One 
difficulty in the use of past Surveys of 
Buying Power for such a purpose is 
that we do not publish past estimates 


company or the water works! 


And beyond his own office, the banker has national contacts with 
some 18,000 other banks through the correspondent banking system, 
which gives multiple value to his influence throughout the entire 


country as well as at home. 


He’s the fellow to reach—and you find the latchstring out in his 
favorite magazine—BANKING, Journal of the American Bankers 


Association. 


12 East 36th Street, New York 16, N.Y. 
105 West Adams Street, Chicago 3, Ill. 


for changes in level resulting from 
the publication of new and more 
accurate information available from 
the Census Bureau. 

Thus, while on the whole, valid 
indications of trend movement will 
emerge from comparisons of esti- 
mates in the 1953 Survey with past 
Surveys, there will be occasional dis- 
crepancies due to revision of levels. 
For those interested in long term 
trends by counties, Market Statistics, 
Inc., has developed sets of IBM cards 
with comparable data on popu- 
lation and sales in 1939, 1940, 1948, 
1949, 1950, 1951 and 1952, for all 
counties. Indices have been cal- 
culated and compared with the na- 
tional change. 


G. Establishing Quotas for 
Geographic Area 


By far the most popular use of the 
IBM cards containing Survey material 


BANKING 


is, of course, in the establishment of 
sales quotas for counties. However, 
for companies having national dis- 
tribution based on, say, 100 areas, 
the job of regrouping 3,070 counties 
into 100 areas is often a tedious and 
arduous, though routine, clerical] task, 
particularly oti the quota is based 
on more than a single factor in the 
Survey of Buying Power. With the use 
of IBM cards, however, this task can 
be performed within three days. 


H. Industrial Sales Data 


County data for all counties—and 
not just the leading 100—are available 
on IBM cards covering essential in-- 
formation on number of plants, em- 
ployment and value-added from the 
1947 Census of Manufactures, plus 
projections made by SaLes MANaAGE- 
MENT for 1952 (see pages 49-78). 


COPYRIGHT NOTICE 


and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 
quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC. 
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How BIG is 
the household market... 


nationally and locally? 


LIFE is read in 11,880,000 U. S. house Just how big it is—in 


holds. And this household audience grows, 


Of all magazines that carry advertising, selling at retail. 


LIFE has by far the biggest circulation... market after market across the country 


the biggest readership by individuals . . in the course of 13 issues, to 25,640,000 —is shown in tabulations on the follow- 
ing pages. 


These tabulations give LIFE’s house 


and the biggest readership in L. S. house- households. 


holds, As you'll see by the examples that 
follow, the market LIFE reaches with 
a single issue is big enough, all by 
itself, to consume the entire produc- 
tion of most brands, many manufac- 


hold coverage in 696 local market areas 
in the U. S.—market 
82.5% of total U 


household 


LIFE’s vast coverage of the nation’s 
arcas representing 
(Local 


derived from 


most adver 
“A Study of the 
Audience of 


household units—the way 


tisers sell—is revealed in .S. retail sales 


Household 
LIFE” 


Accumulative audiences are 


prepared last yearby Alfred Politz the Politz Study mentioned above.) 


turers, many entire industries. 


Research, Inc. 


This study shows that a single issue of 


Such a vast national market is, natu- 


rally, big locally—an important factor in 


Now... 
for the facts and figures —=—> 


In the packaged food field: 


If this year, the largest manufacturer of ready-to-eat 
cereals were to sell one package a week (of any of his 
brands) to all the households reached by a single issue 
of LIFE, he would beat his 1952 sales record by more 
than 150 million packages. 


For example, in toiletries: 


If this year, the manufacturers of brushless shaving 
cream sold just one 59¢ container every third month to 
the men in each of the households reached by a single 
issue of LIFE, sales to this group alone would far ex- 
ceed the total 1951 sales of all brands combined. 


In the frozen food field: 


If this year, the makers of frozen orange juice were 
to sell just two cans each week to the households 
reached by a single issue of LIFE, sales to this group 
alone would be considerably more than double the 
total 1951 production of the entire industry. 
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If, this year, one family-sized package of shampoo 
were bought each month by each of the 11,880,000 
households reached by a single issue of LIFE—sales 


For example, in shampoo: 


to this group alone would be far greater than the 
total 1951 sales of all shampoo brands combined. 


In the entire food field: 

If this year, the 20 leading grocery chains in America 
(comprising 13,712 stores) supplied the yearly food re- 
quirements of only the 11,880,000 households reached 
by a single issue of LIFE, their sales would be double 
those of 1951. 


For example, in men’s wear: 


If, this year, the makers of men’s and boys’ overcoats 
and topcoats sold a new coat to each of the males 
reached by a single issue of LIFE, sales to this group 
alone would almost double the total 1951 U.S. pro- 


duction of overcoats and topcoats combined. 


First in circulation 


For example, in cigarettes: 


If this year, one carton of cigarettes were to be bought 
each week in the households reached by a single issue 
of LIFE, sales to this group alone would exceed the 
1952 tax-paid production of the leading brand by 
nearly 20 billion cigarettes. 
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For example, in hats: 


If, this year, the manufacturers of men’s and boys’ 
hats and caps were to sell only $10 worth of headwear 
to each male reached by a single issue of LIFE, sales 
would exceed the estimated 1951 hat and cap sales of 
all men’s specialty stores by more than $38,000,000. 


First in household audience 
First in advertising revenue 


The BIG LIFE household market 


In the home furnishings field: 


If, this year, just one new mattress were sold to each 
of the 11,880,000 households reached by a single issue 
of LIFE, sales to this group alone would exceed by 
far the total 1952 production of the entire mattress 
industry. 


In the jewelry field: 


If, this year, the manufacturers of sterling silver flat- 
ware were to sell just one place setting to only half 
of the households reached by a single issue of LIFE— 
sales to this group alone would be nearly 1% times 
the total 1951 sales of the entire industry. 


In the automotive field: 


If, this year, the maker of the largest-selling U. S. 
automobile sold a new car to just one out of every 
eight households reached by a single issue of LIFE, 
his sales for 1953 would set a new record for sales in 
any one year. 


In one department store item: 


If, this year, the makers of bathroom scales sold one 
6.95 unit to just one out of every six households 
reached by a single issue of LIFE, sales to this group 
alone would exceed the total 1951 bathroom scale 
sales of all manufacturers combined. 


...In terms of products and industries 


In electrical appliances: 


If, this year, a new refrigerator were sold to just one 
out of every three households reached by a single 
issue of LIFE, sales to this group alone would far ex- 
ceed the total 1952 production of all refrigerator 
manufacturers combined. 


In the entire department store field: 


If, this year, the 10 leading department store chains 
or affiliations, 1881 stores altogether, sold just $325 
in goods to each household reached by a single issue 
of LIFE, these stores would move more goods to this 
group alone than their total 1951 sales. 


First in circulation 


od y .’ 


In the furniture field: 


If, this year, manufacturers of upnolstered furniture 
were to sell just one unit (either a chair, suite or dual- 
use piece) to each of the households reached by a 
single issue of LIFE, total unit sales would top those 
of the entire industry in 1951. 


Because LIFE’s 

Household Market is 

BIG Nationally ... 

it is BIG Locally. 

See the Following Pages for 
LIFE’s Household Coverage 
by States and Local 

Market Areas... 


First in household audience 


First in advertising revenue 


Only LIFE has this local impact... 


Estimated LIFE Household Audience 


Single Issue 13-Issue Cumulative 

%o Coverage Mumber of % Coverage Number of 
of All Households of All Households 
Households Reached Reached 


42.22, 1,139,760 
46.6% 


Households 
75.4%, 2,034,360 


81.4% 


NEW ENGLAND REGION 


CONNECTICUT 
Market 

Bridgeport ; 72,420 
Hartford-New Britain 79,240 
Middletown 9,130 
New Haven-Waterbury 71,050 
New London 17,190 
Torrington 12,740 
Willimantic-Windham 8,120 


274,000 478,630 
127,910 
136,170 
15,730 
124,850 
30,660 
21,990 
14,410 
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92,020 171,250 
Market 
Augusta-Waterville 
Bangor 

Bath 
Biddeford-Sanford 
Lewiston 

Portland 


8,410 
11,780 
2,020 
9,000 
9,180 
20,250 


15,950 
21,820 

3,540 
15,900 
17,220 
37,410 


MASSACHUSETTS........ 
Market 

Barnstable 

Boston 

Brockton 

Fall River-New Bedford 
Greenfield 

Pittsfield 
Springfield-Holyoke 
Worcester 


581,280 76.6% 1,032,710 
7,310 
358,980 
23,020 
39,280 
6,890 
17,600 
60,930 
65,670 


= 
= 


13,530 
638,960 
41,320 
73,410 
12,030 
30,730 
103,910 
115,990 


axrnao 


POR he x 
m Oto + Sto 


“o-)-+) 


== 


NEW HAMPSHIRE 
Market 

Berlin 
Claremont 
Concord 
Dover-Rochester 
Keene 

Laconia 
Manchester 
Portsmouth 


61,450 111,200 
3,430 
3,100 
7,390 
5,730 
4,370 
3,500 

18,010 
7,900 


6,510 
5,840 
12,970 
10,230 
7,530 
6,380 
33,380 
14,180 


RHODE ISLAND 

Market 

Newport 

Providence 
Westerly-Kensington 


88,900 162,760 
7,050 
76,350 
5,500 


11,350 
142,080 
9,330 


Ch +65 ebeebene's 
Market 

Barre 

Brattleboro 

Burlington 

Rutland 


42,110 


72.7 % 77,810 


4,920 
3,760 
7,170 
5,490 


MIDDLE ATLANTIC REGION 38.1°/, 3,390,240 72.5°%, 6,445,640 


gk, er 38.5% 545,280 72.9% 1,033,730 
Market 

Atlantic City 39.6 
Bridgeton- Millville $2.2 
Long Branch-Asbury Park 39.2 


Trenton 50.6 


16,440 

8,540 
25,890 
30,940 


35,360 
17,890 
51,620 
56,170 


NEW YORK 
Market 


Albany-Schenectady-Troy 46.1 


Amsterdam 
Auburn 

Batavia 
Binghamton 
Buffalo-Niagara Falls 
Caledonia 
Corning-Hornell 
Cortland 

Elmira 

Geneva 

Glens Falls 


Gloversville-Johnstown 


Hudson 
Ithaca 
Jamestown 
Kingston 
Newark 
Newburgh 
New York- 

N.E. New Jersey 
Ogdensburg- Massena 
Olean 
Oneida 
Oneonta 
Oswego-Fulton 
Plattsburg 
Poughkeepsie 
Rochester 
Saratoga Springs 
Syracuse 
Utica-Rome 
Watertown 


PENNSYLVANIA 

Market 

Allentown-Bethlehem 

Altoona 

Berwick-Bloomsburg 

Bradford 

Butler 

Chambersburg- 
Waynesboro 

DuBois 

Erie 

Harrisburg 

Indiana 

Johnstown 

Lancaster 

Lebanon 

Lewiston 

Lock Haven 

Meadville 

Oil City 

Philadelphia 

Pittsburgh 

Pottsville-Shenandoah 

Reading 

Scranton 

Shamokin-Sunbury 

State College 


Uniontown-Connellsville 


Warren 
Wilkes-Barre-Hazelton 
Williamsport 

York 


Estimated LIFE Household Audience 


Single Issue 13-Issue Cumulative 


% Coverage Number of % Coverage Number of 


of All Households of All 
Households Reached Households 


Households 
Reached 


40.5% 1,806,350 75.8% 3,385,860 
73,340 
8,060 
8,110 
6,160 
21,710 
118,440 
4,550 
10,070 
4,470 
11,360 
8,320 
5,350 
6,630 
4,580 
8,960 
16,640 
9,720 
6,760 
17,810 


132,650 
14,310 
15,100 
11,080 
41,580 

232,120 

8,000 
18,490 

8,730 
21,090 
14,180 
11,130 
11,900 

8,490 
14,420 
30,970 
19,600. 
12,310 
35,020 
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1,556,460 
8,700 
8,840 
5,410 
6,300 
7,700 
4,800 
16,400 
72,050 

7,580 
46,350 
33,690 
10,840 


2,918,360 
17,410 
16,780 
10,100 
11,710 
14,360 

9,330 
30,640 
125,250 
14,200 
84,930 
61,410 
20,190 


34.5% 1,038,610 67.3% 2,026,050 
39.5 49,980 73.7 
30.5 12,490 61.0 
30.6 4,900 58.8 
36.8 6,330 68.0 
30.4 8,320 61.1 


93,130 
24,940 

9,400 
11,700 
16,740 


_ 


34.4 7,490 
25.1 6,070 
40.6 25,870 
40.3 34,790 
26.3 5,600 
27.6 21,700 
39.5 26,540 
37.3 8,760 
30.4 3,860 
29.2 3,070 
33.1 7,780 
31.2 5,810 
36.8 387,130 
33.6 222,790 
25.9 14,710 
41.8 31,620 
27.0 20,000 
29.1 9,960 
41.5 6,890 
27.6 14,520 
40.2 4,900 
27. 29,780 
35.3 10,850 
41.2 24,990 


14,200 
13,060 
48,630 
63,030 
11,790 
45,200 
50,030 
16,680 
7,550 
6,060 
15,430 
11,180 
747,770 
449,140 
30,200 
56,190 
42,980 
19,850 
11,750 
30,160 
9,710 
63,990 
20,350 
43,360 
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in households across the Nation! 


Estimated LIFE Household Audience Estimated LIFE Household Audience 


Single Issue 13-issue Cumulative Single Issue 13-Issue Cumulative 

% Coverage Number of % Coverage Number of % Coverage Number of % Coverage Number of 

of All Households of All Households of All Households of All Households 
Households Reached Households Reached Households Reached Households Reached 


EAST NORTH CENTRAL REGION MICHIGAN ; 62.0% 1,079,880 
27. a Market 
a Tan ae Adrian ; 60.0 10,920 
ILLINOIS 25.8% 649,450 57.2% 1,437,970 Alpena ; 53.2 3.140 
Market Ann Arbor . 78.1 26,310 
Bloomington 30. 6,840 62.2 13,880 Battle Creek : 64.5 21,740 
Cairo : 1,020 39.7 2,420 Bay City ; 56.9 13,650 
Canton 20. 2,800 44.5 6,100 Benton Harbor-Niles 27. 59.1 19,850 
Carbondale : 1,900 42.1 4,760 Cadillac y 50.9 2,750 
Centralia F 3,410 465.2 8,590 Detroit 3 ‘ 70.3 539,560 
Champaign-Urbana 38. 9,990 70.9 18,570 Escanaba 23. : 50.3 4,580 
Chicago 28. 438,500 61.9 968,140 Flint 26. 59.7 45,080 
Danville 24. 6,310 53.4 13,830 Grand Rapids 35. 70.0 58,210 
Decatur 26.: 7,860 58.7 17,540 Holland 58.7 12,100 
DeKalb 3,340 63.7 7,390 Ironwood 3 51.3 4,050 
Dixon 2,370 565.1 5,070 Jackson 3 64.1 19,170 
Freeport 3,400 58.9 7,360 Kalamazoo ‘ 66.9 23,900 
Galesburg 4,616 59.7 9,850 Lansing ; 72.3 34,770 
Harrisburg 1,570 38.3 3,980 Marquette 24. é 51.2 6,600 
Jacksonville 2,750 62.1 5,840 Menominee ‘ 42.2 2,910 
Kankakee 4,490 62.2 10,880 Midland 25. : 50.7 4,770 
Kewanee 2,960 50.9 7,180 Monroe 2. 50.0 10,140 
Lincoln 1,850 53.1 4,140 Mount Pleasant A 49.5 3,660 
Macomb 2,220 56.7 4,880 Muskegon : 58.2 19,850 
Marion 2,100 34.2 5,260 Owosso ; 51.6. 6,760 
Mattoon 2,920 53.9 6,740 Port Huron 24. 57.6 14,850 
Monmouth 1,790 58.5 3,800 Saginaw ‘ 56.8 23,750 
Mount Vernon 1,770 39.6 4,400 Sault Ste. Marie “ 58.5 4,560 
Ottawa-La Salle-Streator 9,440 55.2 21,980 Traverse City 70.7 5,160 
Peoria 18,380 655.5 40,000 
Quincy 4,740 53.2 10,330 
Rockford 13,310 62.1 27,710 29.2% 658,640 60.4% 1,360,570 
Springfield 10,970 658.9 23,370 Market 
Sterling 3,440 652.3 7,580 Akron 33.1 38,480 66.2 76,910 
West Frankfort 2,050 33.1 5,160 Ashland 29.4 2,910 59.4 5,880 
Ashtabula-Conneaut 27.0 6,180 656.1 12,840 
Athens 23.9 2,820 48.8 5,760 
INDIANA . 280,500 54.3% 617,160 Bellefontaine 25.3 2,400 56.6 5,380 
Market Bowling Green 26.4 4,300 51.8 8,450 
6,930 : 15,730 Bucyrus 29.2 3,420 59.3 6,940 
1,650 : 4,090 Cambridge 21.5 2,360 46.2 4,970 
3,400 53. 6,680 Canton $2.1 25,300 64.7 50,950 
2150 45. 4,820 Chillicothe 23.3 3,360 49.4 7,110 
1,830 57. 3,760 Cincinnati 27.6 74,420 658.5 157,520 
2,510 5,080 Cleveland 33.0 137,280 67.6 281,070 
7,230 15,520 Columbus 34.3 48,570 68.2 96,520 
12,470 26,670 Coshocton 23.7 2,200 49.8 4,630 
15,880 34,000 Dayton 35.4 45,100 68.6 87,360 
2,120 4,720 Defiance 24.5 1,840 55.3 4,150 
2,270 4,910 Delaware 25.3 2,100 62.8 4,380 
49,720 107,630 East Liverpool-Salem 23.6 6,660 52.6 14,820 
3,710 8,420 Findlay-Tiffin-Fostoria 29.6 8,450 56.4 16,060 
6,910 13,210 Fremont 28.6 3,830 58.3 7,810 
2.980 6,570 Hamilton-Middletown 30.3 12,110 61.9 24,770 
4,310 9,280 Kent 26.4 4,480 62.2 8,880 
5,660 12,300 Lancaster 23.1 3,490 47.7 7,210 
6,720 14,140 ‘ . 
2'790 6,260 A market is defined as a county or a group of 
2,080 4,330 counties containing a city of more than 10,000 
“os eo population (listed by the largest city or cities). 
20,530 40,420 
Terre Haute 7,910 17,870 
Valparaiso 2,420 5,380 
Vincennes 22: 2,910 6,790 
Wabash 23.8 2,050 4,450 
Washington ). 1,220 3,130 
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5.8 
1.2 
7.9 
5.1 
9.3 
5.7 
1.0 
3.7 
5.8 
3.6 
3.4 
7.5 
5.9 
3.7 
5.5 
4.4 
9.8 
7.6 
3.7 
3.1 
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Anderson 
Bedford 
Bloomington 
Columbus 
Connersville 
Crawfordsville 
Elkhart 
Evansville 
Fort Wayne 
Frankfort 
Huntington 
Indianapolis 
Kokomo 
Lafayette 
Logansport 
Marion 
Michigan City 
Muncie 
New Castle 
Peru 
Richmond 
Shelbyville 
South Bend 
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Only LIFE has this local impact... 


Estimated LIFE Household Audience Estimated LIFE Household Audience 
Single Issue 13-Issue Cumulative Single Issue 13-Issue Cumulative 
% Coverage Number of % Coverage Number of J Coverage Number of % Coverage Number of 
of All Households of All Households of All Households of All Households 
Households Reached Households Reached Households Reached Households Reached 
Lima 30.4 7,700 63.2 16,000 Newton 17.4 1,650 44.8 4,260 
Lorain-Elyria 28.3 11,440 58.6 23,690 Oskaloosa 18.4 1,420 47.5 3,660 
Mansfield 31.9 8,190 63.5 16,320 Ottumwa 18.7 2,660 46.6 6,620 
Marietta 22.3 2,850 46.0 5,890 Sioux City 30.8 9,390 68.1 20,770 
Marion 28.4 4,170 61.0 8,960 Waterloo af 7,820 62.1 17,640 
Mount Vernon 26.7 2,720 656.2 5,730 
Newark 24.4 5,120 61.1 10,740 
New Philadelphia 24.9 5,060 61.4 10,440 KANSAS . 145,690 55.4% 316,530 
Piequa-Troy 30.7 5,590 69.5 10,820 Market 
Portsmouth 18.9 4,350 44.3 10,190 Arkansas City-W:in ‘eld 
Sandusky 34.8 5,330 665.7 10,050 Atchison 
Sidney 26.1 2,090 54.3 4,340 Chanute 
Springfield 32.6 10,430 63.7 20,390 Coffeyville-Independence 
Toledo 34.8 39,5380 71.0 80,530 Dodge City 
Van Wert 22.3 1,830 50.9 4,170 El Dorado 
Washington Court House 22.9 1,490 53.5 3,480 Emporia 
Wooster 28.1 4,410 60.5 9,500 Garden City 
Youngstown 25.9 36,750 657.1 81,110 Great Bend 
Zanesville 23.1 4,960 651.1 10,980 Hutchinson 
Junction City 
Lawrence 
WISCONSIN 245,960 57.9% 545,540 Leaven worth 
Market Manhattan 2,620 66. 5,240 
Appleton 8. 6,030 62.é 13,330 Newton 1,820 60. 3,850 
Ashland 23. 1,240 6565.4 2,990 Ottawa 20.6 1,280 i 3,070 
Beloit-Janesville 30. 7,950 63.7 16,880 Parsons 9. 1,790 }. 4,240 
Eau Claire- Pittsburg 20. 2,640 it: 6,210 
Chippewa Falls " 6,590 57.7 14,890 Salina 36. 3,700 9.6 8,120 
Fond du lac ; 5,280 62.7 11,530 Topeka 31.$ 10,180 63.6 20,280 
Green Bay 4 7,410 63.8 16,260 Wichita 30. 20,640 64. 43,310 
Kenosha ’ 5,450 56.7 12,130 
La Crosse ; 5,430 63.4 11,730 
Madison . 16,050 70.7 31,690 MINNESOTA 478,910 
Manitowoc 26.: 4,790 56.7 10,380 Market 
Marinette 21.! 2,090 49.2 4,770 Albert Lea 
Milwaukee 28.5 68,730 63.2 153,180 Austin 
Oshkosh 30. 7,680 62.4 15,840 Brainerd ‘ 
Racine 32.5 9,820 66.1 20,160 Duluth-Superior, Wis. 26. 19,100 
Sheboygan 30. 6,920 61.0 14,030 Faribault 24. 2,110 
Stevens Point 21. 1,920 49.4 4,400 Fergus Falls ; 2,350 
Watertown-Beaver Dam 2! 6,650 53.6 14,950 Mankato 31.§ 3,350 
Waukesha 25.£ 5,860 53.4 12,280 Minneapolis-St. Paul 29. 92,840 
Wausau 24.: 5,010 55.1 11,410 Moorhead 26. 2,030 
Wisconsin Rapids- Owatonna 25. 1,490 
Marshfield 25.¢ 3,380 57.8 7,690 Red Wing : 2,220 
Rochester 36.5 4,640 
St. Cloud 2.3 5,000 
WEST NORTH CENTRAL REGION Winona 25. 2,780 


23.497, 945,150 54.2°7, 2,188,880 


22.2% 168,470 53.8% 409,090 MISSOURI . 236,380 554,900 

Market Market 
Ames 28.8 3,430 58.7 6,990 Cape Girardeau . 2,120 é 5,150 
Boone 18.5 1,530 44.8 3,670 Columbia . 3,740 7,300 
Burlington 25.5 3,220 57.1 7,200 Fulton . 900 ‘ 2,010 
Cedar Rapids 28.0 8,750 64.0 19,960 Hannibal }. 2,050 4,940 
Charles City 21.5 1,330 49.4 3,060 Jefferson City 2,060 a 4,090 
Clinton 25.0 3,600 59.2 8,530 Joplin 6,890 af 15,160 
Davenport- Kansas City 67,320 61. 154,490 
Rock Island, Ill. 26.6 17,870 59.3 39,820 Kirksville 1,190 5. 2,780 
Des Moines 24.6 16,820 61.6 42,090 Mexico 1,340 3,240 
Dubuque 27.6 4,960 65.4 11,780 Moberly 1,190 2,860 
Fort Dodge 24.5 3,110 60.3 7,660 Poplar Bluff 1,220 5 3,320 
Iowa City 33.4 3,880 65.7 7,620 St. Joseph 6,320 14,120 
Keokuk-Fort Madison 21.7 2,710 49.8 6,220 St. Louis 104,950 51. 245,980 
Marshalltown 24.5 2.570 60.0 6,300 Sedalia 1,770 4,340 
Mason City 26.6 3,560 64.6 8,660 Siheston 2,370 6,220 
Muscatine 25.1 2,430 62.2 6,030 Springfield 6,920 15,790 


2,810 
1,460 
1,390 
3,450 
2,340 
2,240 
2,220 
1,550 
2,970 


6,180 
3,120 
3,160 
7,680 
5,160 
4,990 
4,910 
3,670 
6,370 
5,160 11,120 
1,830 3,490 
3,170 65. 5,970 
2,980 of 5,490 
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5,520 
6,780 
4,850 
41,680 
4,770 
5,910 
7,840 
210,130 
5,090 
3,580 
5,300 
9,430 
12,860 
6,320 
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in households across the 


Estimated LIFE Household Audience 


Single Issue 13-Issue Cumulative 

% Coverage Number of % Coverage Number of 
of All Households of All Household 
Households Reached Households Reached 


Nation! 


Estimated LIFE Household Audience 


Single Issue 13-Issue Cumulative 

% Coverage Number of % Coverage Number of 

of All Households of All Households 
Households Reached Households Reached 


NEBRASKA 
Market 
Beatrice 
Fremont 
Grand Island 
Hastings 
Kearney 
Lincoln 
Norfolk 
North Platte 
Omaha- 
Council Bluffs, Ia. 
Scottsbluff 


NORTH DAKOTA 
Market 

Bismarck 

Fargo 

Grand Forks 
Jamestown 
Minot 


SOUTH DAKOTA 
Market 
Aberdeen 
Huron 
Mitchell 
Rapid City 
Sioux Falls 
Watertown 


SOUTH ATLANTIC REGION 


a ‘ 
Market 
Wilmington 


DISTRICT OF COLUMBIA... 
Market 
Washington 


FLORIDA 

Market 

Daytona Beach 
Fort Lauderdale 
Fort Myers 

Fort Pierce 
Gainesville 
Jacksonville 

Key West 
Lakeland 

Miami 

Ocala 

Orlando 

Panama City 
Pensacola 

St. Augustine 
Sanford 
Sarasota-Bradenton 
Tallahassee 
Tampa-St. Petersburg 
West Palm Beach 


25.0% 


26.5% 101,810 


24.1 
29.6 
30.1 
30.1 
27.8 
35.6 
29.9 
25.9 


1,980 
2,370 
2,830 
2,410 
2,060 
12,510 
2,030 
2,100 


28.2 


31.2 


29,010 
2,930 


27.5% 43,410 


3,040 


25.3% 45,000 
32.6 
28.0 
34.3 
30.7 
34.0 
30.2 


2,930 
1,650 
1,610 
2,980 
6,860 
1,600 


22.8°%, 1,293,000 


35.2% 32,520 


34.9 26,820 


43.9% 100,790 


36.4 151,090 


210,350 


6,440 
9,610 
2,370 
1,080 
3,910 
21,530 
2,010 
7,920 
51,190 
2,190 
9,940 
2,570 
6,830 
1,790 
1,420 
6,760 
3,080 
32,529 


12,560 


58.9% 


52.7 
69.5 
66.1 
67.9 
62.8 
68.7 


ne 
72. 


62.3 


6 
9 


oi i ie lor] 
Oo = ON ON 
Nowe & DH 


226,180 


4,320 
5,560 
6,210 
5,430 


13,370 
8,050 
3,800 
7,030 


102,950 


7,070 
3,850 
4,000 
6,920 
14,840 
3,960 


3,050,390 
73,760 


57,290 


221,940 


322,170 


486,010 


14,150 
20,340 
4,940 
3,290 
8,620 
53,510 
3,940 
18,400 
116,310 
5,720 
22,720 
5,920 
15,790 
3,950 
3,600 
13,570 
7,060 
75,900 
27,490 


GEORGIA 
Market 
Albany 
Americus 
Athens 
Atlanta 
Augusta 
Brunswick 
Columbus 
Dalton 
Dublin 
Gainesville 
Griffin 
LaGrange 
Macon 
Moultrie 
Rome 
Savannah 
Thomasville 
Valdosta 
Waycross 


MARYLAND 
Market 
Baltimore 
Cambridge 
Cumberland 
Frederick 
Hagerstown 
Salisbury 


NORTH CAROLINA 
Market 
Albemarle 
Asheville 
Burlington 
Charlotte 
Concord 
Durham 
Elizabeth City 
Fayetteville 
Gastonia 
Goldsboro 
Greensboro-High Point 
Greenville 
Henderson 
Hickory 

Kinston 
Lexington-Thomasville 
Monroe 

New Bern 
Raleigh 
Reidsville 


18.0% 164,010 


21.1 
15.5 


2.550 
1,020 
2,710 
54,720 
8,940 
2,140 
8,280 
1,500 
1,080 
1,990 
1,540 
2,420 
7,780 
1,340 
3,360 
9,420 
1,560 
2,020 
1,610 


175,220 


106,450 
1,820 
6,630 
4,710 
6,690 
3,480 
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19.7% 200,360 
2,090 
8,440 
4,600 
16,620 
4,150 
7,270 
1,550 
5,180 
5,810 
2,910 
14,840 
2,780 
1,530 
3,660 
2,260 
2,790 
1,730 
2,970 
9,800 
2,960 
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429,020 


7,150 
2,860 
6,660 
136,220 
21,920 
4,820 
21,390 
4,150 
3,130 
6,010 
4,220 
6,920 
19,710 
3,780 
8,750 
24,150 
4,010 
4,870 
4,350 


407,160 


252,480 
4,220 
15,440 
10,720 
14,370 
8,650 


481,500 


4,760 
19,330 
10,370 
38,290 

9,600 
17,690 

3,750 
11,980 
13,630 

7,530 
35,490 

7,170 

3,910 

8,370 

5,660 

7,100 

4,540 

6,240 
22,340 

7,020 


A market is defined as a county or a group of 
counties containing a city of more than 10,000 
population (listed by the largest city or cities). 


Only LIFE has this local impact... 


Estimated LIFE Household Audience 
13-Issue Cumulative 


Single Issue 


% Coverage Number of % Coverage Number of 


of All 


Households 


Rocky Mount 
Salisbury 
Sanford 

Shelby 
Statesville 
Wilmington 
Wilson 
Winston-Salem 


SOUTH CAROLINA 
Market 


Anderson 
Charleston 
Columbia 
Florence 
Greenville 
Greenwood 
Orangeburg 
Rock Hill 
Spartanburg 
Sumter 


VIRGINIA 

Market 
Charlottesville 
Danville 
Fredericksburg 
Harrisonburg 
Lynchburg 
Martinsville 
Newport News 
Norfolk-Portsmouth 
Petersburg 
Richmond 

Roanoke 
Staunton-Waynesboro 
Suffolk 

Winchester 


24.4%y 


no GS 0 


5. 
2. 
1. 
5. 
9. 
Be 
1. 
7. 
9. 


SDS th GC to PS 


WEST VIRGINIA 

Market 

Beckley 

Bluefield 

Charleston 

Clarksburg 

Fairmont 
Huntington-Ashland, Ky. 
Martinsburg 
Morgantown 
Parkersburg 
Wheeling-Steubenville, O. ; 


9.1% 


EAST SOUTH CENTRAL REGION 
15.6% 


ALABAMA 15.0% 
Market 

Anniston 
Auburn-Opelika 
Birmingham 
Dothan 
Decatur 
Florence 
Gadsden 
Huntsville 


16.0 


Households 


Reached 


4,780 
3,930 
1,230 
2,910 
2,900 
4,610 
2,460 
9,250 


96,790 


4,310 
10,350 
10,520 

3,630 
11,590 

2,440 

2,520 

3,560 

8,310 

2,260 


211,450 


4,890 
5,760 
2,010 
3,110 
6,200 
2,600 
6,830 
32,350 
4,010 
29,910 
11,750 
4,480 
2,020 
2,540 


101,510 


4,040 
4,400 
19,800 
5,880 
4,550 
14,180 
1,910 
3,960 
4,190 


22,230 


476,990 
120,870 


3,380 
2,080 
31,050 
2,100 
2,280 
2,070 
4,020 
2,710 


of All 


Households 


47.5 
45.4 
50.5 
43.9 
45.4 
60.1 
49.5 
52.2 


44.7% 


43.8% 
53.5 
67.0 
50.1 
58.9 
53.4 
39.3 
50.3 
50.5 
42.4 


55.4% 


41.4% 
38.9% 


41.2 
43.1 


Households 


Reached 


12,390 
9,400 
2,930 
6,980 
6,810 

10,820 
6,490 

21,260 


235,670 


10,610 
23,540 
24,250 
9,570 
27,220 
6,030 
6,360 
8,750 
20,100 
5,730 


480,040 


10,260 
13,870 
5,000 
7,450 
14,470 
6,300 
16,300 
72,760 
9,030 
68,940 
26,860 
9,830 
5,170 
6,190 


235,290 


9,950 
9,970 
45,740 
13,240 
9,740 
33,710 
4,130 
8,480 
9,710 
51,940 


1,270,140 


313,900 


8,690 
4,700 
80,490 
5,680 
6,230 
5,740 
10,620 
7,400 


Estimated LIFE Household Audience 


Single Issue 
% Coverage Number of % Coverage Number of 


of All 


Households 


Mobile 
Montgomery 
Selma 
Sheffield 
Talladega 
Tuscaloosa 


20.1 
23.7 
16.3 
15.4 
14.2 
18.4 


KENTUCKY 
Market 

Bowling Green 
Frankfort 
Henderson 
Hopkinsville 
Lexington 
Louisville 
Madisonville 
Middlesborough 
Owensboro 
Paducah 
Richmond 


MISSISSIPPI 
Market 
Biloxi-Gulfport 
Clarksdale 
Columbus 
Greenville 
Greenwood 
Hattiesburg 
Jackson 
Laurel 
McComb 
Meridian 
Natchez 
Pascagoula 
Tupelo 
Vicksburg 


TENNESSEE 
Market 

Bristol 
Chattanooga 
Cleveland 
Clarksville 
Columbia 
Dyersburg 
Elizabethton 
Jackson 
Johnson City 
Knoxville 
Memphis 
Morristown 
Murfreesboro 
Nashville 


17.5% 


23.4 
23.2 
15.5 
14.4 
15.0 
15.8 
15.6 


WEST SOUTH CENTRAL REGION 


ARKANSAS 
Market 
Blytheville 
Camden 

El Dorado 
Fayetteville 
Fort Smith 


Households 
Reached 


12,770 
9,150 
2,400 
1,630 
2,220 


4,150 


124,520 


2,150 
1,570 
1,630 
1,890 
8,590 
37,160 
1,600 
1,490 
3,340 
2,900 
1,390 


75,360 


5,060 
1,860 
1,440 
2,900 
2,160 
2,650 
8,910 
2,470 
1,440 
3,180 
1,710 
1,340 
1,620 
2,150 


156,240 


8,980 
16,360 
1,330 
1,560 
1,740 
1,530 
1,670 
3,130 
3,630 
20,030 
30,980 
1,180 
1,750 
23,430 


1,400 
2,780 
3,230 
5,090 


13-Issue Cumulative 


of All 
Households 


49.2 
55.2 
40.9 
40.7 
37.8 
43.1 


Households 
Reached 


$1,280 
21,320 
6,010 
4,310 
5,900 
9,730 


41.7% 333,080 
47.6 
51.1 
45.6 
45.9 
74.7 
57.5 
40.5 
41.5 
54.1 
51.9 
40.6 


5,850 
3,880 
4,150 
5,000 
20,910 
97,730 
4,660 
4,610 
8,650 
7,990 
3,450 


35.7% 203,080 
52.1 
39.1 
39.5 
41.7 
45.7 
55.0 
57.1 
42.9 
41.2 
44.4 
49.0 
38.7 
41.5 
43.9 


11,260 


5,400 


47.0% 420,080 
21,950 
40,770 

3,680 
4,490 
4,820 
4,550 
4,280 
8,530 
9,100 
51,980 
87,280 
3,370 
4,610 
60,030 


54.7% 2,299,470 


38.9% 209,070 
40.8 
39.1 
48.2 
53.2 
63.7 


8,700 
3,640 
7,130 
7,820 
2,730 


in households across the Nation! 


Estimated LIFE Household Audience 


Single Issue 


13-Issue Cumulative 


% Coverage Number of % Coverage Number of 


of All 
Households 


Households 
Reached 


Helena 

Hot Springs 
Jonesboro 
Little Rock 
Pine Bluff 


1,580 
3,260 
1,930 
13,490 
3,090 


— rho tO 
-— me DO 
@ bho th ~1 fe 


LOUISIANA 
Market 
Alexandria 
Bastrop 
Baton Rouge 
Bogalusa 
Bossier City 
Crowley 
Houma 
Lafayette 
Lake Charles 
Monroe 

New Iberia 
New Orleans 
Opelousas 
Ruston 
Shreveport 


17.6% 131,070 
18.2 
13.7 
26.2 
13.7 
12.5 
14.8 
16.0 
18.8 
23.7 
22.3 
18.8 
21.6 
12.1 
15.9 
24.7 


4,500 
1,180 
11,600 
1,450 
1,320 
1,880 
1,630 
2,880 
6,070 
4,890 
2,050 
43,630 
2,310 
1,050 
12,700 


OKLAHOMA 
Market 

Ada 
Ardmore 
Bartlesville 
Chickasha 
Duncan 
Durant 

El] Reno 
Enid 
Guthrie 
Lawton 
McAlester 
Miami 
Muskogee 
Norman 2,960 
Oklahoma City 5. 26,550 
Okmulgee : 2,270 
Ponca City 3,480 
Sapulpa 2,090 
Seminole 1,980 
Shawnee 2,450 
Stillwater 3,050 
23,410 


136,700 


1,830 
2,370 
2,910 
1,940 
2,110 
1,310 
1,520 
4,400 
1,250 
3,990 
2,030 
1,730 
3,580 


24.6% 553,040 
Market 

Abilene 

Alice 

Amarillo 

Austin 

Beaumont-Port Arthur 
Big Spring 

Borger 
Brownsville-Harlingen 
Brownwood 

Bryan 

Cleburne 

Corpus Christi 
Corsicana 

Dallas 

Del Rio 


27.9 5,310 
1,720 
9,090 

14,230 

16,850 
2,110 
2,550 
6,780 
1,920 
2,990 
1,780 
12,250 
2,360 

63,780 
1,000 


en oo 


oo bo 


th = BS Po PS OY 0S 
Inorns 


wowwon> 
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to 
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of All 
Households 


Households 
Reached 


35.7 
52.9 
40.7 
57.2 
37.5 


4,600 
7,930 
5,530 
33,220 
8,100 


44.8% 332,500 


45.7 
37.1 
61.1 
38.3 
32.2 
38.6 
41.2 
45.4 
55.4 
60.3 
45.4 
53.4 
33.0 
39.1 
62.6 


11,280 
3,190 
27,000 
4,060 
3,410 
4,900 
4,490 
6,940 
14,180 
13,210 
4,950 
107,840 
6,310 
2,580 
32,220 


49.9% 339,210 
52.1 
51.0 
58.2 
45.3 
52.5 
40.6 
48.2 
67.2 
43.8 
58.5 
44.5 
44.3 
44.6 
55.0 
63.0 
41.3 
54.0 
40.2 
45.0 
47.2 
52.8 


68.0 


4,950 
5,870 
6,170 
4,890 
5,560 
3,490 
3,760 
11,020 
3,020 
9,060 
5,260 
4,520 
8,740 
5,830 
65,780 
5,580 
8,600 
5,390 
5,310 
6,370 
7,020 
54,370 


63.2% 1,418,690 


—) 


13,870 
4,620 
24,140 
32,500 
42,200 
5,830 
6,280 
17,580 
4,960 
6,960 
4,800 
30,550 
6,190 
155,800 
2,680 


anor oar 
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Denton 

El Paso 
Forth Worth 
Gainesville 
Galveston 
Greenville 
Houston 
Kingsville 
Lamesa 
Laredo 
Longview 
Lubbock 
Lufkin 
McAllen-Edinburg 
McKinney 
Marshall 
Midland 
Nacogdoches 
New Braunfels 
Odessa 
Orange 
Palestine 
Pampa 

Paris 
Plainview 
San Angelo 
San Antonio 
Sherman-Denison 
Snyder 
Sweetwater 
Temple 
Terrell 
Texarkana 
Tyler 
Vernon 
Victoria 
Waco 
Waxahachie 
Wichita Falls 


MOUNTAIN REGION 


ARIZONA 
Market 
Phoenix 
Tucson 


COLORADO 
Market 

Boulder 
Colorado Springs 
Denver 

Fort Collins 
Grand Junction 
Greeley 

Pueblo 

Trinidad 


Estimated LIFE Household Audience 


Single Issue 


13-Issue Cumulative 


% Coverage Number of % Coverage Number of 


of All 


Households 


23.2 
29.5 
26.9 
20.3 
28.4 
20.0 
31.5 
24.8 
24.2 
23.1 

28.5 
30.6 
17.6 
19.6 
18.4 
18.0 
33.9 
16.4 
23.5 
26.5 
21.4 
3 

31.6 
18.5 
31.4 
28.0 
24.5 
23.4 
11.5 
24.0 
21.8 
17.5 
17.0 
24.5 
23.7 
22.9 
26.3 
19.4 

30.1 


25.8% 


25.9 
30.4 


25.6% 


29.1 
28.0 
28.5 
25.4 
22.7 
23.5 
22.6 


17.4 


Households 
Reached 


2,740 
14,570 
30,040 

1,400 

9,620 

2,680 
77,530 

1,390 

1,280 

3,020 

5,410 

8,870 

1,900 

7,440 

2,370 

2,370 

2,680 

1,430 

1,130 

3,390 

2,440 

1,640 

2,530 

2,460 

2,610 

4,880 
32,800 

5,210 

780 

1,440 

4,200 

1,520 

4,800 

5,400 

1,490 

2,060 
10,220 

2,640 

8,040 


327,760 
47,370 


21,930 
10,990 


88,170 


3,610 
5,730 
42,980 
2,950 
2,290 
3,830 
4,860 
1,060 


of All 


Households 


58.1 
71.3 
73.0 
56.7 
72.0 
52.2 
74.3 
61.8 
70.2 
62.4 
77.3 
81.0 
49.7 
51.3 
46.8 
47.9 
77.1 
46.2 
64.8 
69.9 
53.1 

45.0 
80.4 
49.3 
86.4 
74.8 
63.2 
57.7 
32.2 
67.0 
53.2 
49.1 

45.8 
63.2 
64.4 
64.9 
65.1 

51.2 

73.5 


62.6% 
60.6% 


62.8 
66.2 


62.2%, 


64.3 
63.2 
67.7 
60.7 
56.8 
59.6 
57.3 ° 
45.9 


Households 
Reached 


6,850 
35,230 
81,590 

3,910 
24,410 
6,990 
182,720 
3,460 
3,720 
8,180 
14,690 
23,500 
5,370 
19,440 
6,040 
6,320 
6,090 
4,020 
3,110 
8,950 
6,050 
4,320 
6,430 
6,560 
7,170 
13,010 
84,670 
12,870 
2,190 
4,020 
10,260 
4,270 
12,910 
13,900 
4,060 
5,840 
25,260 
6,960 
19,620 


795,610 
111,980 


53,190 
23,900 


214,000 


7,970 
12,960 
102,260 
7,040 
5,740 
9,710 
12,320 
2,800 


A market is defined as a county or a group of 
counties containing a city of more than 10,000 
population (listed by the largest city or cities). 


Only LIFE has this local impact! 


Estimated LIFE Household Audience Estimated LIFE Household Audience 


Single Issue 13-Issue Cumulative Single Issue 13-Issue Cumulative 

% Coverage Number of % Coverage Number of %o Coverage Number of % Coverage Number of 

of All Households of All Households of All Households of All Households 
Households Reached Households Reached Households Reached Households Reached 


Be dcdriccasecssnce SEC 37,280 63.7% 94,780 Oxnard-Ventura 24.1 6,760 58. 16,330 
Market Redding 25.0 2,530 64. 6,490 
Boise 29.9 5,690 13,430 Riverside 25.0 11,790 59. 27,830 
Coeur d’ Alene 20.1 1,390 51.6 3,560 Sacramento 29.6 21,490 68. 50,100 
Idaho Falls 30.1 2,200 ’ 6,190 San Bernardino 22.0 16,600 53.5 40,690 
Lewiston 30.0 1,860 81.5 5,080 San Diego 28.1 41,690 62. 92,010 
Moscow 28.3 1,470 61. 3,220 San Francisco-Oakland 29.8 185,020 ‘67. 417,090 
Nampa-Caldwell 24.1 3,250 ; 8,380 San Jose 31.3 23,470 68.5 51,160 
Pocatello 29.2 2,920 69. 6,920 San Luis Obispo 27.9 4,040 64. 9,310 
Twin Falls 28.6 3,120 2 7,940 Santa Barbara 34.4 9,250 4 20,770 
Santa Cruz-Watsonville 26.7 5,500 60.! 12,420 
Santa Rosa-Petaluma 28.1 8,160 69.6 20,170 
MONTANA 28.6% 44,110 . 105,170 Stockton 27. 13,950 ‘66. 33,570 
Market Tulare-Visalia 22.0 8,270 56.5 21,230 
Anaconda 24.3 900 ‘ 2,080 
illings 32.6 2( ‘ 56( 
onl 34.6 1940 C410 — 2% 0 enete 8. sare 
Butte 27.2 3,750 65.: 9,010 ae 
Great Falls 33.6 4,630 79.; 10,950 Albany 19.: 2,740 50.: 7,190 
Helena 32.7 2,190 71. 4,810 Astoria 26.: 2,340 58. 5,230 
Missoula 35.7 3,250 77. 7,070 Bend 25. 1,540 67 4,060 
Corvallis 27. 2,160 57.3 4,510 
Eugene 25.: 8,510 58.5 19,650 
Se an 13,510 7 33,040 Klamath Falls 26.6 3,060 66. 7,630 
Mieaeas Medford 24.5 3,980 57. 9,370 
Les Vegas 25.9 3,420 66. 8,820 Pendleton 22.6 2,530 54. 6,060 
Reno 37.3 5,330 90.5 12,920 Portland 25. 50,360 58. 118,250 
‘ . Salem 22. 53.3 17,490 


NEW MEXICO 22.0% 34,250 y 83,140 
Market 
. » 929 Q OF . 915 

Cae 73 bye ) oon Aberdeen-Hoquiam 25.5 3,900 ts oe 9,670 
Clovis 24.9 1,520 
Hobbs 23.8 1,880 
Las Cruces 20.0 1,700 6 4,050 
Roswell 25.6 2,480 63. 6,160 
Santa Fe 23.7 2,440 . 5,790 


WASHINGTON ’ y 384,830 
Market 


4,040 Bellingham 23.1 4,360 57. 10,800 


4.950 Bremerton 
Everett 


4,750 82. 10,760 
6,360 50.5 16,030 
Kennewick 3,450 7 7,900 
Longview 3,200 57.5 8,170 
Olympia 23. 2,990 56.4 7,160 
Pasco 30.i 1,130 80. 2,990 
25.3% 41,790 ’ 102,490 Port Angeles 23.: 1,690 59.: 4,320 
Pullman 34. 2,760 72. 5,890 
‘ sie Seattle 28. 58,020 64. 33,411 
Logan 25.8 2,060 62. 5,010 suse mee OC 33,620 
aa “ % i fe Spokane : 15,040 61.$ 37,520 
Ogden 26.5 5,490 3. 13,230 eel ene a gis ak aie patel pct 
yee page nary Tacoma 4. 16,850 56. 39,270 
Provo 21.7 3,930 5. 10,000 Walla Walla 3°26) 75.0 7.800 
-_ er 907 9 > ° P ‘ re io. i,¢ 
Salt Lake City — 20,460 ’ 48,480 Wenatchee 7 | 3,020 67.2 7/390 
WYOMING.............. 28.8% 21,280 68.9% 51,010 Yakima O32. 8.140 60.0 21,190 
Market 
Casper 32.0 2.820 76.9 6,770 
Cheyenne 31.9 3,610 72.5 8,170 
Laramie 32.3 1,520 71.5 3,360 
Rock Springs 28.2 1,550 68.2 3,750 
Sheridan 28.9 1,560 69.1 3,730 


bo bo BO bo 
co y 


Market 


A market is defined as a county or a group of 
counties containing a city of more than 10,000 


population (listed by the largest city or cities). 
PACIFIC REGION 26.8% 1,072,240 62.9% 2,514,390 


CALIFORNIA...... 27.6% 809,040 64.4% 1,888,090 
Market 

Bakersfield 23.! 13,390 59.5 34,190 
Brawley-F1 Centro 26.8 3,880 2.8 10,550 
Chico 24. 4,570 61. 11,470 
Eureka 25. 4,840 63. 12,000 
Fresno yy # 19,070 66. 16,700 
Los Angeles St: 346,020 670 
Madera 20.5 1,860 840 
Merced 24. 4,140 ,730 
Modesto 27. 8,970 2,770 
Monterey-Salinas 29.; 9,500 100 
Napa 26. 2,900 6,750 


be to 30 & & ts 


Industrial Data Sect 


SALES MANAGEMENT literally made 
marketing history last year when it 
published in the 1952 Survey of Buy- 
ing Power the first compilation of 
data which made possible the rank- 
ing of leading counties in nineteen 
specified industrial categories. Judg- 
ing from the enthusiastic reaction ex- 
pressed in letters to us requesting re- 
prints and additional background in- 
formation, it is clear that these tables 
were recognized as a uniquely useful 
aid to industrial marketing. Here is 
the only published source available 
anywhere in the nation today which 
allows one to isolate the leading coun- 
ties which account for something like 
90 percent of all rubber manufacture, 
or 60 percent of all apparel manufac- 
ture, or 75 percent of the manufacture 
of chemicals, or primary metals, etc. 

Precisely because this information 
had never before been available, has 
it literally revolutionized the tech- 
nique of setting sales quotas for in- 
dustrial products. We know of no 
better way to illustrate this point than 
to cite an actual case, that of one of 
the nation’s largest manufacturers of 
a certain kind of equipment used 
the apparel industry. For years, they 
wrote to us, they had been preparing 
their area quotas by using local di- 
rectories listing the names of apparel 
manufacturers. Here they ran into a 
common problem: that (1) such direc- 
tories are not uniformly available for 
all areas, (2) many company names 
have no real existence, i.e., there is 
no plant operation associated with the 
name, (3) there is no way of evaluat- 
ing the importance of any given name, 
short of an individual research job for 
each listed company. These difficul- 
ties in general have always impeded 
the job of setting systematic 
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sales 


quotas for any areas other than the 
major metropolitan areas (for which 
Census data were available), not only 
in this particular industry, but for all 
other industries. 

When the research department of 
this major supplier of apparel equip- 
ment saw our 1951 estimates of value 
added in apparel manufacture in 200 
leading counties, their first reaction, 
they told us frankly, was one of skep- 
ticism. This vanished completely, 
however, when they transferred the 
SALes MANAGEMENT data on to maps, 
coloring each listed county, and com- 
pared this map with a similar map 
prepared from their sales records. The 
agreement between the two maps was 
close enough to convince them that 
here at last was an objective oppor- 
tunity to test the validity of their sales 
volume in one county as compared 
with another. Here again, they re- 
ported, they found substantial agree- 
ment with their own sales experience, 
but now their interest was centered 
on areas in which divergences ap- 
peared between their sales figures and 
the SM potentials. 

At this point, they contacted the 
SALES MANAGEMENT research depart- 
ment, asking for an opportunity to 
check into our data at first hand. They 
explained in effect that they were 
now convinced that our data offered 
them a chance to revise their sights, 
but that a thorough-going realign- 
ment would disturb so many sleeping 
dogs that they would be called upon 
to defend the new quotas against the 
most critical kind of scrutiny. We 
were naturally delighted, for this was 
precisely the problem we had aptici- 
pated, and described our techniques. 
as we do below, but with more illus- 
trative detail. Sufficient to say, our 


data, both published and unpub- 
lished, now serve as the basis of the 
sales quotas for this leading indus- 
trial supplier. 


How the Data Were Derived 


Those familiar with industrial mar- 
keting data will know that the Census 
Bureau has never released data on 
employment and “value added” by in- 
dustry for all counties, chiefly be- 
cause of the Census Bureau’s neces- 
sary adherence to the “disclosure” 
rule. Being prohibited by law from 
publishing any statistics that disclose 
information reported by individual 
companies, the Census has followed 
the practice of: 

(a) Showing employment for a 
particular industry or locality only 
when three or more companies are 
involved. 

(b) Showing “value added” data for 
any industry or locality only when 
three or more companies are involved, 
and provided also that one or two 
companies do not produce a_ very 
large proportion of the combined out- 
put of these industries. (The insist- 
ence on having at least three com- 
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How Architectural Record 
advertisers benefit from... 


Resin in 1953, F. W. Dodge Corporation, publishers of 
Architectural Record, will spend millions of dollars to 
locate and report building market activity, analyze build- 
ing market trends, and actually identify in Dodge Reports 
the individuals in control of current building projects. 

his year over 30,000 Dodge customers—building prod- 
uct manufacturers, distributors, dealers, contractors and 


subcontractors—will use Dodge Reports to keep their 
salesmen on the track of their active prospects. 
Architectural Record—and no other magazine—has full 
access to the results of F. W. Dodge’s intensive building 
market research, including Dodge Reports, a fact that will 
continue to benefit Record advertisers for two reasons . . . 


1. Greater reader interest: 
Record editors study Dodge Reports of buildings in the 


MULTI-MILLION-DOLLAR 
BUILDING MARKET RESEARCH 


contemplated and planning stages, then balance their 
editorial content scientifically to conform with the chang- 
ing relative importance to architects and engineers of 
every type of building, both nonresidential and residential. 

This continuous balancing of the Record’s editorial 
content in terms of reader interest and activity—plus 
the unequalled quantity of its editorial service—explain 
why architects and engineers consistently have voted 
Architectural Record their preferred magazine in 40 out 
of 46 readership studies sponsored by building product 
manufacturers and advertising agencies. 


2. Active architectural audience: 


Only the Record buitds—or can build—its circulation 
among the architects and engineers identified by daily 
Dodge Reports as designing current projects. This 


systematic circulation development among your active prospects with 
the aid of Dodge Reports is reflected in... 


Dodge-documented market coverage: 

Actual check of Record subscribers against Dodge Reports tells you 
accurately your building market coverage when you advertise in the 
Record. Currently, 85% of the total dollar volume of all architect-designed 
building is verifiably in the hands of Record subscribers. 

Building product manufacturers have attested to these sound values 
year after year by providing architects and engineers with more building 
product information in the Record than in any other architectural maga- 
zine. In 1952 the Record carried 54% more advertising pages than the 
second architectural magazine, 79% more than the third. 

Thus, in the Record you benefit from multi-million-dollar building 
market research. And, at the same time, you reach architects and engineers 
in their preferred magazine at the lowest cost per page per thousand! 


aati. une eee 


Associated Grocers’ Co-op Office Building, Seattle, Washing 
ton. First presented to architects and engineersin Archi 
tectural Record. Architect: Robert Hugh Ross Contractor 
Morrison Knudsen Co. Photographer Dearborn-Massar. 


F.W. DODGE 


fil Architectura 
Enet RECON 22" 


119 West 40th Street, New York 18. N.Y. LOngacre 3.0790 
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LAFENDRICH 
BUCYRUS-ERIE 


Whether you sell 
Products for Industry or for the Home 
EVANSVILLE . . . balance point for center of distribution 
.. - hub of water-rail-highway transportation . . . fa- 
vored with low-cost fuel, power and mineral resources 
. « » populated by rugged and dependable American 
stock...has much to offer for profitable plant location. 


@ Any sales manager knows that the 
center of a territory makes for most 
economical coverage. When the sales 
territory is national in scope, the same 
principle applies. 

Located only 65 miles from the 
center of population of the U.S.A., 
this geographic advantage of Evans- 
ville is amplified by its natural facili- 
ties as a transportation center. River 
and rail and highway carriers offer 
competitive economies for shipment 
of materials IN and products OUT. 

Being 300 miles south of Chicago, 
Evansville has moderate winter cli- 
mate. And it is a natural port of entry 
to the growing markets of the South. 

* 


The Evansville Trading Area, as defined, en- 
closes the Center of Population of the USA. 
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leVANSVitLE 
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Thee map spec-ally dergned by as) Stendord Rote & Data Service. Inc 


Troding Aree boundaries developed by Rand McNally & Co) RacNn. 


Water and rail and highway facilities 
meet at the Mead Johnson Terminal 


@ The Evansville industrial area is 
part of what has been termed “the 
American Ruhr,” where the world’s 
largest concentration of electric power 
is being developed. Natural gas is 
available at favorable 
deposits in the area are virtually 


rates. Coal 


inexhaustible. And immense natural 
resources are at hand, including high- 
limestone, 


calcium fluorspar, dolo- 


mite and rock asphalt. 

Evansville is the trading center of 
an extensive area containing over a 
half-million They 
ruggedly American, energetic and de- 


people. 


pendable workers for Evansville indus- | 
tries, contributing to long records of | 


profitable operation. 


@ if these factors are pertinent to | 


your future planning, we extend cor- 
dial cooperation, in strict confidence. 
May we give you further information? 


Ky ANSVILL I INDIANA 


135 LOCUST STREET 
EVANSVILLE, IND 


se 
“BALANCE POINT, U.S.A." 


provide | 


panies involved was based on the fact 
that publication of a total for two 
firms would enable either firm to 
establish the statistics of the other 
firm by subtraction.) 

Since manufacturing is highly cen- 
tralized, there are countless numbers 
of cases where a single firm or a pair 
of firms will dominate the entire ac- 
tivity of a single county, and conse- 
quently would require concealment 
in Census publications. 

In preparing the estimates of “value 
added” in 1952 published here, it 
must be emphasized that no attempt 
was made to use unpublished Census 
materials. Our starting point was a 
tabulation of 1947 Census of Manu- 
factures data which showed for each 
county in the United States the num- 
ber of plants in each of three different 
size categories for twenty industrial 
classifications. For each of these 180,- 
000 “cells,” our research staff pre- 
pared estimates of the average num- 
ber of employes, and of the average 
“value added” per employe for each 
plant listed by the Census Bureau. 
These estimates were based on a se- 
ries of studies for each industrial 
group of the variation in the size of 
plant and “value added” per employe, 
and the results checked against Cen- 
sus published data and refined with 
the use of employment and _ payroll 
data taken from Social Security tabu- 
lations, which in some aspects offer 
more detailed information than the 
Census. 

After the 1947 base data were es- 
tablished, projections were made to 
1949 and 1950 on the basis of the 
Social Security payroll tabulations, 
which served to bring the data up to 
1950. The 1950 and 1951 Annual 
Survey of Manufactures helped check 
our 1950 estimates, and permitted 
final projections to 1952 based on 
current BLS data on employment and 
sales trends in the twenty major in- 
dustrial classes. A spot check of new 
industrial installations made since 
1947 was also made to insure inclu- 
sion of new plants not covered either 
in the 1947 Census or by the Social 
Security tabulations. All the data 
developed at each stage of the in- 
quiry have been transferred to IBM 
cards and are consequently available 
for special industrial market analyses. 

The most obvious and immediate 
use that such data can be put to is 
the preparation of rankings of the 
leading counties for each industrial 
category. Thus we learn how regional 
industrial concentration varies from 
industry to industry. 

Industrial suppliers can use these 
rankings and the data on which they 
are based to establish sales quotas in 
precisely the same manner that the 
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companion tables for population, 
sales, and income are used for con- 
sumer marketing problems. One note 
of caution must be sounded. Con- 


sumer markets are far more stable 


than industrial markets. It is not un-. 


common in some industries for em- 
ployment and “value added” in an area 
dominated by a few plants to fall as 
much as 50 percent or increase by 
200 percent within a single year. 
Consequently, the margin of error 
that must of necessity be accorded 
our estimates of “value added” is far 
greater than is the case for our re- 
gional estimates of population, sales, 
and income whose range of fluctua- 
tion is far more narrow. Because of 
this, we make no attempt to present 
our results in units of thousands of 
dollars, but use million dollar units, 
and do not show data for counties 
with less than one million dollars of 
“value added” in any single industrial 
class. 

In addition to showing “value add- 
ed” for each county, we have added 
the employment data, for we found 
that many industrial marketing people 
prefer employment as an indication of 
magnitude of operations. There is, of 
course, considerable variation in the 
ratio of “value added” to employment 
from county to county and, more 


particularly, from industry to indus 
try. In 1952, for instance, the average 
ratio of “value added” per worker was 
as low as $3,795 in leather manufac- 
turing, and as high as $10,938 in 
chemicals. In addition, we found in- 
dustrial concentration in general to 
be so high that frequently only 100 
counties will account for the bulk of 
activity in any given industry. We 
emphasize, however, that in order to 
secure the rankings of the leading 
100 counties as published here, it 
was necessary to make estimates for 
every county in the nation. Thus, 
those who wish to account for 100 
percent of the activity of any industry 
can secure from our research depart- 
ment IBM listings of the leading 
200, 300, or even 500 counties. The 
number of counties required to list 
100 percent will differ, of course, 
from industry to industry, being great- 
est in food and least in tobacco. 

A good deal of effort was expended 
in the past year to secure reliable 
1952 estimates of the number of 
plants, but we found that the bulk of 
the fluctuation in numbers of plants 
is confined to small plants employing 
less than five persons. Rather than 
attempt to offer 1952 estimates of 
number of plants of varying quality, 
we have repeated in the listings the 


1947 Census figure on number of 
plants, although the employment and 
“value added” figures do cover all new 
plants of more than 100 employes 
coming into existence after 1947. 

One again then, we release our in- 
dustrial potential data with the in- 
vitation to industrial marketing peo- 
ple to give us their reaction and 
suggestions for improvement. For in 
stance, in response to many requests 
we are including here a table on 
total manufacturing. We have plans 
for subdividing some of the two digit 
Census classifications, but would like 
to know which are the industrial sub- 
classifications in greatest demand. In 
working on industrial potential data 
over the past two years, our research 
department has accumulated  con- 
siderable material on industrial mar 
keting that may prove useful. 

All questions on this material will 
be cheerfully answered by the staff 
of Market Statistics, Inc., which, serv 
ing as the research arm of SALes 
MANAGEMENT, has the major responsi- 
bility for its development. Those in- 
terested in the use of the IBM cards 
underlying the data should write o1 
phone Dr. Jay M. Gould, Managing 
Director of Market Statistics, Inc.., 
432 Fourth Avenue, New York 16, 
New York, MUrray Hill 4-3559. 


Industrial Potentials by Industries 


1947 1962 


INDUSTRY 
Employment 
thousands: 


Value Added 
(in millions) 


Value Added 
Per Employe 


Employment Value Added 


thousands) 


Value Added 
(in millions) Per Employe 


“, CHANGE — 1952/1947 


Value Added Value Added 


Per Employe 


Employment 


Total, all industries...... 14, 74,426 5,207 15,634 105 , 565 | 109.4 129.7 
Food and Kindred Products iF 9,025 ® 1,489 10,822 | | 103.3 116.1 
Tobacco Products. . .. 641 101 945 : | 0.2 
Textile Mill Products $, 5,341 . 1,141 4,922 * 92.5 
Apparel Products 1, 4,443 : 1,117 5,662 ’ 103.2 
Lumber, except Furniture 2,497 : 722 3,379 , 113.5 
Furniture and Fixtures. . 1,378 : 336 1,873 : 104.3 
Paper and Allied Products 2,875 , 498 3,979 ‘ } 110.7 
Printing and Publishing : 4 5,252 | 100.4 
Chemical Products... ° ’ 8,149 | 117.9 
Petroleum and Coal ; ' 2,797 | 120.8 
Rubber Products : J 1,738 ° 98.8 
Leather and Leather Products ¢ ’ 1,385 r 96.3 
Stone, Clay and Giass Products ; ‘ 3,490 " | 113.6 
Primary Metals ; . A . 9,046 ; | 103.6 
Fabricated Metals ° ‘ ‘ . 106.1 
Machinery, except Electrical 12,644 107.2 
Electrical Machinery ' . 6,507 | 118.5 
Transportation Equipment ; . . d ¢ | 140.3 
Instruments ‘ d é 1,753 > 124.2 
Miscellaneous ; | . . 112.3 
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Mill&Factory serves the men your 
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CHIEF ENGINEER SUPERINTENDENT VICE PRES. GEN. FOREMAN PRESIDENT MASTER MECHANIC WORKS MGR. 


AR ARARA 


PROCESS ENGINEER PLANT ENGINEER SUPERVISOR CHAIRMAN OF THE BD. FOREMAN MECHANICAL ENG. GEN. MGR 


AS FAR AS BUYING INFLUENCE IS CONCERNED 


thuy all Look alk 


THE FIRST CALL 


You can’t tell when you make the first call on any plant—or from 
lists of plant executives — who the men are whose “yes” means an 
order for you. You have to call again and again—the way your 
salesmen do—before you find out who swings the weight. For titles 
mean nothing — and the buying pattern in practically every plant 
is different. 


SALES MANAGEMENT 


salesmen must see to sell! 


CIRCULATION BUILT BY 
INDUSTRIAL SALES ENGINEERS 


MILL & FACTORY is the only 
magazine serving general 
industry that uses industrial 
sales engineers like yours to 
build its circulation — men 
who have found out from con- 
tinuous personal contact the 
names of the executives in 
each plant they must see to sell. 


1,645 INDUSTRIAL SALES ENGINEERS MAINTAIN 
_ MILL & FACTORY CIRCULATION 


Because of MILL & FACTORY’s unique circulation method, it has 
an exceptionally large readership among the men contacted by 
your salesmen that is available in no other one industrial magazine. 


Note MILL & FACTORY's high proportion 
of unduplicated readership: 


of MIL & FACTORY of MILL & FACTORY 
readers do not read readers do not read 


FACTORY MACHINERY 


93% 


of mill & FACTORY of Mill & FACTORY 
readers do not read readers do not read 


PLANT ENGINEERING MODERN INDUSTRY 
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In contrast to MILL & 
FacTory’s high propor- 
tion of unduplicated 
readership, the McGraw- 
Hill 18-company survey 
shows the average dupli- 
cation between the first 
and second publications 
in 9 major markets is 
44%. 


of Mill & FACTORY 
readers do not read 


IRON AGE 


84% 


—— 


of MILL & FACTORY of the readers of the Ist 
readers do not read Business Paper do not 


AMERICAN MACHINIST read the 2nd paper. 
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Manufacture of Food and Kindred Products, Leading Counties 


Estimates for 100 counties with 60% of 1952 Employment; 64% of 1952 “Value Added” 


Value 


| Em. | Added 


COUNTY 
and 
STATE 


Cook, tii. 

Los Angeles, Cal....| 
Philadelphia, Pa. 
Kings (Bklyn.),N.Y.| 
Manhattan, N. Y...| 
St. Louis City, Mo.| 
Wayne, Mich. 
Milwaukee, Wis. .| 
Allegheny, Penn. 


ploy- | No. 
ment | ot (CLD 


(%) | Plants) Est. (in 
millions 


COUNTY 
and 
STATE 


Fulton, Ga. 


Monroe, N. Y.... 


Franklin, Ohio... . 


Value 
Em- Added 


=| @ 


Plants Est. (in 
millions 


70 
62 


COUNTY 


eee | 


B&SSI=8 B 


Baltimore City, Md. Saint Clair, til..... 
Camden, N. J..... 
Shelby, Tenn...... 
Calhoun, Mich... . 
Dallas, Texas 
Peoria, ill..... 


e288 sasssenrs 


SRSet8ssTQs 


= 


SSSSSssEes BEE 


| 
Multnomah, Ore... 
Biack Hawk, lowa 
Buchannan, Mo. 
Santa Clara, Cal. 
Woodbury, lowa. 
Linn, lowa.. 
Polk, Fla. 
Dauphin, Penn. . 
Oklahoma, Okla. 
Dakota, Minn... 


Knox, Tenn. 
Pierce, Wash..... . 
Kent, Mich... .... 
Worcester, Mass... 
Greene, Mo...... 
Spokane, Wash... 
Monterey, Cal... . 


San Francisco, Cal. 
Middlesex, Mass. 
Jefferson, Ky. 
Cuyahoga, Ohio 


BS BSRRSRSSsEs Besse 


SeSacrs 


— 
— 


Alameda, Cal. 4 
Wyandotte, Kans..| 11.6 
Marion, ind.......| 11. 


Total Above 
Counties 894.6 (14,959) 6,952 
| 


San Joaquin, Cal. 


Hennepin, Minn... 
Tarrant, Texas... . 
Hudson, N. J. 


Bexar, Texas 
Washington, D. C. 


oe 
— 


Shawnee, Kans. 
Allen, ind. 
Albany, N. Y. 


% of U.S.A. Total 60.1 | 37.5 | 64.2 


where is the 


BUYING POWER 
in the 
BAKING business 


Vf This study 
Uf tells you where 
Yj the buying power is. 


free This market study of the baking industry has 
been prepared as a guide for sales managers, 
advertising managers, agency account managers, 
space buyers, market analysts, and merchandis- 
ing managers. 
The study covers the size of the market and its 


AMERICAN 
WEEKLY TRADE. 


organization by types of producers and distrib- 
utors; tells how it has changed in recent years. 
It charts the various sizes and types of establish- 
ments; shows how 90.7% of the business is done 
by only 35% of the total nwmber; includes a 

new Government tabulation of retail establish- 
ments made by the Bureau of Census especially 
for Bakers Weekly. All of this information is 
essential to sound sales and advertising plan- 
ning in this market. Write for FREE copy. 


Bakers Weekly 
The business mogazine 
of the baking industry 


PUBLISHING CO. 

45 West 45th St., 

New York 36, N. Y. 

520 North Michigan Avenue, 
Chicago 11,-IIinois 
Simpson-Reilly, Ltd., 

1709 West Bth Street 

Los Angeles 17, California 


703 Market Street, 
San Francisco 3, California 
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Manufacture of Tobacco Products, Leading Counties 


Estimates for 100 counties with 99% of 1952 Employment; 99% of 1952 “Value Added” 


COUNTY 


Rockingham, N. c. ' 


Dinwiddie, Va. 
Duval, Fia. 

St. Louis City, Mo. 
Wilson, N. C. 
Middlesex, N. J.. 
Charleston, S.C... .| 
Gadsden, Fla. 
Vanderburgh, Ind. 
Robeson, N. C. 
Hudson, N. J. 


Pitt, N.C. 

Fayette, Ky. 

Nash, N.C. 
Mercer, N. J. 
Manhattan, N. Y.. 
Lackawanna, Penn. 
Allen, Ohio 


ee 


ts ie t to we ee 


COUNTY 
and 
STATE 


Hillsborough, N. H. 
Wake, N.C.... 
Christian, Ky... 
Warren, Ky... 
Granville, N. C. 
Queens, N. Y.... 
Guilford, N. C. 
Daviess, Ky. 


Shelby, Tenn. 
Lucas, Ohio 


Em- 


ploy- 
ment 


| (7) 


| 


Beeeenooo~u~ 


apaaaaauuse 


| Value 
Added 


‘« |@D 


Plants) Est. (in 
millions ) 


= 
2Sa 


- 
-Seaeewn~ 


_ 
_ 


Saewwean aw 


4 
5 
5 
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COUNTY 
and 
STATE 


Davidson, Tenn... 
Los Angeles, Cal... 
Johnston, N. C.. 
Berks, Penn... 
Bexar, Texas. ... 
Schuylkill, Penn... 
Marshall, Ky. 
Adams, Penn...... 


Butler, Ohio... 
Sumner, Tenn. 
Suffolk, Mass. 
Kings, N. Y....... 
Dauphin, Penn... . 
Lowndes, Ga. 
Cabell, W. Va.. 
Greene, Tenn. 


Cuyahoga, Ohio 
Passaic, N. J... 
Florence, S.C... 
Pinellas, Fla. . 
Weakley, Tenn. 


Hancock, Ohio 


Montgomery, Tenn.| 
New Haven, Conn. .| 


ploy- 
ment 


(%) 


mR RR 


—=sa sn rOnNnnn, 


No. 
of 


Plants 


ea--n4e Ve 


-onnBS--B8e 


Est. (in 


z 
3 
“~!) wo @ NNN @ = nN =—-N @ = = NN w& “~aAnoennawe i — 


COUNTY 
and 
STATE Est. (in 
millions) 


— — 


%) | Plants 


Milwaukee, Wis. 


Se ee ee 
ee ee eee ee | 


we eanr-woe=-Bn_ 


ee se ee ee 


868 936 


bik 
% of U. S. A. Total | 98.6) 79.9) 99.0 


*Less than $500,000 in value added. 


Manufacture of Textile Mill 


Estimates for 100 counties with 72% of 


Providence, R. 1, 
Philadelphia, Penn. .| 
Bristol, Mass. 
Essex, Mass... .. 
Gaston, N. C. 
Passaic, N. J... 
Greenville, S.C... .| 
Middlesex, Mass... .| 
Spartanburg, S. C... 


Worcester, Mass.. .| 


Berks, Penn. 
Cabarrus, N. C. 
Guilford, N. C. 
Manhattan, N. Y. 
Anderson, S. C. 
Alamance, N. C. 
Pittsy!vania, Va. 
Montgomery, N. Y. 
Hillsborough, N. H. 
Muscogee, Ga. 


York, S. C. 

Kings, N. Y. 
Fairfield, Conn. 
Oneida, N. Y. 
Bergen, N. J. 
Catawba, N. C. 
Montgomery, Penn. 


Mecklenburg, N. C. 
Lancaster, Penn. . 
Luzerne, Penn. 


Troup, Ga...... 
Windham, Conn. 
Chambers, Ala... ..| 
Westchester, N. Y. 
Berkshire, Mass. 
Cleveland, N.C... 
Lehigh, Penn. 
Greenwood, S. C. 
York, Me.. aud 
Androscoggin, Me. . | 
Hamilton, Tenn... . 
New London, Conn.| 
Randolph, N.C... . 
Cook, til... 

Forsyth, N.C... . 
Hampden, Mass. 
Hartford, Conn. 
Laurens, S. C. 
Hudson, N. J. 
Lancaster, S. C. 


Floyd, Ga. tl 
Buncombe, N.C... 
Spaulding, Ga. 


Products, Leading Counties 


1952 Employment; 74% of 1952 “Value Added” 


34 | Rockingham, N. C. 


SSRSRRSENSRS BRYIRSSSRSRE 


Fulton, Ga. 


Rowan, N. C. 


Union, 8. C.... 
Pickens, S.C... 
Aiken, S. C. 

Cuyahoga, Ohio 
Norfolk, Mass. 


Talladega, Ala. 
Chester, S$. C..... 
Northampton, Penn. 
Knox, Tenn. 


iredell, N. C. 
Stanly, N. C. 
Essex, N. J. 
Tallapoosa, Ala.. . 
Walker, Ga. 
Burke, N. C. 
Durham, N. C. 
Surry, N.C. 
Milwaukee, Wis. 


Washington, R. |. 


Davidson, N.C... .| 


Lackawanna, Penn. | 


Richmond, Ga. 
Delaware, Penn... 


Caldwell, N. C. 
Orange, N. Y. 
Tolland, Conn. 
Queens, N. Y.... 
Cathoun, Ala... 


Etowah, Ala. 
Halifax, N.C..... 
Cherokee, S$. C. 
Coweta, Ga. 
Oconee, 8. C. 
Northumberland, 
Penn. 
Albany, N. Y. 
Columbia, Penn. 
Kennebec, Me.. . 
Newberry, 8. C... 


| 


Total Above 


Counties | 817.4 5,697 


% ot U.S. A. Total) 71.6 69.6) 
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WHAT HAS HAPPENED 
TO THE COST OF SELLING ? 


Industry Survey Shows: 


IN THE PAST TEN YEARS... 
COST OF PERSONAL SALES 
CONTACT IN INDUSTRY HAS 
GONE UP 81%... PUBLICATION 
ADVERTISING COST PER 
CONTACT UP 39% 


PROJECT: To determine trend in 
cost of personal sales calls and the 
trend in cost of advertising sales 
contacts. 


PROCEDURE: Cost per sales call 
was determined by a McGraw-Hill 
survey among sales managers of 87 
industrial companies. 


Cost per advertising sales contact 
was established by analyzing rates 
and circulation of 226 Business Pub- 
lications listed in the January, 1942, 
and January, 1952, issues of Stand- 
ard Rate & Data Service. 


RESULTS *: Between 1942 and 1952, 
average cost of personal sales calls 
went from $9.02 per call to $16.31 
per call. Average cost of business 
paper advertising went from 9/10 of 
a cent per contact to I'4¢. 


*Allowing for the inflationary increase revealed by 
the U. < Department of Labor consumer price 
index for the 1942-52 period, cost of salesmen's 
calls had an actual increase of 10.4%, above the 
general rise in prices. The cost of business maga 
zine advertising contacts dropped 17'54°% below 
actual price levels, 


McGRAW-HILL PUBLISHING COMPANY, 


ARP 330 WEST 42nd STREET, NEW YORK 36, N. Y. ‘@: 


MEABQUWUARTERS ak 


58 


CONCLUSION: With rising and in- 
flated sales costs—with the need for 
greater sales apparent on all fronts— 
it is important to remember that ad- 
vertising in Business Publications 
can accomplish the necessary and 


preliminary steps to a sale, at a cost 
of 1!4 cents per sales contact. This 
will free the salesman for the all- 
important final and closing steps . . . 
making each of his $16.31 calls more 
effective. 


A complete report of the above study is contained in our Research De- 

rtment’s Laboratory of Advertising Performance Data Sheet #7020. 
f you want facts regarding this or other subjects related to business 
paper advertising, ask your McGraw-Hill man. 


1942 
Cost of Contact 


1952 
Cost of Contact 
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81% INCREASE 
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$9.02 
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WHAT'S YOUR BULL'S EYE? 


1. If you es 


important — such a ile rms 
employes is a or odie il eye. 
2. If you sell a machine which i 


the best bulls eye might be valu 
volume. High figures 
ization; low figures repres 
increases productiv 


See also text table on 


wa sicoowi upplies _ number 


ent a high pseneaiad if you have 
ity per worker. 


of employ 


s productivity per worker, then 


of present industrial- 


a product 


1947-1952 comparisons. 
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scdided ule ans rker, together with total 
indicate greatest degree 
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SALES MANAGEMENT 


home people’s money... 


Every year, Chilton paid-circulation publications re- 
turn more than $10,000 to persons who do not qualify 
as readers. An average of 300 subscription requests 
are turned down monthly. 


There you have the best kind of proof that Chilton 
recognizes its obligation to its advertisers. 


Selection of Chilton readers under rigid regulations 
assures Chilton advertisers that their message goes to 
the most valuable prospects—those who make the 
buying decisions in the fields Chilton serves. 


And this is equally true of both Chilton paid-circulation 
and controlled-circulation publications! 


| Y) 
oD conreany A 
IN'B (smeonponaree) 


Chestnut and 56th Streets 100 E. 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 


THE IRON AGE e HARDWARE AGE 2 MOTOR AGE & COMMERCIAL CAR JOURNAL 

HARDWARE WORLD « DEPARTMENT STORE ECONOMIST 2 BOOT & SHOE RECORDER 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY * THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 
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t SM Data on Industrial Potentials 


Manufacture of Apparel and Related Products, Leading Counties 


© Estimates for 100 counties with 81% of 1952 Employment; 89%of 1952 “Value Added” 


Value Value Value Value 

Em- Added Em- Added Em- Added Em- Added 

COUNTY ploy- No COUNTY ploy- No. COUNTY ploy- No COUNTY ploy- No. 
and ment of and ment of and ment of GD and ment of 
STATE J Plants Est. ‘in STATE ‘ Plants Est. ‘in STATE y Plants Est. (in STATE %) | Plants) Est. (in 
millions millions) millions millions 


Manhattan, N.Y 
Kings, N. Y. 
Cook, Hi. 
Philadelphia, Penn 
Los Angeles, Cal 


13,248 1,991 | Middiesex, N. J 135 27 
2,227 Fairfield, Conn 0 115 31 | Bucks, Penn. 
1,165 Rensselaer, N. ¥ 29 30 | Ulster, N. Y 
1,004 Dutchess, N. Y 
1,265 Monmouth, N. J 26 | Carbon, Penn. 


Bexar, Tex. Nassau, N. Y 
Morris, N. J 
Lycoming, Penn. 
Cumberland, Penn 


Suffolk, Mass 
St. Louis City, Mo 


Baltimore City, Md. 


Hudson, N. J 
Monroe, N. ¥ 


Cuyahoga, Ohio 
Bristol, Mass. 
Luzerne, Penn 
Essex, N. J 

Bronx, N.Y 
Queens, N. Y 
Passaic, N. J. 
Hamilton, Ohio 
Schuylkill, Penn. 
Northampton, Penn 


Lackawanna, Penn 
San Francisco, Cal 
Lehigh, Penn. 
Dallas, Tex 
Jackson, Mo 
Westchester, N. Y. 
New Haven, Conn 


nNneogweqenn & ~w 
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785 
312 
337 
858 


Orleans, La 
Milwaukee, Wis 
Hennepin, Minn. 
Bergen, N. J 
Fulton, Ga. 
Cabarrus, N. C. 
Berks, Penn. 
Northumberland, 
Penn. 
Montgomery, Penn 


York, Penn. 
Middiesex, Mass. 
Orange, N. Y. 
Union, N. J. 
Worcester, Mass. 
Lancaster, Penn 
Cumberland, N. J 
Atlantic, N. J. 
Wayne, Mich 
Lebanon, Penn 


Spartanburg, S$. C. 
Erie, N. Y. 
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21 
28 
25 
21 
22 
24 
16 


Knox, Tenn. 
Hampden, Mass. 
Davidson, Tenn 


RON NNR eS ew Ww 
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Henrico, Va. 
Whitfield, Ga. 
Graves, Ky 
King, Wash. 
Essex, Mass. 
Hartford, Conn. 
Greenwood, S. C. 
Marion, Ind. 
Greenville, $. C. 
Ramsey, Minn. 
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Dauphin, Penn. 
Providence, R. |. 
Dade, Fla 

Tarrant, Tex. 
Rockingham, N. C. 
Cambria, Penn. 
Campbell, Va. 
Harris, Tex. 

St. Joseph, Ind. 


coooosw es tN 


Floyd, Ga. 
Guilford, N. C. 
Jefferson, Ky. 
Multnomah, Ore. 
Ei Paso, Tex 
Mercer, N. J. 
Covington, Ala. 


Albany, N. Y. 
Carroll, Md. 
Hillsborough, N. H 
Denver, Colo. 
Franklin, Penn 
Camden, N. J. 
Haralson, Ga. 
Oneida, N. Y. 
Lucas, Ohio 
Suffolk, N. Y. 


Total Above 
Counties 


% of U. S. A. Total 


ePnNnNNNN@® See 
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905.1 27,765 
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Manufacture of Lumber and Products,* Leading Counties 


G7 Estimates for 100 counties with 38% of 1952 Employment; 48% of 1952 “Value Added” 


Lane, Ore 
Humboldt, Cail 
Cook, til 
Douglas, Ore. 
Pierce, Wash 
Cowlitz, Wash. 
Coos, Ore. 
Multnomah, Ore. 
King, Wash. 
Grays Harbor, 
Wash. 


Shelby, Tenn. 
Linn, Ore......... 
Snohomish, Wash. 
Los Angeles, Cal. 
Jefferson, Ky. 
Mendocino, Cal. 
Siskiyou, Cal. 
Lassen, Cai. 
Phillips, Ark. . 
Penobscot, Me. 


Oxford, Me 
Klamath, Ore. 
Jackson, Ore, 
Mobile, Ala. 
Shasta, Cal. 
Cotumbia, Ore. 


Harris, Tex 
Jones, Miss. 
Clarke, Ala 
Rapides, La. 


Marathon, Wis. 
Thurston, Wash. 
Montgomery, Tex. 
St. Louis City, Mo. 
Clallam, Wash. 
Spokane, Wash... 
Pulaski, Ark... 
Wayne, Mich. 
Winnebago, Wis. 
Dubuque, ta. 


Lincoin, Ore. 
Bradiey, Ark. . 
Franklin, Me. 
Angelina, Tex. 
Lewis, Wash. 
Hennepin, Minn... 
Piumas, Cal. 
Kings, N. Y. 
Charleston, S. C. 
Skagit, Wash. 


Norfolk, Va. 
Floyd, Ind. 
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Clatsop, Ore 
Somerset, Me. 
Deschutes, Ore 
Sumter, S. C. 
Pacific, Wash. 
Saint Louis, Minn. 
Manhattan, N. Y. 
Jefferson, Ala. 


seh@@oawee 
eeoeevoos 


Polk, Ore. 
Tangipahoa, La. 
Josephine, Ore. 
Chatham, Ga. 
Nansemond, Va... . 
Tillamook, Ore... .. 
Montgomery, Ala.. . 
Choctaw, Ala... 
Bibb, Ga. 

Taylor, Fla. 


Union, Ark. 

Kent, Mich. 
Clackamas, Ore... . 
Orangeburg, S. C. 
Philadelphia, Penn. 
Dallas, Ala. 

Benton, Ore. 
Bowie, Tex. 
Davidson, N. C. 
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15 
46 
4 
26 
17 
59 
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Missoula, Mont. 


Queens, N. Y 
Eldorado, Cal. 
McCurtain, Okla. 
Whatcom, Wash. 
Cuyahoga, Ohio 
Hinds, Miss. 
Hampton, S. C. 
Wilcox, Ala. 
Hamilton, Tenn. 
Escambia, Ala. 


Lauderdale, Miss. 


Duval, Fla...... 
Hillsborough, N. H. 
Marion, Ore... . . 
Tuscaloosa, Ala. 
Cumberland, Me. 
Caddo, La... . 


Total Above 
Counties 


™ of U. S. A. Total 


271 
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37.6 
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* Except Furniture 
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SALES MANAGEMENT 


Manufacture of Furniture and Fixtures, Leading Counties 
Estimates for 100 counties with 72% of 1952 Employment; 77% of 1952 “Value Added” 


COUNTY 
and 
STATE 


Cook, tl. 

Los Angeles, Cai 
Kent, Mich 
Manhattan, N. Y. 
Kings, N. Y. 
Trumbull, Ohio 


St. Louis City, Mo. 
Philadelphia, Penn. 


Worcester, Mass. 
Chautauqua, N. Y 


Hamilton, Ohio 
Jefferson, Ky. 
Caldwell, N. C. 
Kenosha, Wis. 
Guilford, N.C 
Davidson, N. C. 
Cuyahoga, Ohio 
Burke, N.C. 
Henry, Va. 

San Francisco, Cal 


Multnomah, Ore. 
Catawba, N.C 
Kane, lil. 

Erie, N.Y 

York, Penn. 
Wayne, Mich. 
Shelby, Tenn 


Em- 
ploy- 
ment 


( 
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Value 
Added 


No. 
of 
Piants Est. (in 


millions 


130 


12 


COUNTY 
and 
STATE 


Union, N. J. 
Winnebago, Ill. 
Stark, Ohio 


Fulton, Ga. 
Middlesex, Mass. 
Queens, N. Y. 
Dubois, Ind. 
Suffolk, Mass. 
Hamilton, Tenn.. . 
Baltimore City, Md. 
Sheboygan, Wis. 
Ottawa, Mich. 
Hennepin, Minn. 


Dallas, Tex. 
Hudson, N. J. 
Bronx, N. Y.... 
Sebastian, Ark. 
Columbiana, Ohio 
iredell, N. C. 
Muskegon, Mich. 


Cattaraugus, N. Y..| 


Lycoming, Penn. . 
St. Joseph, Ind... . 


Surry, N.C. 
Monroe, N. Y. 
Manitowoc, Wis. 


Em- 
ploy- 
ment 


aroma nwaawnw 
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Value 
Added 
No. 
Plants Est. (in 
millions 


COUNTY 
and 
STATE 


Perry, ind 
Randolph, N. C. 
Marion, Ind. 
Pierce, Wash. 
Kankakee, Ill. 
Hinds, Miss. 
Alameda, Cal. 


Erie, Penn. 
Milwaukee, Wis. 


Vanderburgh, Ind. 


Dade, Fla. 
Harris, Tex. 
McDowell, N. C. 
Stephens, Ga. 
King, Wash. 
Carroll, Va. 
Orleans, La 


Oklahoma, Okla. 
Forsyth, N.C. 
Ramsey, Minn. 
“Wilkes, N.C. 
Allegheny, Penn. 
Herkimer, N. Y. 
Campbell, Va. 
Washington, Va. 
Tarrant, Tex. 
Essex, N. J. 


Em- 


ploy- 
ment 
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Value 
Added 
No. 
of 
Plants Est. (in 
millions) 


eveoonwn 


oewvoeoeagnaeaae 


eewaqaoenedqgcetaa 


COUNTY 
and 
STATE 


Davidson, Tenn. 
Sumter, S. C. 
Hamblen, Tenn. 
Elkhart, Ind. 
Jackson, Mo. 

Du Page, tll. 
Broome, N. Y. 
Pulaski, Va. 
Bartholemew, Ind. 
Shelby, Ind. 


Roanoke, Va. 
Northumberland, 
Penn. 
Franklin, Ohio 
Jefferson, Ala. 
Cabell, W. Va. 
Wabash, Ind. 
Union, Penn. 
Saline, Ark. 
Washington, Ohio 
Des Moines, ta. 


Total Above 
Counties 


™ of U. S. A. Total 


| ment 


Value 
Added 
No. 
3 
Plants) Est. (in 
millions 


Em- 
ploy- 
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243.6 5,141 1,435 


72.5 66.9 76.6 


Manufacture of Paper and 


Allied Products, Leading Counties 


Estimates for 100 counties with 69% of 1952 Employment; 67% of 1952 “Value Added” 


Cook, til 
Philadelphia, Penn 
Kings, N. Y. 
Manhattan, N. Y. 
Middlesex, Mass. 
Kalamazoo, Mich. 
Hampden, Mass. 
Butler, Ohio 

Los Angeles, Cal 


149 


Hamilton, Ohio 

St. Louis City, Mo 
Worcester, Mass. 
Queens, N. Y 
Chatham, Ga 
Outagamie, Wis. 
Hudson, N. J 
Mobile, Ala. 
Niagara, N. Y 


a 


Winnebago, Wis 
Wayne, Mich 
Wood, Wis. 
Berkshire, Mass 
Oswego, N. ¥ 
Penobscot, Me 
Milwaukee, Wis. 
Saratoga, N. Y 
Monroe, Mich 
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Erie, N.Y 
Bergen, N. J. 
Clarke, Wash 
Cuyahoga, Ohio 
Coos, N. H 
Brown, Wis 
Jetterson, N.Y 
Suffolk, Mass. 
Cumberland Me 


cRwwweaeaue 


To economically serve the nation’s 


fastest growing market. . . 


locate your plant in 


The advantages of lower distribution costs 
fer the West are bringing many plants to the 
Los Angeles area. 

During 1951 over $300,000,000 was in- 
vested in new plants and expansions in Los 
Angeles County—an all-time record. 


Contact us for detailed market data, in- 
dustrial surveys and plant site information. 


MAY 10, 1953 


Industrial Dept. 


LOS ANGELES COUNTY 


CHAMBER OF COMMERCE 


1151 S. BROADWAY 
LOS ANGELES 15, CALIFORNIA 


SM Data 


on Industrial Potentials 


Manufacture of Paper Products, Leading Counties—(Cont'd) 


G7) Estimates for 100 counties with 69% of 1952 Employment; 67% of 1952 “Value Added” 


| Em 
| ploy- 


COUNTY 
and 
STATE 


Kennebec, Me... 
Monroe, N. Y. 
York, Penn. 
Henrico, Va. 


Essex, N. J. 
Washington, La 
Montgomery, Ohio 
Morehouse, La. 
Jones, Miss. 
Camden, N. J. 

New Haven, Conn. 
Georgetown, 8. C. 
Baltimore City, Md. 
Rameey, Minn. . 
Marathon, Wis. 
Allegheny, Penn... .| 
Oxford, Me. 


Value 
Added 


ment | ot | CLD 


| (7) | Plants) Est. (in 
| ' millions) 


16 
27 
21 
18 
19 


COUNTY 
and 
STATE 


Alleghany, Va.. 
Clackamas, Ore. 
Escambia, Fla. 
Haywood, N.C. 
Ouachita, Ark. 
Allegany, Md. 
Providence, R. |. 


Marion, ind. 
Erie, Penn. 
will, i... 
Fulton, Ga. 
Albany, N. Y. 
Jackson, Miss. 


San Francisco, Cal.. | 


4 


COUNTY 
and 
STATE | (%) | Plants Est. (in 

} | millions) 


23) 


Dalias, Tex. 
Jackson, La... .. 


COUNTY 


Rockland, WN. Y.. 


Total Above 
Counties. .... 


% of U. S. A. Total 


Value 
Em- | | Added 
ploy- | 
ment | e LSM 


(%) | Plants Est. (in 


| meee an ea a2oaon~ 


69.0 86.0 


Manhattan, N. Y.. 


Wayne, Mich, 
Hamilton, Ohio 

St. Louis City, Mo.. 
Washington, D.C... 


San Francisco, Cal. 
Milwaukee, Wis... 
Baltimore City, Md. 


Ramsey, Minn... 
Montgomery, Ohio 
Kings, N. Y. 
Allegheny, Penn. 
Hennepin, Minn. 


Nassau, N. Y. 


Essex, N. J........| 
Marion, ind. 
Middlesex, Mass. 
Erie, N. Y.... 
Jeffer:on, Ky.. 
Monroe, N. Y. 


Printing and Publishing, Leading Counties 


Estimates for 100 counties with 80% of 1952 Employment; 84% of 1952 “Value Added” 


128.0| 3,322 
84.3) 1,747 
32.8} 640 
21.5) 1,030) 
18.8) 495) 
13.1} 410) 
12.5} 484) 
12.4) 261) 
12.0 
10.8 


10.6 
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F airfield, Conn. 


Davidson, Tenn... . 


Polk, ta. 


New Haven, Conn. . | 


Dallas, Tex. 
Westchester, N. Y. 


Worcester, Mass.. . 
King, Wash........| 


Franklin, Ohio... . 


Clark, Ohio , 
Multnomah, Ore. 
Harris, Tex. 
Providence, R. |... 


Albany, N. Y...... 
Henrico, Va...... 
Union, N. J. 


4.5 
4.3 


105 
107 

93 
125 
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@teane, La.. , 114 
Dade, Fla. 

Bexar, Tex. 

Lackawanna, Penn. 

Jefferson, Ala. 

Middlesex, N. J... 

Norfolk, Mass... .. 

Oklahoma, Okia... 


Kent, Mich. 
Onondaga, N. Y..... 
 * aaa 
Salt Lake, Utah... 


YS SS) 
eSenrtntnroeevnc 


a 
Shawnee, Kan.... 
are 
San Diego, Cal... . 
Tulsa, Okla. 

Ogle, tli... 

Peoria, tli. 


ot ot ot ot ot ot ot 
SOaagaana ® 


“Shelby, T ‘Tom. ae 
Sullivan, Tenn. 
Montgomery, Ind. 


Merrimack, N. H. 
Chemung, N. Y. 
Essex, Mass. . 
Schenectady, N. Y. 
Duval, Fia... 
Linn, la... . 


Lancaster, Penn. 
Spokane, Wash... 
Broome, N. Y.. .. 
Luzerne, Penn... 
Bergen, N. J... .. 
York, Penn. 
Maricopa, Ariz.. . 
Dane, Wis.. : 
Santa Clara, Cal... 
Erie, Penn......... 


Total Above 
Counties 


% of U.S.A. Total.| 79.8 59.1 
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623.9 17,128 


83.5 


Manufacture of Chemicals and Allied Products, Leading Counties 


Estimates for 100 counties with 77% of 1952 Employment; 78% of f 1952 “Value Added” 


Cook, tl. 

Wayne, Mich... 
Philadelphia, Penn. 
Essex, N.J........| 
Hudson, N. J. 
Middlesex, N. J... 
Kanawha, W. Va... 
Kings, N. Y. 

Los Angeles, Cal. 
Union, N. J. 


Hamilton, Ohio 
St. Louis City, Mo..' 


35.3) 634 
21.2} 170 
18.3 
17.3 
16.6) 
16.6) 
15.9) 
13.9) 
13.9 
12.8) 

| 
11.9) 113) 
11.7; 177 


~ Baltimore City, Md. 
Cuyahoga, Ohio 
Manhattan, N. Y. 


Sullivan, Tenn... . . 


Marion, tnd. 
Middlesex, Mass. 
Niagara, N. Y. 


Allegany, Md... . 
Midiand, Mich.. 


E. Baton Rouge, La.| 


Salem, N. J. 


10.9 
10.9 
10.8 
10.6} 
10.4 
10.3} 

9.3 

9.2) 


8.5 
7.7 
7.6) 
6.8) 


27 


200) 
459 


Queene, N. Y.. 
Davidson, Tenn... . 
Benton, Wash. 
Saint Clair, til. 


Alameda, Cal....... 
Carter, Tenn. 
Harris, Tex. 
Allegheny. Penn. 


“Jefferson, Ky. 
Delaware, Penn... 
Giles, Va. , 
New Castle, Del. 


Passaic, N. J.... 
Bergen, N. J... .. 
Onondaga, N. Y. 
Buncombe, N. C. 
Wood, W. Va. 
Summit, Ohio 
Lake, Ind. 
Augusta, Va. 


48 
28 
1 


*Withheld to avoid disclosure. 


64 


SALES MANAGEMENT 


Weedone Sells as it Ships with 


RHEEMCOT 


55-GALLON POSTER DRUMS 


More than a fine container... 
Rheemcote is a selling container! 


The American Chemical Paint Company gains widespread recognition 
for its weed-killing product with bulk shipments in Rheemcote 


30-gallon and 55-gallon Poster Drums. 


In Rheemcote containers, your product... your trademark 
serves constantly as a prestige-building, sales-building 


reminder to new and prospective purchasers. 


Rheemcote containers can be lithographed in any 
design, including halftones, and in any number of 
colors. The high gloss finish is tough, long-lasting. Interiors 
can be roller-coated with special protective lacquers 
if required, Write for tree colorful booklet 
on this powerful new advertising medium. 
Rheem Manutacturing Company, 


4361 Firestone Blvd., South Gate, Calitornia. 


EDRALS 
a we 
* 


AS YOU SHIP WITH 


ote drums 


RHEEM MANUFACTURING COMPANY - Manufacturing Plants in 22 Cities Around the World 


NARK f HMONI SAN PABLO re) SATE 7 


HICAGO e LO ANA NEW ORLEAN e MARYLAND 
BURLINGTON N N TEX H TON © FOREIGN PLANTS ARGENTINA BUENOS AIRE © AUSTRALIA 


ANADA HAM * LIMA e 


The target that never stands still! 


When sou're shooting for sales in industry, sou're 


trving to hit a moving target. 


The men we are selling today are not the same men we 
sold yesterday —nor are they the same men we will 


be aiming at tomorrow. 


We all know this. But perhaps we haven't realized just 


how fast the industrial sales target moves. 


Here is what asix-searstuds of one corporation revealed: 


IN JUST SIX YEARS, 40% TURNOVER IN 
THERE WAS A O EXECUTIVE PERSONNEL 


pEA? 


gre? 


0) 9) 
RANstt promort promort 


pea? getine? 
Dd 
promort pEA? 


qireO ERRED 


” rranst 


Source: U.S. STEEL Study of Customers 


Here's another case. Recent studies of the metalwork- 
ing industry in Erie, Pennsyiyvania showed that, in a 
¢ 


three-year period, 5607 of the companies had placed 


new men in one or more top positions! 


Promotions, deaths, retirements, and transfers cause a 
surprising rate of change. There is always a crop of 
new men coming on to fill jobs of greater responsi- 
bility —tahking the places of the men who have moved 


out of the picture. 


But the target moves in still another way. It keeps 
getting bigger. The metalworking industry, for example, 
doubled its volume from 1910 to 1950. when production 
hit $81.5 billion. Since then the figure has climbed to 
S106 billion. By 1960. this world’s largest: industry 


will top $120 billion in sales. 


Making your sales heep pace with industry calls for a 
bigger selling job today ...and one of your soundest 
aids will be a consistent advertising program prepared 
and carried out by vour advertising agenes. These men 
know how to keep sales-stimulating information flow- 
ing out to vour markets—hitting not only today’s buy- 
ing targets but also educating and winning over the 
younger men who will move into the buying positions 


in the vears ahead. 


The target never stands stillk We must move and 


grow with it. 


™ PENTON company 


PENTON BLILDING e CLEVELAND 13, OHIO 


Manufacture of Chemicals, Leading Counties—(Cont'd) 
Estimates for 100 counties with 77% of 1952 Employment; 78% of 1952 “Value Added” 


| Value 
Added 
No. | 
? 
Plants) Est. (in 
millions 


COUNTY 
and 
STATE 


Lake, lil. 

Shelby, Tenn. 
Roanoke, Va. 
Sussex, Del. 
Hampden, Mass. 
Rockland, N. Y. 
Brazoria, Tex. 
Henry, Va... 
Milwaukee, Wis. 
New Haven, Conn. 


wowwewewweuww ww 
RBaauennneooeo 


Monroe, N. Y. 
Fairfield, Conn. 
Mifflin, Penn. 

Camden, N. J. 


wwww w 
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Contra Costa, Cal 


Em- | 
COUNTY | ploy- | No. 
and ment | of 
STATE | (%) | Plants 


Norfolk, Va. 
Rensselaer, N. Y 
Warren, Va. 
Crawford, Penn. 
San Francisco, Cal. 


nuoomoo 


Putnam, W. Va. 
Prince George, Va 
Bucks, Penn. 
Jackson, Mo. 
Kalamazoo, Mich. 
Hennepin, Minn. 
Richmond, N. Y. 
Fulton, Ga. 
Suffolk, Mass. 
Wyandotte, Kan. 
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Value 
Added 


@® 


Est. (in 
millions 


33 


Value 
Added 
ploy- No. 


ment of 67D 


Piants Est. ‘in 
millions) 


Em- 
COUNTY 
and 
STATE 


Ramsey, Minn. 
Westchester, N. Y. 
Franklin, Ohio 

San Bernardino, Cal 
Essex, Mass. 
Galveston, Tex. 
Charleston, S. C 
Dallas, Tex. 
Calcasieu, La. 
Lucas, Ohio 


Spotsylvania, Va. 
Clark, Ind. 
Nueces, Tex. 
Hartford, Conn 
Duval, Fla. 


COUNTY 
and 
STATE 


Gloucester, N. J 
Macon, til. 
Harford, Md. 
Montgomery, Ohio 
Orange, Tex. 


Chatham, Ga. 
St. Louis County 
Mo. 


Total Above 
Counties 


% of U.S. A. Total 


| Em | 
| ploy- | No. | 
j ment | of | 

%) | Plants 


575.9 6,103 


Est. (in 
millions 


*Withheld to avoid disclosure 


Looking for 
a New 


Industrial 


Location? 


check the facts on DANVILLE, VA. 


Geographic Location 


Labor Supply 
Wage Scales 
Plant Sites 
Utilities 
Water 


Natural Gas 


Electric Power 


Transportation Facilities 


\ Housing 

\ Schools and Colleges 
Churches 
Hospitals 
Recreational Facilities 
City Government 
Tax Rates 
Shopping and Trade 


Industries in Danville 


You Will Find DANVILLE Has Everything You're Looking For 


— for Facts and Figures 
DANVILLE CHAMBER OF COMMERCE, INC. 
644 Main Street, Danville, Va. 


— for Financial Assistance 
DANVILLE INDUSTRIAL DEVELOPMENT, INC. 
P.O. Box 802, Danville, Va 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM listings of 
data in the “Survey of Buying Power’, regrouped according to your sales territories, may be obtained from 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 
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SM Data on Industrial Potentials 


Petroleum and Coal Products, Leading Counties 


Estimates for 100 counties with 91% of 1952 Employment; 92% of 1952 “Value Added” 


Value | | Value ; Value 

Em- Added | Em Added Em- | Added 
COUNTY ploy- No. COUNTY COUNTY ploy- | No. | COUNTY ploy- | No. 

and ment of JM and and ment | ot | JM and ment of | SM 

STATE ‘ Plants Est. ‘in STATE >) Plants Est. (in STATE | (%) | Plante! Est. (in STATE %) Plants Est. (in 

millions millions) | millions i millions 


Baltimore City, Md Marion, ind. Pueblo, Colo. 
Middlesex, Mass 2. Butler, Penn. d Northampton, Penn. 
Jackson, Mo Camden, N. J. , St. Louis City, Mo. 
Norfolk, Mass. d Stephens, Okia. 
Cambria, Penn... Hennepin, Minn. 
Salt Lake, Utah d Somerset, N. J... 
Milwaukee, Wis. 7 Brazoria, Tex. 
Essex, N. J. 
Baltimore County, Fayette, Ill. 
Md..... Allegany, N. Y. 
Providence, R. |. 
Hamilton, Ohio 


Jefterson, Tex 
Lake, Ind 

Harris, Tex 

Los Angeles, Cal 
Contra Costa, Cal 
E. Baton Rouge, La 
Philadelphia, Penn 
Madison, Ii! 
Delaware, Penn 
Hudson, N. J 
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Kings, N. Y. 
Beaver, Penn. 
Butler, Kan. 
Natrona, Wyo. 
Mahoning, Ohio 
Venango, Penn. 
Tarrant, Tex 
Allegheny, Penn . Wyandotte, Kan. 
Cook, ti. . Bergen, N. J Montgomery, Kan 
Union, N. J . Union, Ark Hancock, W. Va. 
Cuyahoga, Ohio . Scioto, Ohio 
Kay, Okla ‘ McKean, Penn Wichita, Tex. 
Galveston, Tex . Lake, ti. York, Penn. 
Caicasieu, La. 4 Middlesex, N. J. Caddo, La. 
Wayne, Mich . Orleans, La. 
Gloucester, N. J . Crawford, tl 
Tulsa, Okla. ‘ 33 | St. Charles, La. 

| St. Bernard, La. 
Will, ti. - Webster, La. 
Erie, N. Y. 8) 28 | Throckmorton, Tex. 
Hutchinson, Tex. ‘ Nueces, Tex. 
Jefferson, Ala. 
Jefterson, La. , | Lawrence, Ill. 
Lucas, Ohio , Saint Clair, i 
Fayette, Penn Westmoreland, Pa. 
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Allen, Ohio 
Montgomery, Penn. 
Denver, Colo. 
Utah, Utah 
Monroe, N. Y. 
Kern, Cal. 

Erie, Penn. 
Warren, Penn. 
Saint Louis, Minn. 
Chatham, Ga. 
Trumbull, Ohio 
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Kanawha, W. Va. 
Sedgwick, Kan. 
Stark, Ohio 
Yellowstone, Mont. 
Creek, Okla. 
Payne, Okla. 
Ramsey, Minn. 
Dallas, Tex. 
Alameda, Cal. 
Boyd, Ky. 
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Total Above 
Counties 
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"% of U. S. A. Total. 


Manufacture of Rubber Products, Leading Counties 


Estimates for 100 counties with 97% of 1952 Employment; 98% of 1952 ‘Value Added” 


Windsor, Vt. 
Middlesex, Conn. 
Carroll, Md. 
Cuyahoga, Ohio 
Bucks, Penn. 
Huron, Ohio 
Kent, Mich. 
Colbert, Ala. 
Chester, Penn. 
Coshocton, Ohio 
Marion, Mo. 
Wexford, Mich. 


Richland, Ohio 
Portage, Ohio 
Morris, N. J. 
Mahoning, Ohio 


Lee, la. 

Lawrence, Ohio 
Montgomery, Tenn. 
Medina, Ohio 

St. Clair, Mich. 
Auglaize, Ohio 
Geauga, Ohio 
Lake, Ohio 


Summit, Ohio 

Los Angeles, Cal 
Middlesex, Mass. 
Wayne, Mich. 
Passaic, N. J 

New Haven, Conn. 
Montgomery, Ohio 
St. Joseph, ind. 
Montgomery, Penn 
Shelby, Tenn. 
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Hancock, Ohio 
Broome, N.Y... . 
Ashiand, Ohio. . . 
Jackson, Mich. 
Delaware, Ind. 
Polk, ta. 

Rock Island, tl. 
Tuscaloosa, Ala. 
Adams, Miss. 
Erie, Penn 
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Sandusky, Ohio 
Stark, Ohio 
Worcester, Mass 
Shawnee, Kan. 
Dodge, Wis. 
Lancaster, Neb. 
Elkhart, Ind. 
Wabash, Ind. 
Haywood, N. C. 
Oakland, Mich. 


Sanne eneoanean 
Seeewueeaoawuwes 


Mercer, N. J 
Providence, R. | 
Denver, Colo. 
Hampden, Mass. 
Erie, N. Y. 
Bristol, Mass. 
Cook, ti. 
Etowah, Ala. 
Marion, Ind 

Eau Claire, Wis 


Hunterdon, N. J. 
Butler, Penn. 
Erie, Ohio 
Alameda, Cal. 
Ottawa, Ohio 
Fayette, Penn. 
Dutchess, N. Y 
Washington, Md. 
Adams, Penn. 
Daviess, Ind 
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Wayne, Ohio 
Essex, Mass. 
Hamilton, Ind. 
Baltimore City, Md. 
New Castle, Del. 
Allen, Ind. 
Ottawa, Okla’ 
Suffolk, Mass. 
Queens, N. Y. 
Kings, N. Y. 
Gibson, Tenn. 
Licking, Ohio 
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McLennan, Tex. 
Essex, N. J. 
Hampshire. Mass. 
Tippecanoe, ind 
Berrien, Mich. 
Harford, Md. 
Crawford, Ohio 
La Crosse, Wis. 
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Fairfield, Conn 
Norfolk, Mass. 
Philadelphia, Penn. 
Westmoreland, Pa. 
Allegany, Md 
Bristol, R. | 
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Total Above 
Counties 248.8 586 


ln] 
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% of U.S.A. Total 97.2) 67.0) 
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Careful reading of the Explanatory Introduction, starting on page 11, will help you make the 
best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


Of course IT use India RUBBER WORLD — I want complete coverage ! 


COMPLETE COVERAGE does not merely mean the distribution of a publication to its specific industry .. . it means readership 
by the key men in its industry, those men controlling the buying of your product; it means full editorial reporting of all event. 
and developments; it means continued leadership in volume of advertising; it means assurance of broad and accurate editorial 
scope by an gEditorial Advisory Board composed of leading men in the various divisions of the industry; it means a “Plasties 
Technology” section for coverage of the closely related plastics industry. 

COMPLETE COVERAGE means a publication which has been the leader in its field for more than 64 years. 


COMPLETE COVERAGE means that your advertising will be read and studied by the men who will buy your products. 


> » if 
A Established 1889 Write for BOOKLET 806 for complete 


Bill INDIA information on how India RUBBER 


LN RUBBER WORLD “tinct 


18606©FOURTH 6AVENUEF, NEW YORK 16, NEW YORK — WESTERN OFFICE $33 NORTH MICHIGAN AVENUER, CHICAGO 1, ILLINOIS 
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SM Data on Industrial Potentials 


Manufacture of Leather and Leather Products, Leading Counties 


Estimates for 100 counties with 82% of 1952 Employment; 84% of 1952 “Value Added” 


COUNTY 
and 
STATE 


Essex, Mass. 
Manhattan, N. Y. 


St. Louis City, Mo. .| 


Broome, N. Y. 
Cook, ti. 
Plymouth, Mass. 
Middlesex, Mass. 
Hillsborough, N. H. 
Milwaukee, Wis. 
Kings, N.Y. 
Philadelphia, Penn. 
Worcester, Mass. 
Suffolk, Mass. 
Fulton, N. Y. 
Androscoggin, Me 
Strafford, N. H. 
Scioto, Ohio 

Los Angeles, Cal. 
Essex, N. J. 
Franklin, Mo. 
Norfolk, Mase. 
Hamilton, Ohio 
Rockingham, N. H.. | 
Lancaster, Penn. 
New Castle, Del. 
Herkimer, N. Y. 


Value 
Added 


No. 
OLD 
Plants Est. ‘in 


millions 


94 


Em- 
COUNTY 
and 
STATE 


Franklin, Ohio 
York, Me. 
Kennebec, Me. 
Queens, N. Y. 
Campbell, Va. 
Dauphin, Penn 
York, Penn. 
Davidson, Tenn. 
Monroe, N. Y. 
Cayuga, N. Y. 
Oxford, Me. 
Madison, Iii. 
Rock, Wis. 
Penobscot, Me. 
Orange, N. Y. 
Hudson, N. J. 
Cumberland, Me. 
Sheboygan, Wis. 
Cape Girardeau, Mo. 
Gasconade, Mo. 
Bristol, Mass. 
Somerset, Me. 
Berks, Penn. 
Randolph, ti. 
Cole, Mo. 
Lebanon, Penn. 
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ploy- 


ment 


Value 
Added 
No. 


Plants Est. 
millions 


in 
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COUNTY 
and 
STATE 


Perry, Mo. 
Marion, Mo. 
Berkshire, Mass. 
Fairfield, Conn 
Coles, tll. 

Bronx, N. Y. 
Camden, N. J. 
Denver, Colo. 
Schuylkill, Penn. 


Baltimore City, Md. 


Gwinnett, Ga. 
Sumner, Tenn. 
Lycoming, Penn. 
Tioga, Penn. 
Middlesex, N. J. 
Saline, Mo. 
Chippewa, Mich. 
Hampshire, Mass. 
Fond Du Lac, Wis. 
Racine, Wis. 

St. Francois, Mo. 
Elk, Penn. 
Merrimack, N. H. 
Onondaga, N. Y. 
Adams, Penn. 
Sullivan, N. H. 


ploy- 
ment 
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No. 

of 
Plants Est. ‘in 
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COUNTY 
and 
STATE 


Ross, Ohio 
Haywood, N. C. 
Richland, 111. 
Randolph, Mo. 


Goodhue, Minn. 
Hampden, Mass. 
Jackson, Hl. 
Passaic, N. J. 
Marion, til. 

St. Charles, Mo. 
Scott, Mo. 
Lincoln, Wis. 
Franklin, Ky. 
Saint Clair, tl. 
Lehigh, Penn. 
Adams, lil. 
Jefferson, Mo. 
Jackson, Mo. 


McCracken, Ky. 

Vermilion, tl. 

Total Above 
Counties 


Cumberland, Penn. 


San Francisco, Cal. 


Value 
Added 


Plants, Est. (in 
millions) 
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300. 


% of U.S. A. Total.| 82.4) 81.1 


Manufacture 


COUNTY 
and 
STATE 


Los Angeles, Cal. 
Cook, ti. 
Allegheny, Penn. 
Hancock, W. Va. 
Wayne, Mich. 
Westmoreland, Pa. | 
Washington, Penn. 
Cumberland, N. J. 
La Salle, til. 
Steuben, N. Y. 
Worcester, Mass. 
Mercer, N. J. 
Lawrence, Penn. 
Niagara, N. Y 
Armstrong, Penn 
Baltimore City, Md 
Muskingum, Ohio 
Harrison, W. Va. 
Montgomery, Penn 
St. Louis City, Mo 
Kanawha, W. Va 
Columbiana, Ohio 
Fairfield, Ohio 
Philadelphia, Penn. 
Madison, |I! 
Tuscarawas, Ohio 


Northampton, Penn 
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Plants Est. 
millions) 


mn 


Em- 
ploy- 
ment 


COUNTY 
and 
STATE 


Jefferson, Ala. 
Lucas, Ohio 
Manhattan, N. Y. 
Middlesex, N. J. | 
Alameda, Cal. | 
Somerset, N. J. 
Jefferson, Mo. 
Audrain, Mo. 
Licking, Ohio 
Franklin, Ohio 
Stark, Ohio 
Cuyahoga, Ohio 
Erie, N. Y. 
Onondaga, N. Y 
Kings, N. Y 

Albany, N.Y 

Lake, tl 

Salem, N. J. 
Washington, Vt 
Lake, Ind 

Beaver, Penn. 
Marion, W. Va. 
Mahoning, Ohio 
Huntingdon, Penn 
Wood, W. Va. 
Delaware, Ind. 
Fairfield, Conn. 


Value 
Added 
No. 


« GD 


Plants Est. (in 
millions 


COUNTY 
and 
STATE 


Summit, Ohio 
Marshall, W. Va. 
Hamilton, Tenn. 
Clearfield, Penn. 
Fayette, Penn. 
Hamilton, Ohio 
Middlesex, Mass. 


San Bernardino, Cal. 


Lancaster, Penn. 
Wood, Ohio 
Perry, Ohio 
Harris, Tex. 
Knox, Tenn. 
Okmulgee, Okla. 
Cabell, W. Va. 
Seneca, Ohio 
Lehigh, Penn. 
Grant, ind. 
Hartford, Conn. 
Genesee, N. Y 
Riverside, Cal. 
Milwaukee, Wis. 
Lawrence, Ind. 
Dade, Fla. 
Suffolk, Mass. 
Jefterson, Ohio 
Sullivan, Tenn. 
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Value 
Added 


No. | 
of BY 
Plants Est. (in 
millions) 


COUNTY 
and 
STATE 


Queens, N. Y. 
Jefferson, Ky.... 
Will, Hl. 
Clay, Ind. 
Bexar, Tex. 
Centre, Penn. 
New Haven, Conn. 
Contra Costa, Cal. 
Knox, Ohio 
Schenectady, N. Y. 
Orleans, La. 
Webster, la. 
Hudson, N. J. 
Essex, N. J. 
Lewis, W. Va. 
Monroe, N. Y. 
Sandusky, Ohio 
St. Louis (County) 
Mo... 
Allegany, Md. 


Total Above 
Counties 


% of U. S. A. Total 


of Stone, Clay, Glass Products, Leading Counties 


Estimates for 100 counties with 62% of 1952 Employment; 63% of 1952 “Value Added” 


Value 
Added 
ploy- No. 


| ment, of 


) Plants Est. (in 
millions) 


Em- 
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322.8 4,138 


| 61.8) 35.5 


68 


SALES MANAGEMENT 


During recent years the products of many industrial 
equipment, tool and supply manufacturers have been 
bought rather than sold. Now, many companies are 
facing a gradual — and often imperceptible — shift to 
a buyers’ market. 


This means that competition will be a lot keener — 
that manufacturers must set their sights on long range 
sales and distribution planning. The surest approach 
to sales production is through a true appraisal of 
present performance — followed by a general strength- 
ening program. 


For the manufacturer selling through industrial dis- 
tributors, building a strong sales and distribution 
structure is no longer just an opportunity — it’s a 
prime responsibility! If distribution bogs down at the 
distributor level, it can have a far reaching effect on 
the entire organization of the manufacturer. 


Here are a few key points that should be reviewed 


A McGrow-Hill Publication 


tomorrow's 
market position 
must be 
planned 

today! 


by manufacturers selling through industrial supply 
distributors . . . 


Product and Product Development 
Packaging Design and Protection 
Sales Policy 

Pricing and Discount Structure 
Manufacturers Product Catalogs 
Distributors Catalogs 

Distributor Promotion and Selling Aids 
Manufacturers Sales Schools 
Distributor Sales Meetings 

Clinics and Exhibits 

Association Activities 
Manufacturer-Distributor Contacts 


Plan now to strengthen your distributor structure! 
For experienced counsel in your sales and distribution 
planning, contact your nearest INDUSTRIAL DIS. 
TRIBUTION representative or write. 


330 West 42nd Street, New York 36. New York. 


edited exclusively for Industrial Distributors and their salesmen 


MAY 10, 1953 


SM Data on Industrial Potentials 


Manufacture of Primary Metals, Leading Counties 


Estimates for 100 counties with 83% of 1952 Employment; 87% of 1952 “Value Added” 


COUNTY 
and 


STATE 


Allegheny, Penn 
Cook, il! 
Lake, Ind. 
Wayne, Mich 
Cuyahoga, Ohio 
Erie, N.Y 
Mahoning, Ohio 
Beaver, Penn 
Jefferson, Ala. 
Baltimore ‘County 
Md 


New Haven. Conn 
Stark Ohio 
Westmoreland, Pa 
Trumbull, Ohio 
Northampton, Penn 
Los Angeles, Cal 
Cambria, Penn 
Milwaukee, Wis. 
Lorain, Ohio 
Madison, tl 


Washington, Penn 
Baltimore City, Md 
Fairfieid, Conn 
Worcester, Mass. 
Jefferson, Ohio 
Mercer, Penn 
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Value 
Added 
No. 


of 


Plants Est. ‘in 
millions 


COUNTY 
and 
STATE 


Muskegon, Mich. 
Philadelphia, Penn 
Saginaw Mich. 

| Dauphin, Penn 

| Blount, Tenn 


Niagara, N. Y 
Middlesex. N. J 

St. Louis City, Mo. 
Montgomery, Penn. 
Pueblo, Colo. 
Berks, Penn 
Onondaga, N. Y 
Etowah, Ala. 
Hancock, W. Va 
Chester, Penn. 


Butler, Ohio 
Lucas, Ohio 
Oneida, N. Y 
Jackson, Mo 
Essex N. J 
Burlington, N. J 
Calhoun, Ala 
Lebanon, Penn. 
Union, N. J 
Hudson, N. J. 


Utah, Utah 


Em- 


ploy- 
ment 
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Value 
Added 


No. 
” @ 
Plants Est. (in 
millions 


COUNTY 
and 
STATE 


Lawrence, Penn. 
Erie, Penn. 
Marion, ind. 
Butler, Penn. 
Grant, ind. 

Harris, Tex. 

San Bernardino, Cal 
Franklin, Ohio 
Scioto, Ohio 


St. Lawrence, N. Y. 
Saint Clair, i. 
Delaware, Ind. 
Hamilton, Ohio 
Contra Costa, Cal. 
Montgomery, Ohio 
Howard, Ind. 
Hamilton, Tenn. 
Saint Louis, Minn. 
Alameda, Cal 


Providence, R. | 
Hampden, Mass. 
Spokane, Wash. 
Delaware, Penn 
Lake, til 

Colbert, Ala. 
Schenectady, N. Y. 
Bergen, N. J 


Em- 
ploy- 
ment 
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Value 
Added 


No. 
- 
Plants Est. ‘in 
millions 


Value 
Added 
No 


« GD 


Plants Est. (in 
millions 


COUNTY 
and 
STATE 


Oakland, Mich. 
Berrien, Mich. 


wo ow 
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24 
25 


38 
36 
28 
33 


Hartford, Conn. 
Multnomah, Ore. 
Allen, tnd. 
Winnebago, til. 
Macomb, Mich 
Will, tt. 

Kings, N. Y. 
Brooke, W. Va. 
Carbon, Penn. 
Peoria, Il. 


25 
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King, Wash. 
Miffiin, Penn. 
San Mateo, Cal. 
Fayette, W. Va. 
Boyd, Ky. 
Campbell, Ky. 
Chautauqua, N. Y. 
Ohio, W. Va. 
Mercer, N. J 
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Total Above 
Counties 


of U.S. A. Total 82 


THIS IS IEN’S MARKET 


Gota 
product 
to 


Sell 


America’s best-rated and fastest-growing indus- 
trial plants, in all manufacturing industries, sup- 
plemented by government agencies and consult- 
ing firms whose decisions affect quantity purchases 
by industry. 


Readers in plants rated 
$100,000 or over 


Readers in plants rated 
$1,000,000 or over 


85.9% 


57.3% 


WHO READS IEN 


to 
Industry 


Industrial 
Equipment News 
can help you find 
and sell specifiers, 
buyers and users 
of industrial 
equipment, parts, 


materials. AFFILIATED 


THERE ARE 


62,171 copies (total distribution 67,080) go each 
month to operating, engineering and production 
men; plus qualifying individuals in government 
arsenals, shipyards, proving grounds; plus selected 
readers in engineering firms. These men are the 
real specifiers and buyers of industrial products. 
93.0% of INDUSTRIAL EQUIPMENT NEWS 
circulation is by reader request. 

Note functional breakdown: 


Readers in production management 44.2% 
Readers in plant engineering and 

operation 51.3% 
Readers in purchasing 37.3% 
Readers in product design and 


engineering 39.2% 


3 GEM S: US. CANADIAN, BRITISH. romertsts ) 


WHY THEY READ IEN 


100% of the editorial content of INDUSTRIAL 
EQUIPMENT NEWS is concerned with product 
news and information. As the original and lead- 
ing service in this field, IEN concentrates on 
interpreting product news accurately, completely, 
promptly. 


Readership verification indicates that 99.4% 
of verified readers use IEN for finding and 
buying equipment, parts and materials. 


HOW EVERY IEN AD GETS 
PREFERRED POSITION 


Newspaper make-up, tabloid size, permits highly 
efficient use of space, with editorial items in center 
column, flanked by advertisements. 


ADVERTISING RATES 


THOMAS PUBLISHING COMPANY 


461 Eighth Avenue, New York 1, N. Y. 
Adianta * Boston * Chicago + Cleveland + Detroit + Indianapolis - Los Angeles * Philadelphia + Pittsburgh 


Standard 1/9 Page Units: 
One time 

Six times, at 

Twelve or more times, at 


Averages more 
display ads per 
issue than any 
other business 
monthly, 
weekly or daily. 


SALES MANAGEMENT 


Fabricated Metal Products, Leading Counties 


Estimates for 100 counties with 80% of 1952 Employment; 81% of 1952 ‘Value Added” 


Value Value 
Added Em Added 


COUNTY j ~ No COUNTY ploy- Noe. COUNTY 
and | of and { |ment of @D 


and 


STATE ‘ Plants Est. (in STATE | ¢! Plants Est. ‘in STATE 


Cook, Ill. 


Wayne, Mich. 

Los Angeles, Cal. 
Cuyahoga, Ohio 
Philadelphia, Penn 
Hartford, Conn. 
Allegheny, Penn. 
Kings, N. Y. 

New Haven, Conn. 
Baltimore City, Md. 


Manhattan, N. Y. 
St. Louis City, Mo. 
Fairfield, Conn. 
Milwaukee, Wis. 
Hamilton, Ohio 


Erie, N. Y. 


Worcester, Mass. 


Essex, N. J. 


Winnebago, Ili. 
Queens, N. Y. 


Hudson, N. J. 
Jefferson, Ky 


Kent, Mich. 


Marion, ind. 

Summit, Ohio 
Suffolk, Mass. 
Franklin, Ohio 


millions) millions 


1,558 645 | Providence, R. |. Hampden, Mass. 
633 426 | Beaver, Penn 0 Lancaster, Penn. 
1,149 Lucas, Ohio Erie, Penn. 
Bristol, Mass. 
Onondaga, N. Y. 
Multnomah, Ore. 


Hamilton, Tenn 
Madison, Ind. 
Alameda, Cal. 
Mercer, N. J. 
Westmoreland, Pa. 
Montgomery, Pa. 
Stark, Ohio 

San Francisco, Cal. 
Hennepin, Minn 
Middiesex, Mass 


Dallas, Tex. 
King, Wash 
Sheboygan, Wis. 
Essex, Mass. 
Vanderburgh, Ind 
Ramsey, Minn. 
Racine, Wis. 
Ohio, W. Va. 
Manitowoc, Wis. 
Lehigh, Penn. 
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Jefferson, Ala. 
Lake, Ind. 
Butler, Ohio 
Mahoning, Ohio 
Harris, Tex. 
Lorain, Ohio 
Union, N. J. 
Jackson, Mo. 
Oneida, N. Y. 


Calhoun, Mich. 
Berks, Penn. 
Westchester, N. Y. 
Chester, Penn. 
Bergen, N. J. 
Oakland, Mich. 
Monroe, N. Y. 
Kalamazoo, Mich. 
Jackson, Mich. 
Henrico, Va. 

New London, Conn 
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Bronx, N. Y. 
York, Penn. 
Chatauqua, N. Y. 
Trumbull, Ohio 
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Value Value 
Added Added 
No. COUNTY - No 
¢ ne 
Plants Est. (in STATE % Plants) Est. (in 
millions 


27 | Saint Clair, i. 

23 | Hancock, W. Va. 
Richland, Ohio 
Passaic, N. J. 
Lenawee, Mich 
Lake, til. 
Davidson, Tenn. 
Lackawanna, Penn. 
New Castile, Del. 


Ottawa, Mich. 
Columbiana, Ohio 
Kanawha, W. Va. 
Lawrence, Penn. 
Berrien, Mich. 
Kankakee, III 
Sedgwick, Kan. 
Whiteside, til. 
Eau Claire, Wis 
Ingham, Mich. 


Northampton, Penn 


Total Above 
Counties. ..... 8,234 12,761 


% of U.S.A. Total.| 79.9 76.3 
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A Pads 


MEASURED BY PREFERENTIAL USE AND 

BUYING POWER T.R. SUBSCRIBERS OFFER 
SALES POTENTIALS GREATER THAN THREE 
TIMES THOSE OF ANY OTHER MEDIUM 


@ Obviously, the value of advertising is measured by the 


returns it produces. When decision to purchase is made, 
Thomas Register is referred to first. This fact has been 
proven over and over again by surveys, case histories, 
field checks, etc. But, the increase in the number and 
quality of T.R. advertisers is the most striking example 
of its productive power. 

10,384 advertisers currently use 38,943 advertisements 
in T.R. as the foundation for their advertising pro- 
grams. This well-informed group knows from experi- 
ence how Thomas Register aids their sales endeavor. It 
is small wonder then that they place their confidence in 
the exclusive T.R. clientele. 

Thomas Register is truly the background to all Amer- 
ican industry. And T.R. is paid for—more subscription 
money is paid annually for T.R. than is paid for any 
other industrial trade publication. 


awh ewe 


MAY 10, 1953 


A Record in the Industrial Field 


10,384 


ADVERTISERS 
are using 
38,943 ADVERTISEMENTS 
in 1953 Edition 


Thomas Register is judged on 
its power to produce sales. Its 
unwavering course in that one 
direction is evidenced by the 
record number of satisfied T.R. 
Advertisers. Your T. R. Repre- 
sentative has all the facts. 


96% Paid Circulation 


THOMAS 
“AEGISTER. 


469 EIGHTH AVENUE - NEW YORK 1, 


SM Data on Industrial Potentials 


Manufacture of Machinery,* Leading Counties 


Estimates for 100 counties with 79% of 1952 Employment: 81% of 1952 Value Added” 


Cuyahoga, Ohio 
Milwaukee, Wis. 
Montgomery, Ohio 
Hartford, Conn. 
Philadelphia, Penn. 
Los Angeles, Cal. 
Worcester, Mass. 
Hamilton, Ohio 


Tazewell, lt. 
Rock Island, |i. 
Hampden, Mass. 
Fairfield, Conn. 
Marion, Ind. 
Kings, N. Y. 
Providence, R. 1 
Stark, Ohio 
Onondaga, N. Y. 
Allegheny, Penn. 


Muskegon, Mich. 
Erie, Penn. 
Essex, N. J. 
Union, N. J. 
Hudson, N. J. 
Hennepin, Minn. 
Vanderburgh, Ind. 


COUNTY 
and . 
STATE 


St. Louis City, Mo. 
Erie, N. Y. 
Franklin, Ohio 


Harris, Tex. 
Essex, Mass. 

New Haven Conn. 
Winnebago, Ili. 
Lucas, Ohio 
Racine, Wis. 
Suffolk, Mass. 
York, Penn... 
Kent, Mich. 

Black Hawk, ta. 


Manhattan, N. Y. 
Allen, ind. 

Kane, Ill. 

Berks, Penn. 

St. Joseph, Ind. 


Middlesex, Mass. 
Delaware, Penn. 
Dutchess, N. Y. 


| Plants 


Value 
| Added 


. @ 


Est. (in 


VSSILESSEA SSSSSESRES 


COUNTY 
and 
STATE 


Wayne, Ind. 
Schenectady, N. Y 
Bristol, Mass. 
Ramsey, Minn. 
Rock, Wis... .. 
Sangamon, lil. 


Baltimore City, Md. 


Scott, la... 
Mercer, N. J. 
Summit, Ohio 
York, Me. 
Westmoreland, Pa. 
Montgomery, Pa. 
Calhoun, Mich. 
Oakland, Mich. 
Butler, Ohio 
Passaic, N. J. 


Linn, la. 

Tulsa, Okla. . 
Clark, Ohio 
Lancaster, Penn. 
Middlesex, N. J. 
Jefferson, Ala. 
Lawrence, Penn. 
Chemung, N. Y. 
Berrien, Mich. 
La Porte, Ind. 


| } 
| Em | 


"Value 
Added 


© 


Est. ( 
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zi “TT Value 
| eo | sid Added 


COUNTY ploy- 


and ment 
STATE (%) a Est. (in 
millions) 


oun Francisco, “Cal. 
Macomb, Mich. 
Venango, Penn. 
Lake, ill... 

Polk, la... .. 
Warren, N. J. 
Jasper, la. 
Franklin, Penn. 
Tompkins, N. Y. 
Cayuga, N. Y. 


SBRsRBss 


Litchfield, Conn. 
Multnomah, Ore. 
Waukesha, Wis. 
Fulton, I.. 
Westchester, N. Y.. 
King, Wash. 
Lenawee, Mich. 
Queens, N. Y. 
Chautauqua, N. Y.. 
Dallas, Tex. 


SSSBssessean 


Total Above 


Counties . 1301.8 127.82 


% of U.S.A. Total.| 78.6 71.4 


* Except Electrical. 


Manufacture of Electrical Machinery, Leading Counties 


Estimates for 100 counties with 89% of 1952 Employment; 91% of 1952 “Value Added” 


COUNTY 
and 
STATE 
| millions) 


Cook, til.... peas . 489 
Allegheny, Penn... . 

Essex, N. J, 

Hudson, N. J.. 

Cuyahoga, Ohio ‘ 

Philadelphia, Penn... 

Milwaukee, Wis... 

Essex, Mass... 

Fairfield, Conn. 

Manhattan, N. Y. 


St. Louls City, Mo. .| 
Camden, N. J......! 
Schenectady, N. Y.. 
Allen, Ind.......... 
Madison, Ind. 
Middlesex, Mass... 
Montgomery, Ohio | 
Los Angeles, Cal. 
Berkshire, Mass. 


Hennepin, Minn. 
Erie, Penn. 
Monroe, WN. Y. 
Passaic, N. J. 
Erie, N.Y... 
Hartford, Conn. 
Kings, N. Y. 


1,009 


COUNTY 
and 
STATE 


Wayne, Mich. 
Marion, ind. 
Mercer, Penn... . 


Hamilton, Ohio . 
Onondaga, N. Y. 
Nassau, N. Y. 
Queens, N. Y. 
Niagara, N. Y. 
Suffolk, Mass. 
New Haven, Conn. 
Trumbull, Ohio 
Bristol, Mass. 
Westchester, N. Y. 


Providence, R. |. 


Baltimore City, Md. 


Esk, Penn. 
Baltimore 
(County), Md. 
Hampden, Mass. 
Union, N. J....... 
Howard, Ind... . 
Ramsey, Minn. 
Mercer, N. J. 


Santa Clara, Cal... 


Middiesex, N. J... 


Allen, Ohio 


| Value 
Added 


| No. 


of 
Plants, Est. (in 
millions 


71 


BSS SSlLsHeesses 


S22 BSSSSlas 


COUNTY 
and 
STATE 


Oneida, N. Y. 
Somerset, N. J. 
Kane, Ill. 
Sangamon, Ill. 
Forsyth, N.C.... 
Daviess, Ky... 
Richland, Ohio 


Franklin, Ohio 
Chemung, N. Y. 


Marion, W. Va. 
Ashtabula, Ohio 
Washtenaw, Mich. 
Clinton, Penn. 
Kent, Mich. 
Windham, Conn. 
Litchfield, Conn. 
Stephenson, IIi. 
Clark, Ohio 


Em- 
ploy- 
ment 


| (%) 
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Value 
Added 


; @D 


Planta Est. (in 


| millions) 
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COUNTY ploy- | No. 
a \amel @ foe 
STATE Yo) | Plants Est. (in 
millions 


Allegany, N. Y. 


Racine, Wis. 
Huntington, Ind. 
Linn, ta. 
Muskingum, Ohio 
San Francisco, Cal. 


e2eonoanwn 


Westmoreland, Pa. 
Cameron, Penn. 
Wabash, thd... 


Se ee 


Lake, til...... 

San Bernardino, Cal. 
Grant, Ind... 

Lorain, Ohio 
Marathon, Wis. 
Montgomery, Penn. 
Delaware, N. Y. 
Saint Louis, Minn. 
Beaver, Penn. 
Strafford, N. H. 


wns Swaaw oo 


2 ee ee 2 


Total Above 
Counties 


% of U.S.A. Total.| 88.5! 74.01 90.8 
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SALES MANAGEMENT 


\ 


SCTION MANAGER SAYS 


aud satiofied 


THE SEARCH IS OVER FOR ADVERTISERS, TOO! Now, whether you sell 
raw materials, component parts, plant equipment, design, service or fabrica- 


tion, there's a publication tapping, for the first time, this five-BILLION- 
dollar market in its entirety! 


C ac on [ cy 
MELB Ee - ae 1 CORPORATION 


Jan 13 Fee 


Em- 
ploy- 
ment 


COUNTY 
and 


STATE 


Wayne, Mich 
Los Angeles, Cal 
Mich 
Cuyahoga, Ohio 
Sedgwick, Kan 
Oakland, Mich 
Cook, tl 

San Diego, Cal 
King, Wash 

St. Joseph, ind 


Genesee 


Tarrant, Tex 
Erie, N.Y 
Hartford, Conn 
Alameda, Cal 
Kings, N.Y 
Lucas, Ohio 
St. Louis 
County), Mo 
Ingham, Mich 
Baltimore 
County), Md 
Milwaukee, Wis 


Marion, ind 
Baltimore City, Mad 
Delaware, Penn 

St. Louis City, Mo 
Allegheny, Penn 


SM Data on Industrial Potentials 


Transportation Equipment, Leading Counties 
Estimates for 100 counties with 93% of 1952 Employment; 94% of 1952 ‘Value Added” 


No 
of 


Plants 


17 


Value 
Added 


SH) 


Est 
millions 


1,975 
866 
474 
440 
252 
304 
287 
283 


254 
200 
139 
139 


157 
177 


COUNTY 
and 


STATE 


Montgomery, Ohio 
Washtenaw, Mich 
Fairfield, Conn 
Hudson, N. J 
Warwick, Va 


Bergen, N. J 
Allen, Ind 

San Francisco, Cal 
Kenosha, Wis. 
Wyandotte, Kan 
Lake, Ind 
Middlesex, Mass. 
Schenectady, N.Y 
Hamilton, Ohio 
Saginaw, Mich 


Philadelphia, Penn 
Dallas, Tex 
Jackson, Mich 
Kent, Mich 
Orleans, La 

Clark, Ohio 
Suffolk, N.Y 
Union, N. J 
Delaware, Ind 
Nassau, N.Y 


Franklin, Ohio 


Em- 


ploy- 
ment 
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Value 
Added 


Est 
millions 


No. 
of 


Plants in 


121 
115 
88 
92 
67 


COUNTY 
and 


STATE 


Jackson, Mo 
Macomb, Mich 
Calhoun, Mic 
Onondaga, N. Y 
Essex, N. J 
Elkhart, ind 
Henry, Ind 
Galveston, Tex 
Rock, Wis. 


Washington, Md 
Montgomery, Penn 
Bay, Mich 

Mobile, Ala 
Berrien, Mich 
Niagara, N. Y 
Norfolk, Va 
Westchester, N. Y 
Camden, N. J 
Trumbull, Ohio 


Fayette, ind 
Monroe, N. Y 
Monroe, Mich 
Richmond, N. ¥ 
Norfolk, Mass 
Lorain, Ohio 
Jackson, Miss. 
Suffolk, Mass 


Em- 


ploy- 


ment 
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No. 
of 
Plants 


aowwve owen 


Value 
Added 


Est. in 
millions 


Em- 
COUNTY 
and 


STATE 


Vanderburgh, Ind 
Lehigh, Penn 


Butler, Ohio 
Middlesex, N. J 
St. Clair, Mich 
La Porte, Ind 
Hampden, Mass 
New Castle, Del 
Davidson, Tenn 
Winnebago, Wis 
Queens, N. Y 
Jefterson, Ky 
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Macon, tll 
Kalamazoo, Mich 
Shiawassee, Mich 
Duval, Fla 
Winnebago, til 
Fulton, Ga 
Butler, Penn 
Gratiot, Mich 
Berks, Penn 
Ramsey, Minn 
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Total Above 
Counties 1545. 


of U. S. A. Total 93 


ploy- 
ment 
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No 


Plants 


PFagyInaweunw 


Value 
Added 


Est. in 
millions 


Instruments and Related Products, 


Monroe, N. Y¥ 
Cook, til 
Manhattan, N.Y 
Queens, N.Y 
Philadelphia, Penn 
New Haven, Conn 
Bergen, N. J 

Los Angeles, Cal 
Kings, N.Y 
Middlesex, N. J 


Fe@ennvwowwoce & 


Worcester, Mass 
Broome, N.Y 
Hartford, Conn 
Middlesex, Mass 
La Salle, i 


319 
169 | 
129 | 
74 
57 
46 
42 
42 
43 


Kane, tll 
Lancaster, Penn 
Fairfield, Conn 
Washtenaw, Mich 
Suffolk, Mass 


Essex, N. J 
Allegheny, Penn 
Cuyahoga, Ohio 
La Crosse, Wis 
Erie, N.Y 
Hudson, N. J 
Westmoreland, Pa 
Lancaster, Neb 
Montgomery, Ohio 
R.1 


Providence 


-—-——— NNN OOO - 


22 
22 
25 
17 


Norfolk, Mass 
Erie, Penn 
Hamilton, Ohio 
Bristol, Mass. 
Knox, Tenn 
Winnebago, Wis 
Litchfield, Conn 
Westchester, N. Y 
Berks, Penn 
Bucks, Penn 


St. Louis, Mo 
Wayne, Mich 
Bronx, N.Y 
Suffolk, N.Y 
Hennepin, Minn 


Leading Counties 
Estimates for 100 counties with 97% of 1952 Employment; 99% of 1952 ‘Value 


2 
1 
1 
1 
1 
1 
1 
1 
1 
1 


wwevuseaoenenco 


12 
5 


Milwaukee, Wis. 
Niagara, N. Y 


Winnebago, tll 
Pulaski, Ark 
Campbell, Ky 
Rensselaer, N. Y 
Berkshire, Mass 
Dane, Wis 
Delaware, Penn 
Baltimore Co .. Md 
Marion, Ind 
Dutchess, N. Y 
Hampden, Mass 
Chittenden, Vt 


Neeerrwoe-=— = 


1 

1 
Dinwiddie, Va 1.7 

1 

1 


qualify, 


life at its best and make extra profit doing it. 


first city in-California 
000,000,000 Market 


You can move your Business or industry to San Biewo and enjoy 


San Diego County offers Golden Opportunities to businesses that 


Right incorporated cities plus many fad crowing unincorporated 


communities in San Diego County. enbté. vou to pick the area 


meets your needs. 


San Diego Chamber of Commence 


SALES MANAGEMENT 


Picturin 


Prog 


. 


The silent testimony of our advertisers—an increase 


of over 200 pages per year for 5 straight years— is far 


more’ convincing proof of Modern Railroads’ 
value than anything we can say. 


SM Data on Industrial Potent 


Instruments and Related Products, Leading Counties 
G7) Estimates for 100 counties with 97% of 1952 Employment; 99% of 1952 “Value Added” 


COUNTY 
and 


STATE 


Franklin, Ohio 
Richmond, N. Y. 
York, Penn 
Alameda, Cal 
Union, N. J 
Lucas, Ohio 
New London, Conn 
Nassau, N. Y. 
Ontario, N. ¥ 
Jackson, Mo 
Albany, N.Y 
Wood, Ohio 


Em- 
ploy- 
ment 


woeoeeeereeenann 


Value 
Added 


Plants Est. ‘in 
millions 


eewwewwt eeeeeenee 


Em- 
ploy- 
ment 


COUNTY 
and 


STATE 


Middlesex, Conn 
Harris, Tex 
Burlington, N. J 
Cumbertand, N. J. 
Stark, Ohio 
St. Louis 
County), Mo 
Walworth, Wis. 
Tulsa, Okla. 
San Francisco, Cal 
La Porte, Ind 
Denver, Colo 


Value 
Added 


‘ G&D 


Plants Est. ‘in 
millions 


“COUNTY 
and 


STATE 


Clark, Ohio 
Kenton, Ky 
Sussex, Del 
Marshall, ta. 
Windham, Conn 
St. Joseph, Mich. 
Mason, Mich. 


Davidson, Tenn 
Multnomah, Ore 
Scott, la 
Elkhart, Ind. 


No. 
of 
Plants 


Value 
Added 


Est. ‘in 
millions 


Value 
Added 
No 


« G&D 


Plants Est. ‘in 
millions 


Em- 
COUNTY 
and 


STATE 


ploy- 
ment 


Highland, Ohio 
Belknap, N. H 
Onondaga, N. Y 
Schenectady, N. Y 
Gibson, Ind 
Dallas, Tex 


Total Above 


Counties 277.3 1,156 


of U. S. A. Total 96.6 83.0 


COUNTY 
and 


STATE 


Cook, tl 
Manhattan, N.Y 
Wayne, Mich 

Los Angeles, Cal 
Philadelphia, Penn 
Cuyahoga, Ohio 
Kings, N.Y 
Allegheny, Penn 
Milwaukee, Wis 
St. Louis City, Mo 


Erie, N.Y 

Essex, N. J 
Hudson, N. J 
Hamilton, Ohio 
Baltimore City, Md 
Middlesex, Mass 
Hartford, Conn 
Worcester, Mass. 
Providence, R. | 
Fairfield, Conn 


Queens, N.Y 
Marion, ind 
Monroe, N. Y 
New Haven, Conn 
Montgomery, Ohio 
Suffolk, Mass 
Lake, Ind 


Em- 
ploy- 
ment 
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Total Manufacture, Leading Counties 


Estimates for 100 counties with 64% of 1952 Employment; 66% of 1952 ‘Value Added” 


Value 
Added 
No 


of 


Plants Est. (in 
millions 


404 
406 


540 
533 
464 


728 


~_———§ Nw & & @ 
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265 


Em- 
COUNTY 
and 


ment 
STATE , 


Summit, Ohio 
Essex, Mass. 
Passaic, N. J 


Alameda, Cal 
Bristol, Mass. 
Jefferson, Ky 
Hampden, Mass 
Hennepin, Minn 
King, Wash 
Harris, Tex 
Union, N. J 
Lucas, Ohio 

San Francisco, Cal 


Genesee, Mich 
Middlesex, N. J 
Montgomery, Penn 
Bergen, N. J 
Fulton, Ga 

Stark, Ohio 
Franklin, Ohio 
Nassau, N. Y 
Onondaga, N. Y¥ 
Jackson, Mo 


Jefferson, Ala 
Sedgwick, Kan 
New Castle, Del 


ploy- 


eo@eocncecdvwnst2 80 — 


Value 

Added 
No p 
r 
Plants Est. (in 

millions 


697 
560 
526 


COUNTY 
and 
STATE 


Delaware, Penn. 
Kent, Mich. 
Berks, Penn 
Oakland, Mich. 
Westmoreland, Pa 
Multnomah, Ore 
Baltimore 

County), Md. 
Erie, Penn. 


Northampton, Penn 
St. Joseph, ind 
Dallas, Tex. 
Mahoning, Ohio 
San Diego, Cal. 
Westchester, N. Y 
Beaver, Penn. 
Camden, N. J 
Ramsey, Minn. 
Niagara, N. Y 
Trumbull, Ohio 


York, Penn 
Bronx, N.Y 
Lancaster, Penn 
Mercer, N. J 
Allen, Ind 
Shelby, Tenn 
Tarrant, Tex. 


eouwwe onnn woo 


No. 
of 
Plants 


310 
694 
617 
567 
313 
978 


97 
368 


Value™ 
Added 


2D 


Est. ‘in 
millions 


399 
395 


Value 
Added 


Est. in 
millions 


Em- 
COUNTY No 
and 


STATE 


ploy- 
ment 
Plants 


Denver, Colo. 278 


Lehigh, Penn 


Schenectady, N. Y 
Winnebago, tI! 
Broome, N. Y. 
Contra Costa, Cal 
Hamilton, Tenn 
Oneida, N. Y. 
Hillsborough, N. H 
Orleans, La 
Madison, tit 
Luzerne, Penn 


2POowe®enunoneood 


Davidson, Tenn 
Norfolk, Mass. 
Muskegon, Mich. 
New Castle, Del 
Lorain, Ohio 
Guilford, N.C 
Henrico, Va 
Butler, Ohio 
Gaston, N.C 
Rock Island, 1! 
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Total Above 


Counties 9954.8139272 69.795 


of U. S. A. Total 63 


Industrial data similar to that appearing above for every county in the country, is avail- 


able on IBM cards. This information may be secured from Market Statistics, 432 Fourth 


Ave., New York 16, N. Y. MUrrayhill 4-3559. 


SALES MANAGEMENT 


UTILIZATION 
gets action in the 
tremendous 
horizontal 
market of 
coal users! 


Ot 97 typical UTILIZATION. readers interviewed recently hy 
John TL Fosdick Associates, 67, or 69°, reported they had 
taken action as a result of material, including ads, appearing 
in Cormization. What kind of action? 

“Wrote for information on conveyor, acquired it and pleased 
with results.” Chemical Company. 

“Oven-fired jet control... installed in two stacks. Two more 
being done.” Tire Company. 

“Saw scraper... first time in Utilization. Now have it.” 

Power Company. 

“Read about ‘weather-chrons’. Bought: six.”-—-Retail Yard. 

These and other comments prove the coal-use market “needs 
what it reads” in Urimizatrion. 90.767. of our copies reach the 
primary buying influences* (presidents, vice-presidents, secre- 
laries, treasurers, superintendents, managers, engineers, tech- 
nical personnel and purchasing agents) in all classifications 
of coal use. including: the majority of coal-burning electric 
utilities and * municipal power stations ® most steel and 
cement mills ¢ some 6,000 manufacturers (automotive, paper, 
ete.) ® all Great Lakes coal docks and coal-handling railroads 
¢ 5.800 prominent retail and wholesale coal yards. 

\dvertisers. too. report action from Urinizarion, In) 1952 
they placed 473 pages of advertising with us, against 31.11 
pages in 1947, 

If you want action from the companies who burn, buy, dock, 
export, handle, heat with, load, manufacture with, mové, sell, 
ship or stockpile coal... use the publication they respond to 
_ UTILIZATION. a een re aes ee 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 
, NEW YORK @ CHICAGO 
PITTSBURGH 
SAN FRANCISCO 
LOS ANGELES 


The MAGAZINE of COAL USES 


MAY 10, 1953 


What Makes the States Economy Tick? 


If we omit the unimportant and Wholesale and Retail 18.6 types of services: (1) Business and 
“all other” classifications of industry. Services 18.0 Repair Services; (2) Personal Ser 
in the United States (according to How do the individual states com ice; (3) Entertainment and Recreation 
the Census of 1950), employment is pare with the nation? Services; (4) Professional and Re 
divided among these industries as If we take the U.S.A. percentages lated Services. The “Services” head 
follows: as the base, 100, then Alabama, with ing on the accompanying table is a 


24.6% of its employed persons in combination of these four sub-totals 


Avriculture 

Mining 

Construction 

Manufacturing— Durables 
Manufacturing—Non Durables 
Transportation 


agriculture, forestry and fishing, has The listed classifications account 
a ratio of 192—or 92% more persons for 92.6% of all employed) persons 
employed in that classification than Not included are finance, insurance 


>— ty 


~ 


is true for the nation. and real estate, public administration 
The Bureau of the Census gives and “not specified” manufacturing in 


Sreivivn~rs 


~l— Ww 


detailed figures for the following dustries. 


State Employment Percentages Relative to U.S. 


MANUFACTURING 
Agriculture, Wholesale 
Forestry Mining Construction Durable Non-Durable Transportation and Services 
and Fisheries Goods Goods Retail 
Alabama 192 88 80 
Arizona 116 35 ; 
Arkansas 62 85 
California 82 
Colorado 4) 
Connecticut 216 
Delaware 
District of Columbia 
Maryland 
Florida 
Georgia 
Idaho 
Iilinois 
Indiana 
lowa 
Kansas 
Kentucky 
Louisiana 
Maine 
Massachusetts 
Michigan 
Minneapolis 
Mississipp: 
Missouri 
Montana 
Nebraska 
Nevada 
New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 
Utah 
Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 
United States 


78 SALES MANAGEMENT 


The Farm Market Section 


Despite the drop in farm prices in 
1952, farm dollar income (including 
Government payments to farmers) 
stood at $33.7 billion—the highest level 
in history. The farm market today still 
represents, extremely 


fertile field for the sale of a wide range 


therefore, an 


of industrial and home consumption 
commodities. 

The farm market may be measured 
in several ways. If we add to the $33.7 
cash income about $2 billion estimated 
is the value of home consumption of 
farm goods, plus another $1.7 billion 
estimated as the rental value of farm 
dwellings, a total gross farm income of 
$37.3 billion may be derived. Farm 
production expenses in 1952 amounted 
to $23 billion, leaving $14.3. billion 
as the total realized net income. of 
farm operators. To this can be added 
the net change in farm inventories, the 
wages received by farm laborers, plus 
about $6 billion of income from non 
farm sources, bringing the total income 
of the farm population up to about $23 
1951, but 
still constituting about LO% of total 


billion, a 2% drop) from 


national income. 

The reason why the farm market 
represents a particularly high quality 
market is that the huge increases in 
dollar particularly 
since 1939 were accompanied by a 


MCcome achieved 


sharp drop in farm population, with 
a marked resultant upgrading of per 
capita income levels in farm areas. 
Phe farm population in 1950 totaled 
5 «million persons, about 16.6% of 
total population, as contrasted with 
nearly St million persons in 1939 
when the farm population accounted 
of the total 


The measure of farm income which 


for nearly 24% 


ippears to have the greatest use in 


marketing is what we call “gross dol 


lars from farming,” i.e., cash receipts 


from farm marketings plus Govern 
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ment payments, Estimated at $33.7 
billion in 1952, this figure measures 
the sum total available to the farm 
population for expenditures on the 
entire range of goods and services re 
quired for either consumption or pro 
duction. 

Our state estimates of gross dollars 
from farming are projections for 1952 
based on data for the first 10 months 
of the vear available from the Bureau 
of Agricultural Economics. The allo 
cation among counties Was based on 
county reports on the value of farm 
products sold in 1949 as ascertained 
by the Census Bureau in the 1950 
Census of Agriculture. In effect, there 
fore, we assume no alteration in 1952 
in the relative distribution of farm 
income within each state from. that 
established by the Census Bureau. 

It will be noted that in some coun 
ties farm income totals exceed total 
Net Effective Buying Income. In al 
most all such cases it will be found 
that farm expenses, Le deductions 
from gross income for wages, feed 
fertilizer, depreciation, interest, ete. 
constitute a relatively high propor 
tion of gross farm income, and that if 
all adjustments were to be made, net 
farm income would fall short of Net 
Effective Buying Income. The rela 
tion between net and gross farm in 
come varies considerably according to 
Thus in Southern 
states, the ratio of net to gross farm 


tvpes of farming 


income may run as high as 90%, 
whereas in highly mechanized farm 
me areas the relation between net and 
gross will fall below 50%. It was felt 
however, that the gross farm income 
represented a better indicator of the 
importance of the farm market than 
would net farm income. The gross 
figure is certainly most important in 
assaying the county’s potential for 
farm equipment, supplies and mate 
rials 


... take me out to the ball game! 


e Ic takes teamwork to win bal! games no matter 
where they are played. And it takes teamwork to 


win Sales, especially in the big Country-Side market. 


e This is a big league market. In the Country-Side 
market live the families who buy half of the things 
business sells, account for virtually all of the income 


dollars of more than half of the nation’s retailers. 


e The best equipped team we know for selling 
Country-Side families is the Country-Side Unit 
This team is a combination of two great magazines 
expressly designed to serve the incerests of ( oOuntry 


Side families —FARM JOURNAL, America’s largest 


st-—fif/tyv cents 


and most successful farm magazine, and its team- 


mate, PATHFINDER, the Town Journal. 


e Win and sell the who/e Country-Side market. Buy 
the Country-Side Unit, the sales winning team with 
more than 4 million circulation concentrated among 


the best customers in Country-Side America. 


Anata. [aliie MM. 


PUBLISHER 


Farm Journal, Inc. 


WASHINGTON SQUARI 
PHILA. 5, PA 


Gross Cash Farm Income by States and Counties 


See explanation of ‘Gross Farm Dollars from Farming,” page 79 


~~ GROSS 


GROSS GROSS GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM CASH FARM 
STATE INCOME STATE INCOME STATE INCOME STATE INCOME STATE INCOME 
and Esti- and Esti- and Esti- and Esti- and Esti- 
COUNTY JM mates COUNTY mates COUNTY JM mates COUNTY J} M mates COUNTY J} M mates 
(in thousands) (in thousands) (in thousands) (in thousands) (in thousands) 
ALABAMA ARIZONA ee 1,365 San Luis Obispo... . 33,220 Ouray. ...........5. 1,158 
| Autauga..... 4,678 I,  o vacdcéveas 6,245 Ouachita............ 1,724 Sea 2,150 
Baldwin... 12,644 Ee 10,682 ORES 969 16,591 Phillipe............. 8,421 
f } Barbour... 8,367 Coconino 6,824 PUR isco cces. 18,321 78,592 eee 1,002 
ae 1,782 de widcinarioes 3,872 Pasties eresin sce 1,251 81,495 ee 18,634 
Blount. 8,366 i ssccetsess 15,163 Poinsett......... 29,318 28,144 
Bullock 3,331 Greenlee 2,078 ee 1,732 6,731 Pueblo... 11,836 
' eae 3,814 Maricopa............ 167,553 Pope. .. 2,872 845 Rio Blanco 3,920 
Calhoun............. 3,111 ee 2,649 Prairie bhetssae 8,756 15,547 Rio Grande........ 17,170 
Chambers... 4,004 MN Geitkseonsce 7,369 Pulaski......... 7,613 29,467 Routt... 5,865 
Cherokee 5,659 | a 17,063 bien 85,180 Saguache........... 6,580 
Randolph 6,568 Stanislaus... 107,004 San Juan......... 
| evevccecvocece St. Francis 
' 
' 


Covington 


Crenshaw... 
Cullman... 


Se ee 10,194 
SG es bbxcuies 12,632 
a 5,620 


ee 

eo on 7,020 
| SEE 9,964 
Houston............ 13,403 


ae 4,054 
Limestone 16,955 
Lowndes 5,805 
Macon 3,909 
Madison 15,672 
Marengo 7,051 


Monroe 
Montgomery 13,330 
Morgan 10,492 
Perry...... 5,538 
Pickens 4,999 
Pike..... 8,480 
Randolph 3,055 
Russell 3,433 
St. Clair 2,317 
Shelby 3,020 
ee 5,301 
Talladega. . 5,335 
Tallapoosa. . 2,856 
Tuscaloosa 6,288 
Walker... 2,919 
Washington 2,314 
Wilcox 5,053 
Winston 2,616 
Total 424 , 268 


er 
Yuma... 


Total. 


ARKANSAS 


Cleyburne 
Cleveland 
Columbia 
Conway..... 
Craighead... 
Crawford............ 


ME xabbesbusneves 
A aceeveseviowe 


Desha 
Drew , etaad 
er Te 
Franklin 
Fulton 

Garland 
Grant 

Greene 


Hot Spring 


Howard 
independence 
izard 

Jackson 
Jefferson 
Johnson..... 
Lafayette... 
Lawrence 
Lee 

Lincoln 


Littie River 
Logan 
Lonoke 
Madison 
Marion 
Miller 
Mississippi 
Monroe 
Montgomery 
Nevada 


Alpine...... 

Amador 4,166 
Ee 38,728 
Sbcaccescses 4,042 


Glenn 29,948 
Humboldt 17,911 
Imperial 122,597 
Inyo 2,238 
Kern 199, 006 
Kings 71,353 


Los Angeles ’ 

Madera 60,631 
Marin 20,077 
Mariposa... 3,237 
Mendocino 12,133 
Merced... . 89,302 
Modoc 15,692 
Mono ; 1,881 
Monterey 94,286 
Napa 15,062 
Nevada 2,972 
Orange 93,450 
Placer 12,781 
Plumas 2,139 
Riverside 85,670 
Sacramento 65,183 
San Benito 18.294 
San Bernardino 82,380 
San Diego 67,678 
San Francisco 3,525 
San Joaquin 125 , 286 


COLORADO 
RRND isecanvevesess 


Cheyenne........... 
Clear Creek......... 


Conejos...... 
Costilia..... 


Larimer... 
Las Animas 
Lincoin 
Logan 
Mesa 
Mineral 


Moftat 
Montezuma _ 
Montrose....... 
Morgan 

Otero 


CONNECTICUT 
Fairfield.......... . 10,514 
Hartford........ ; 61,064 


Windham........... 18,110 


= Total 


Brevard 6,351 
Broward 20,210 
Calhoun. 1,106 
Charlotte 879 
Citrus. . 874 
Clay 1,903 
Collier . 5,072 
Columbia 2,556 
Dade... ; 27,350 
De Soto.... 3,719 
Dixie.. 383 
Duval 8,861 
Escambia 2,462 
Flagler 2,551 
Franklin 148 
Gadsden 16,127 
Gilchrist. . 1,271 
Glades..... 3,549 
Gulf 141 


(Cont'd, on pg. 86) 
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STATE LEADERS IN 1952 _. 
GROSS CASH INCOME 
FROM FARMING 


U.S.A. gross farm income in 1952 was virtually 
(In millions of $) unchanged from the previous year at 33,689.1 


; millions of dollars. 
Mort 
Wyo e: : 


Utah 


LEDGEND 
BR 2iition s ano over 

iti 34 BILLION AND OVER 
> BILLION AND OVER 


3" 
[_] % BILLION AND OVER 
a 


LESS THAN ‘% BILLION 


BILLION $ AND OVER 


RANK FARM INCOME 

1 Calif. 2,822.9 13. Penn. 900.5 25 Tenn. 907.6 LESS THAN A ‘% BILLION 
2 lowa 2,310.9 14 N.C. 899.8 V4 BILLION AND OVER 37 NLM. 233.9 
3 Texas 2,195.3 15 Mich. 783.6 26 Ore. 490.5 38 Me. 224.6 
4 Ill. 2,060.7 16 Okla. 767.8 27 Fla. 482.3 39 Mass. 206.7 
5 Kans. 1,526.9 Ve BILLION AND OVER 28 Va. 472.1 40 Utah 183.6 
.6& Minn. 1,324.7 17 Ga. 681.8 29 Ala. 424.2 41 Conn. 170.9 
7 Wis. 1,217.6 18 Wash. 613.3 30 S.C. 398.5 42 Wyo. 166.7 
8 Neb. 1,169.8 19 Colo. 599.6 31 La. 388.3 43 W. Va. 139.9 
9 Ind. 1148.4 20 Ark. 596.6 32 -N. J. 382.9 44 Vt. 123.6 
10 Mo. 1,147.3 21 S$. D. 570.1 33 Mont. 373.1 45 Del. 111.5 
1f Ohio 1,120.0 22. Miss. 5408 | 34 Ariz. 370.0 46 NH. 69.5 
VY, BILLION AND OVER fit ae a ee 537.5 35 Ida. : 368.3 47 Nev. 61.9 
ma &Y. 966.6 24 Ky. 513.2 | 36. Md. 292.6 48. RI. 27.6 


PICTOGRAPH BY 


Soles Source: SALES MANAGEMENT 
Research Department 
5-10-53 
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NL ‘. 
Cash. ...... buying power! 


High spot on the purchasing power map 
is the fifteen agricultural Heart states... 
where the nation’s best farmers have the 
best land, highest property investment, 
largest yields ...of the 1952 U.S. production, 
they raised: corn 86%, wheat 69%, oats 


87%, hay 63%, soybeans 86%. 

Nine farms in ten are electrified. The 
average value of farm land and buildings 
is almost twice the average for the other 
33 states. And the farmers earn more than 
half of total U.S. farm income! 

The choicest segment of the country’s 
economy, with the most spendable cash, 
highest buying power, is best reached by 
SUCCESSFUL FARMING... concentrating 87% 
of its 1,250,000 circulation in this area 
... giving deep penetration, delivering 
readership and influence based on more 
than a half century of service. The SF 
Heart states subscribers have an average 
annual cash farm income in excess of 
$10,000 — more than 64%, ahead of the 
national farm average! 

In a market mostly missed by general 
media, the advertiser needs SF to balance 
national schedules, tap the vast segment of 
national buying power! 

For full facts, call the nearest SF office. 

MEREDITH PUBLISHING COMPANY... . 
Des Moines, lowa... New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, 
Los Angeles. 


AVERAGE FARMER’S INCOME 
UP 65% FROM PEAK WAR YEAR 


Increased mechanization of farms during the past decade has brought about consolidations, larger 
average size, and a consequent decrease in number of farms of around 10%. Every state in the Union has 
fewer farms. 


NATIONAL MASSACHUSETTS 
*e eee 
{ \ \/\ (eh 
1944 1944 \/s a\i/s | =($) 
*¢e##4 
10% LESS FARMS 40% LESS FARMS 50% INCREASE 
Thus a 59% increase in the gross cash In Massachusetts, for example, there are only 60% 
income from farming (1952 over as many farms as there were in 1944. The state’s 


1944) is spread among 10% fewer 
farmers, which means that the income 
from the average farm is up 65% 
instead of 59%. increase of 83%. 


farm income, 1952 over 1944, is up 50%. More 


income, fewer farms: the average farmer has an 


THESE FARMERS 100% BETTER OFF 


NUMBER FARMS| 1952 OVER 1944, ADJUSTED u.s. overat averace 90.3  5* 
i 1 250°. 
M797 Rico, ak, os RR Tenn. 98.7 [I 57% 
———_ md. = 87.6 RR v4 ry. 91.6 RD 58% 
xan. 931 Ore. 948 RR 4% ny. 63.5 (RD 55% 
conn. 70.0 [I 109°. wyo. 96.3 QR mo. 955 MR 55x 
v4. 70.7 J 100°. 95.6 RR v0 W.Va. 63.4 RD 5% 

80 TO 99% MORE INCOME Pa. 85.5 = 10% Fla. 92.8 ae 51% 
—e 60ltédR hia. 98.6 I 69% miss. 95.4 [RD six 
ri. 63.5 RR 93°. so. 96.7 [RR sx. mich. 88.9 [RD 50°. 
x. «94.7 89°. sc. 94.4 [RD os. va. 87.3 RY 50% 
ca 87.7 RD 0°. i. 955 RD os. Ohio 90.4 RR 40% 
tex. 96.3 I o5°. ind. 95.4 64 Mont. 928 (RR 47% 
Mass. 598 RD e3°. Utah 91.7 RR cae nc. 998 ase. 
vt. 7.7 RR 82° Okla. 86.2 (D 62% ida. 96.9 RR 43% 

60 10.79% MORE INCOME . ca. «99.5 RB oe twa 7 I ax 
colo. 948 MD 19°. UP TO 59% MORE INCOME /« del = 80.0 I 35% 
veo. 959 QR Minn, 94.7 RR 58° Wash. 67.2 [4 
Ee wis. 94.3 RR sex. no. 939 fi 25% 


Sales Monagaenaal Sources Dep’t..of Agriculture and 
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repeat performance 


mo greatest 
“peep” show 


on earth 


Midwest Farmers Produce 
Quarter Billion Chicks, One-third 
of All U.S. Eggs 


“Now showing” in the Midwest 
theater is the greatest ‘‘peep’”’ 
show on earth. More than a quar- 
ter billion chicks, all peeping their 
lungs out, have joined the chorus 
since spring hatching began. 
It’s a production that can be 
of major importance to you and 
your Midwest dealers because: 
@ One-third of the entire United 
States supply of eggs is produced 
in the Midwest. 
@ Chickens are one of the reasons 
Midwest farmers average twice 
the income of farmers in the other 
40 states. 
@ 1,290,341, or 8 out of 9 farm 
families, depend upon localized 
Midwest Unit Farm Papers as 
their chief source of information. 


MASS IS CLASS 


A mass market means more readers 
per dollar. ..a class market means 
more income per prospect. 

To see what happens when you 
put the two together, buy the 
Midwest Unit —one order, one 
plate at a money-saving rate. 


Ask for Your Copy 


“MASS IS CLASS” 
Sc 


by the U. S. Census 

Bureau compares the buy- 

ing power of Midwest Farm 
Paper subscribers and all farmers in 
the 8 Midwest states with the other 
40 states. Write us. 


a5 owns Bee 
wim 


aN ee? 
MIDWEST tou 


Sales Offices: 250 Park Ave., New York 17... 
59 East Madison Street, Chicago 3 . . . Russ Build 
ing, San Francisco 4... 1324 Wilshire Bivd., Los 
Angeles 17 ... 505 N. Ervay Street, Dallas | 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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Gross Cash Farm Income by States and Counties—(Cont’d) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY mates 
(in thousands 


(Cont'd. from pg. 81) 


Indian River 
Jackson 
Jetterson 


Lafayette 
Lake 

Lee 

Leon 
Levy 


GEORGIA 


STATE 
and 
COUNTY 


Candler 
Carroll. . 
Catoosa 
Chariton 
Chatham 
Chattahoochee 
Chattooga 
Cherokee 
Clarke 

Clay... 


Clayton. 

Clinch... 
Coffee... 
Colquitt. 
Columbia 
Coweta. . 
Crawford 
Crisp... 


GROSS 
CASH FARM 
INCOME 

Esti- 
BLD nates 
(in thousands 
4,388 
5,374 


COUNTY 


Long 
Lowndes 


Lumpkin 


McDuffie. . 


Mcintosh 


GROSS 
CASH FARM 


STATE 
and 
COUNTY 


Bonneville 


Boundary. 
Butte... 
Camas... 
Canyon. . 
Caribou. . 
Clearwater 


"GROSS 
CASH FARM 
INCOME 


ILLINOIS 


6,927 
13,300 
20,635 
37,036 

9,830 

8,345 
54,300 
18, 883 


STATE 
and 
COUNTY 


Franklin 
Fulton 
Gallatin. . 


GROSS 
CASH FARM 
INCOME 

Esti- 

JM mates 
(in thousands) 
20,194 
15,121 
26,923 

5,628 

10,476 
13,228 
22,065 

4,890 

29,505 

6,036 


20,203 
17,171 

4,872 
29,648 

1,150 
15,107 
50,621 
47,428 

8,406 
11,124 


8,213 
10,813 
18,919 

3,196 
44,635 
27,883 
18,920 
30,910 
14,548 
54,226 


6,340 
35,400 
47,700 
32,419 
25, 554 
30, 962 
61,010 
27,845 
27,994 
22,470 


8,660 
16,910 
16,571 

4,080 
14,761 
25,516 

9,204 
22,655 
24,473 
15,421 


38,615 
21,419 
5,095 
23,156 
24,107 
62,618 
3,684 
6, 863 
12,792 
5,821 


16,455 
19,410 

5,490 
42,080 
11,405 
10,016 
23,903 
14,120 
30,618 
28,003 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


STATE 
and 
COUNTY 


Union 
Vermilion 
Wabash 
Warren... 
Washington 
Wayne 
White 
Whiteside 
will... 
Williamson 


Winnebago 


GROSS 
CASH FARM 
INCOME 
SM Esti- 

mates 
(in thousands) 


Woodford. .. 


Le 


Adams 
Allen... . 


INDIANA 


Bartholomew 


Benton... 
Blackford 
Boone 
Brown 
Carroll 
Cass 
Clark 


Clay 
Clinton 
Crawford 
Daviess 
Dearborn 


Decatur... . 


De Kalb. . 
Delaware 
Dubois... . 
Eikhart... 


Fayette 
Floyd..... 
Fountain 
Franklin 
Fulton 
Gibson. . 
Grant.. 
Greene 
Hamilton. . 
Hancock 


Harrison... 
Hendricks 
Henry.... 
Howard. 
Huntington 


STATE 
and 
COUNTY 


Morgan 
Newton 
Nobie 
Ohio 
Orange 


Owen 
Parke 
Perry 
Pike 
Porter 
Posey 
Pulaski 
Putnam 
Randolph 
Ripley 


Rush.. 

St. Joseph 
Scott 
Shelby 
Spencer 
Starke 
Steuben 
Sullivan 
Switzerland 
Tippecanoe 


Tipton 

Union 
Vanderburgh 
Vermillion 
Vigo 
Wabash 
Warren 
Warrick 
Washington 
Wayne 


Wells 
White 
Whitley 


Total... 


Adair 
Adams 
Allamakee 
Appanoose 
Audubon 
Benton . 
Black Hawk 
Boone 
Bremer 
Buchanan 


Buena Vista 
Butler 
Calhoun 
Carroll 

Cass 

Cedar 
Cerro Gordo 
Cherokee 
Chickasaw 
Clarke. . 


Clay.... 
Clayton 
Clinton 
Crawford 
Dallas... 
Davis 
Decatur 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
‘in theusands 


STATE 
and 
COUNTY 


Delaware 
Des Moines 
Dickinson 


Dubuque 
Emmet 
Fayette.. 
Floyd 
Franklin 
Fremont 
Greene. 
Grundy 
Guthrie 
Hamilton. . 


Hancock 
Hardin.... 
Harrison 


Mitchell... . 
Monona.... 

Monroe..... 
Montgomery 
Muscatine 


O’Brien 
Osceola... 
Page 

Palo Alto.... 
Plymouth 
Pocahontas 
Polk 
Pottawattamie 
Poweshiek... 
Ringgold 


Van Bure, 
Wapello.... 


Warren.. 
Washington 
Wayne 
Webster. . 
Winnebago 
Winneshiek 


GROSS 
CASH FARM 
INCOME 
JM Esti- 

mates 
in thousands) 


25,024 
16,183 
14,764 


25,199 
14,805 


STATE 
and 
COUNTY 


Woodbury 
Worth 
Wright 


Total 


GROSS 
CASH FARM 
INCOME 

Esti- 
JM mates 
in thousands) 


39,630 
16,960 
25 , 806 


2,310,974 


KANSAS 


Allen 
Anderson 
Atchison 
Barber 
Barton 
Bourbon 
Brown 
Butler 
Chase 
Chautauqua 


Cherokee 
Cheyenne 
Clark 
Clay 
Cloud 
Coffey. 
Comanche 
Cowley 
Crawford 
Decatur... 


Ellisworth 
Finney 
Ford ‘ 
Franklin 


Gove..... 
Graham 
Grant 
Gray 
Greeley 
Greenwood 
Hamilton . 
Harper... 
Harvey. . 


Haskell 
Hodgeman 
Jackson. . 
Jefferson 
Jewell 


Marshall 
Meade..... 


ES cdcvceceess 


Montgomery... 


STATE 
and 
COUNTY 


Morris 
Morton 
Nemaha 
Neosho 
Ness 
Norton. . 
Osage 


Osborne. 
Ottawa 
Pawnee 
Phillips. . 
Pottawatomie 
Pratt. 
Rawlins 
Reno..... 
Republic 
Rice 


Riley 
Rooks 
Rush... 
Russell 
Saline.... 
Scott 
Sedgwick 
Seward... 
Shawnee... 
Sheridan. . 


Sherman. . 
Smith : 
Stafford... 


Boyle 
Bracken. . 
Breathitt 
Breckinridge 
Bullitt... 
Butler. . 
Caldwell 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


15,779 
10,028 
23,487 
10,476 
15, 261 
9,552 
19,983 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


STATE 
and 
COUNTY 


Clark 

Clay 

Clinton 
Crittenden 
Cumberland 
Daviess 


Edmonson 
Elliott. . 
Estill... 
Fayette 
Fleming 
Floyd 


Franklin..... 


Fulton 
Gallatin.... 
Garrard 


Grant 


Lincoln 
Livingston 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands 


Owen 7,359 
Owsley 1,087 
Pendleton 5, 267 
Perry 287 
Pike 

Powell 

Pulaski 


LOUISIANA 
Acadia... vane 
Allen 

Ascension... 
Assumption . 
Avoyelles 
Beauregard 
Bienville. . 

Bossier. 

Caddo 

Caicasieu 


Caldwell 
Cameron 
Catahoula 
Claiborne 
Concordia. . 


East Feliciana 
Evangeline 


Franklin. . 


Jefferson Davis 
Lafayette........... 
Lafourche 

La Salle 


Lincoln... 


Natchitoches 
Orleans 
Ouachita 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY mates 
(in thousands 


Red River 
Richland 
Sabine 
. Bernard 
. Charlies 
. Helena 
- James 
. John 
. Landry 
. Martin 


. Mary 
St. Tammany 
Tangipahoa 
Tensas....... 
Terrebonne 
Union 
Vermilion... . 
Vernon 
Washington 
Webster. . 


West Baton Rouge 
West Carroll 

West Feliciana. .. 
Winn 


Total 


Cumberiand... 
Franklin 


224,653 


MARYLAND 
Allegany......... 
Anne Arundel... 


1,949 
9,109 
18,245 
5,118 
17,327 
19,459 
10,280 
7,112 
9,703 
27,381 
5,781 
15,168 
7,711 
9,239 
18,344 
12,071 
11,177 
6,616 
10,433 
9,570 
14,854 
21,694 
24,341 


Prince Georges. 
Queen Annes... 


GROSS 


CASH FARM 


STATE 
and 
COUNTY 


INCOME 
Esti- 
mates 


(in thousands 


STATE 
and 
COUNTY 


~~ GROSS 


CASH FARM 
INCOME 
Esti- 
JM mates 
(in thousands 


MASSACHUSETTS 


Barnstable 


Franklin. . 
Hampden 
Hampshire 
Middlesex 
Nantucket 


Benzie...... ‘ 
Berrien 


Granch....... 
Calhoun..... 


isabella..... 


3,675 
10,590 
20,529 

384 
16,517 
14,025 
16,219 
21,116 
33, 703 

32 


Ee 


Kalamazoo....... . 


Kalkaska............ 


Leelanau ‘ 
Lenawee...... 


Montcaim.... 
Montmorency 


Muskegon... 
Newaygo.... 
Oakland..... 


Saginaw... 
St. Clair 
St. Joseph 


Sanilac....... 


Schoolcraft. 

Shiawassee. 
Tuscola 

Van Buren.. 


6,334 
6,339 
7,419 


SALES MANAGEMENT 


GROSS 
CASH FARM 
STATE INCOME 

and Esti- 
COUNTY JM mates 
(in thousands) 

Koochiching 2,121 
Lac Qui Parle 20,328 
Lake ‘ 356 
Lake of The Woods. . 2,643 
Le Sueur 15,030 
Lincotn 14,424 
Lyon 24,275 
McLeod 20,430 
Mahnoman 4,220 
Marshall 16,771 
Martin 32,224 
Meeker 19,236 
Mille Lacs 7,626 
Morrison 12,552 
Mower 24,803 
Murray 24,909 
Nicollet 15,906 
Nobles 28 ,006 
Norman 13,951 
Olmsted 20,389 


"GROSS 


~ GROSS 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


~~ GROSS 


GROSS 


CASH FARM CASH FARM CASH FARM CASH FARM 

STATE INCOME STATE INCOME STATE INCOME STATE INCOME 
and Esti- and Esti- and Esti- and Esti- 
COUNTY mates COUNTY JM mates COUNTY JM mates COUNTY mates 
(in thousands (in thousands) (in thousands) in thousands) 
Copiah 5.609 MISSOURI Monroe. .. 11,831 Golden Valley 2,837 
Covington 2,919 Adair 7,719 Montgomery....... 7,866 Granite 2,018 
De Soto 12,430 Andrew... 13,751 Morgan 5,079 Hill 7,139 
Forrest 1,506 Atchison 16,567 New Madrid 33,716 Jefterson 2,528 
Franklin 1,256 Audrain 14,703 Newton 9,336 Judith Basin 8,833 
George 1,511 Barry 9,976 Nodaway 25,658 Lake . 7,618 
Greene 954 Barton 8,675 Oregon....... 4,855 Lewis & Clark 5,615 
Grenada 3,582 Bates 14,994 Osage 6,818 Liberty 5.640 
Hancock 1,142 Benton 6,420 Ozark 3,002 Lincoin. 760 
Harrison 1,644 Bollinger 4,253 Pemiscot 31,364 McCone 5,929 

Boone 10,535 

Hinds 7,513 Perry 9,120 Madison 7,956 
Hoimes 10,252 Buchanan 12.214 Pettis 15,455 Meagher 3,353 
Humphreys 13,371 Butler... 7,400 Phelps 3,598 Mineral 209 
Issaquena 3,415 Caldwell 9,507 Pixe 13,861 Missoula 3,183 
Itawamba 4,948 Callaway 11,229 Platte 13,414 Musselshel! 3,485 
Jackson 1,162 Camden 2.784 Polk 11,549 Park 6,237 
Jasper 2,945 Cape Girardeau 10,705 Pulaski 3,096 Petroleum 2,363 
Jeft Davis 3,298 Carroll..... 16,377 Putnam 7,522 Phillips. . 6,570 
Jefferson 2,185 Carter..... 690 Rolls 8,677 Pondera 11,261 
Jones... 4,547 Cass 15,962 Randolph 7,893 Powder River 7,280 


Otter Tail y Kemper : Ray ‘ ; Powell . 
Pennington 4,838 I cn waee’ 4,285 . Reynolds 1,544 Prairie 3,002 
Pine 9,796 Lamar 2,469 — po Ripley. . 2,630 Ravalli 7,999 
Pipestone 16,658 Lauderdale 3,027 Cierk om St. Charles 13,048 Richland 10,573 
Polk 31,149 Lawrence 2,268 Clay 18.005 St. Clair. . 6,597 Roosevelt 7,505 
Pope 12,893 Leake 4,388 Clinton a1 "163 St. Francois 3,311 Rosebud... 8,308 
Rameey.... 4,243 Lee 8,847 Cole 6 338 CE GB. .ccv 0 cece 13,517 Sanders 2,507 
Red Lake 4,265 Leflore 24,628 Cooper 13.629 Ste. Genevieve... 4,961 Sheridan 6,458 
Redwood 29,748 Lincoin 3,348 Gunns 3.907 Saline : 23,319 Silver Bow 1,076 
Renville 34,890 Lowndes 6,438 a 7.784 Schuyler........ 4,844 Stillwater 6,568 
- Rice 17,598 | Madison oy 5 5.450 | Scotland... 8,840 | Sweet Grass 4,744 
Rock 19,130 Marion,.... 3,878 Scott 14,846 Teton 13,490 
Roseau 10,123 Marshall 7.456 Daviess 11,919 Shannon... 2,000 | Toole 7,909 
St. Louis 8,698 Monroe 8,777 De Kalb... 11, 383 Shelby... 10,073 Treasure.. 2,691 
Scott 11,532 Montgomery 2,307 | Dent... 2,992 Stoddard. .. 23,356 | Valley 9,211 
Sherburne 5,639 Neshoba 4,660 Douglas. . 5,444 Stone 4,868 Wheatland 3,908 
Sibley 21,642 Newton 3,845 Dunklin. . 29,929 | Sullivan... 9,673 Wibaux. .. 2,547 
Stearns 30,461 Noxubee 6,447 Franklin. . 12,724 Taney 2,841 Yellowstone 13,960 
Steele 17,037 | Oktibbeha 4,913 Gasconade.......... 4,468 | Texas 7,156 _— 
Stevens 12,539 Panela 9,360 | Gentry. 11,497 | Vernon... 11,150 Total 373,170 
Greene. . 15,948 a Ms . 
Swift 17,096 Pearl River 6,182 Grundy... 7,854 Warren... 4,730 
Todd 17,256 Perry 1,146 Washington 2,933 
Traverse 11,170 Pike 3,776 Harrison....... 14,671 Wayne... 1,943 
Wabasha 13,809 Pontotoc 6,822 Henry 11,563 Webster 8,249 NEBRASKA 
Wadena 5,498 Prentiss 6,069 Hickory 3,794 Worth........ 6,042 Adams........ 9,651 
Waseca 14,907 Quitman........ 16,298 Holt.. 11,459 Wright 6,356 Antelope 16,042 
Washington 11,642 Rankin 6,027 Howard 9,791 - - Arthur 2,620 
Watonwan 16,831 Scott... 4,940 Howell. .... 5,510 Total 1,147,357 Banner 7,043 
Wilkin 12,732 Sharkey. . 6,281 Iron. 1,643 Blaine 2,719 
Winona... 15,066 Simpson. . . 4,453 Jackson 17,713 Boone 12,414 
’ Jasper...... 11,969 Box Butte 14,891 
Wright = 23,119 | Smith... 5,728 Jefferson 6, 089 Boyd 5,332 
Yellow Medicine..... 22,965 Se 1,182 MONTANA Brown 5,314 
_ Sunflower 40,841 Johnson.... 17,077 Beaverhead 
Total 1,324,751 Tallahatchie 17,262 ew 8,052 Big Horn....... 
pis = ee 7,374 Laclede... 6,845 Blaine . ’ 
MISSISSIPPI Tippah.. 5,272 Lafayette 21,711 Broadwater 4,631 Butler. 13,705 
Adams 1,540 Tishomingo 3,708 | eee 12,284 PR sees evecses 8,515 Cass. . 17,514 
Alcorn 4,840 Tunica 16,698 Lewis. .... 9,455 Carter... 5,504 Cedar 23,807 
Amite 4,720.) Union 6,159 eS ee 11,363 Cascade............ 14,704 Chase 6,067 
Attala 3,929 Walthall............ 4,788 NR asi, 11,569 Chouteau........... 18,569 Cherry 21,620 
Benton 2,498 Livingsten. .. 10,626 Gbencascocesees 6,916 Cheyenne 20,202 
Bolivar... 35,877 Warren......... 2.948 McDonald.......... 6,543 Daniels... 3,915 Clay... 9,985 
Calhoun 5,673 Washington . 27,805 Colfax 13,453 
Carroll 3,989 Wayne... 2,073 Macon... 11,687 Dawson. . 6,053 Cuming 40,279 
Chickasaw 4,591 Webster 2,960 Madison 1,924 Dear Lodge 1,306 
Choctaw 1,491 Wilkinson 1,700 Maries.......... 3,527 WE. acccovncs 4,006 Custer. 26 693 
Winston... . 3,339 Marion... ... 10,417 Pbebckccivenss 18,090 Dakota 8,414 
Claiborne 2,598 Yalobusha 3,881 Mercer. 7,721 Flathead.......... 7,686 Dawes. 9,497 
Clarke 2,086 Yazoo... 11,896 | Ee 6, 656 Gallatin........... 12,720 Dawson 31,046 
Clay........ 3,302 Mississippi... .. 18,348 ee 4,430 Deuel 6,338 
Coahoma Total 640,847 Moniteau 7,555 Glacier 4,676 Dixon 15,080 


MAY 10, 1953 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands 


13,210 
16,428 
23,373 
6,681 
3,082 
16,043 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands) 
NEVADA 
Churchill 


2,802 
1,710 
5,010 
4,643 
7,480 
16,234 
9,610 
12,904 
5,738 
3,450 


NEW JERSEY 
Atlantic. . 
Bergen... 
Burlingt 
Camden. 
Cape May 
Cumbertand 
Essex.. 
Gloucester 
Hudson.. 
Hunterdon 


Mercer 
Middlesex. . 
Monmouth. . 
Morris 
Ocean... 
Passaic 
Salem. 
Somerset 
Sussex 
Union. ... 


Warren 


Total 


NEW MEXICO 
Bernalillo 
Catron. . 
Chaves 
Colfax 
De Baca......... 
Dona Ana 


STATE 
and 
COUNTY 


Eddy 
Grant 
Guadalupe 


Harding 
Hidalgo 
Lea.. 
Lincoln 

Los Alamos 
Luna 
McKinley 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
in thousands 


17,870 
3,470 
4,458 


4,158 
4,482 
11,189 
5,036 


6,151 
2,768 
3,230 
3,183 
12,112 


2,849 
19,031 
1,150 
4,502 
6,485 
2,656 
2,556 
3,226 
1,128 
3,476 


12,726 
6,231 


233,918 


NEW YORK 


Kings (Brooklyn) 
Lewis 
Livingston 
Madison... . 
Monroe.... 
Montgomery 
Nassau. . 


New York 
(Manhattan 
Niagara 
Oneida 
Onondaga 
Ontario... 
Orange 
Orleans 
Oswego 


20,893 
22,845 
27,083 

8,080 
25 087 
14,418 


16,098 


GROSS 
CASH FARM 
STATE INCOME 


and Esti- 
COUNTY mates 
in thousands) 


_ 
— 
w 


BSz2E8 


NORTH CAROLINA 

Alamance 

Alexander 

Alleghany 

Avery 

Beaufort... 

Bertie... 

Bladen. . 

Brunswick 


Currituck 
_ ae 
Davidson. . 
Davie 


Duplin 


16,257 
4,402 
4,113 

538 

14,039 

17,874 


13,856 


Halifax 20,304 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands 


21,842 


Billings. . 
Bottineau 
Bowman 
Burke... 
Burleigh. . 
Cavalier 


SALES MANAGEMENT 


~~ GROSS 


~ GROSS» 


“GROSS 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


GROSS GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM CASH FARM 
STATE INCOME STATE INCOME STATE INCOME STATE INCOME STATE INCOME 
and Esti- and SM Esti- and SM Esti- and Esti- and Esti- 
COUNTY mates COUNTY mates COUNTY mates COUNTY mates COUNTY mates 
(in thousands (in thousands) (in thousands) (in thousands) (in thousands) 
Dickey 7,833 Franklin 17,836 Beaver 22,470 Washington 3,826 Delaware 7,079 
Divide 7,985 Fulton. ... 22,600 Beckham... 14,605 Washita 24,317 Elk... 1,335 
Dunn 7,925 Gallia 5,913 Blaine...... ; 15,403 Woods 15,423 Erie... 20,696 
Eddy 4,313 Geauga... 8,163 Bryan , 9,271 Woodward 12,084 Fayette 4,583 
Emmons 9,402 Greene. 16,954 Caddo... 24,968 — Forest 422 
Foster 4,954 Guernsey 5,080 Canadian 18,060 Total 767 876 Franklin 25,770 
Golden Valley 3,730 Hamilton 10,374 Carter 3,988 ; ieee aig Fulton... 4,317 
Grand Forks 24,495 | Hancock 20,693 | Cherokee 2,742 OREGON Greene 5,611 
Grant. . 6,439 Hardin 17,890 Choctaw 3,394 Baker 12,787 Huntingdon 6,787 
Griggs. 6,315 | Harrigon 3,743 | Cimarron 17,269 | Benton.. 8,057 | indiana... 8,844 
Clackamas 26,871 
Hettinger 5,624 Henry... 20,477 | Cleveland... 5,000 | Clatsop 3,501 Jefferson... 5,341 
Kidder... 6,085 Highland 16,267 | Coal...... 3,631 Columbia 7,382 |  juniata.. 7,204 
La Moure 8,115 Hocking 2,685 | Comanche 9,009 | Coos... 8,929 | Lackawanna 7,711 
Logan....... 5,421 Holmes... 13,266 Cotton 8,769 Crook. . 8,221 Lancaster 114,834 
McHenry 13,551 Huron 14,488 Craig.. 8,489 Curry 3,043 Lawrence 8,738 
Mcintosh. . 5,770 | Jackson... 3,097 | Creek. 4,500 | Deschutes 8,252 | Lebanon.. 16,977 
McKenzie 9,905 Jefferson. . 3,610 Custer 14,938 Douglas 9,664 Lehigh... 18,376 
McLean . 15,783 Knox. 13,562 Delaware 4,605 Luzerne 9,206 
Mercer... .. 6,730 | Lake..... 7,269 Dewey... 10,045 | Gilliam. 9,237 | Lycoming 9,944 
Morton... 10,268 Lawrence 3,490 Ellis... 11,858 Grant... 6,209 McKean 3,017 
Harney...... 7,582 
Mountrail 11,503 Licking 17,880 Garfield 21,883 Hood River 9,490 Mercer 13,303 
Nelson 8,930 Logan 14,635 Garvin 8,675 Jackson 17,297 Mifflin... 7,422 
Oliver... 4,136 Lorain 16,971 Grady... 17,668 Jefferson 7,436 Monroe.. 3,437 
Pembina. 20,214 Lucas 13,506 Grant... 21,178 Josephine 6,788 Montgomery 26,902 
Pierce 8,541 Madison 19,627 Greer 11,869 Klamath 23,795 Montour. 3,645 
Ramsey... 10,375 Mahoning 9,985 Harmon. . 12,083 Lake..... 9,155 Northampton 16,590 
Ransom... 7,716 Marion 13,246 Harper... 14,233 Lane.. 21,509 Northumberland 11,388 
Renville. . 9,453 Medina 13,622 Haskell... 3,725 Porry....... 9,205 
Richland 22,619 Meigs 4,407 Hughes.... 5,503 Lincoin. . 7,376 Philadelphia 2,607 
Rolette. . 6,065 Mercer 20,293 Jackson... 18,715 Linn... 24,652 Pike. 2,442 
Malheur 34,908 
Sargent 8,460 Miami 19,388 Jefferson. . 8,980 Marion 40,548 Painer....... 6.806 
Sheridan 6,039 Monroe 4,631 Johnston... 4,653 Morrow... 12,141 Schuylkill 11,347 
Sioux 2,360 | Montgomery 17,047 | Kay...... 17,558 | Multnomah 15,127 | gnyder......... 6,618 
Slope... 3,934 Morgan 4,691 Kingfisher. . 18,808 Polk........ 14,007 Somerset..... 15,716 
Stark... 8,493 | Morrow 10,549 Kiowa 17,736 | Sherman... 9,713 | Sullivan... 2,239 
Steele... 9,146 Muskigum 9,347 Latimer 1,829 Tillamook 8,045 Susquehanna 17,930 
Stutsman 13,985 Noble 4,142 Le Flore 4,585 Umatilla. ... 36,101 Tioga... 14,283 
Towner 9,452 Ottawa. . 8,215 Lincoln 6,149 Union..... 6,029 
Trail... 15,777 | Paulding 11,677 | Logan...... 7,634 | Union... 8,528 | Venango... 4,432 
Walsh. . 23,806 Perry... 4,558 Love 4,285 Wallowa... 8,635 wien... 6,548 
Wasco 10,517 
Ward... 19, 262 Pickaway... 20,740 McCiain 7,922 Washington 24,682 Washington 14,544 
Wells 10,415 Pike......... 3,736 McCurtain 4,467 | Wheeler. . 2,776 Wayne... 16,185 
Williams 11,518 Portage 11,333 Mcintosh 5, 606 Yamhill... 20,654 Westmoreland 14,612 
— Preble... 18,012 Major... 11, 608 ve Wyoming. . 7,823 
Total 537,543 Putnam 21,685 Marshall. 4,736 Total... 490 ,525 York... 42,448 
ee ee — Richland 10,368 Mayes 4,943 7 a ee 
OHIO Ross 14,886 Murray 3,838 Total ad 900 626 
Adams 8,983 | Sandusky 16,465 | Muskogee 8,750 PENNSYLVANIA ———_— 
Allen... 15,282 Scioto 5,339 Noble 9,734 Adams...... 20,650 
Ashiand 10,119 Seneca 15,284 Nowata 4,958 Allegheny. 11,788 
Ashtabula 14,420 Armstrong 6,648 
Athens. . 4,413 Shelby 16,025 Okfuskee 4,014 Beaver 9,832 
Auglaize. . 17,415 Stark.. 17,503 Oklahoma 9,317 Bedford 11,873 RHODE ISLAND 
Belmont 7,363 Summit 7,435 Okmulgee 5,064 Berks..... 37,707 Bristol. . 1,034 
Brown.. 11,962 Trumbull 10,612 Osage...... 21,750 Blair... 7,461 Kent... 2,676 
Butler 16,746 Tuscarawas 10,132 Ottawa..... 5,337 Bradford 24,968 Newport 6,444 
Carroll 6,351 Union..... 15,796 Pawnee 6,268 Bucks..... 38,273 Providence. . 12,062 
Vanwert. 16,225 Payne.. 7,650 Butler..... 14,712 Washington 5,606 
Champaign 17,410 Vinton 1,433 Pittsburg 6,068 -- 
Clark... 17,692 Warren 14,120 Pontotoc 5,078 Cambria... 5,806 Total . 27,612 
Clermont 8,617 Washington 7,173 Pottawatomie 6,468 Cameron. . 173 ~ a 
Clinton... 18,326 Wayne.. 23,827 Carbon..... 3,034 
Columbiana 12,064 Williams 15,105 Pushmataha. . . 2,563 Centre... ; 11,365 
Coshocton 9,054 Wood. . 25,428 Roger Mills 9,711 Chester. . 51,265 
Crawford 14,549 Wyandot 14,809 Rogers 7,128 Clarion... 6,340 SOUTH CAROLINA 
Cuyahoga 13,199 ——— Seminole 3,708 Clearfield 4,028 Abbeville 3,111 
Darke... 28,381 Total 1,120,059 Sequoyah 2,399 Clinton. . 3,345 Alken... 8,768 
Defiance 13,315 so evo Stephens 6,778 Columbia 13,382 Allendale........... 3,411 
Delaware 14,046 OKLAHOMA Texas...... 31,366 Crawford 16,846 Anderson 12,531 
Erie 8,364 Adair 3,329 Tillman 23,739 Bamberg 4,187 
Fairfield 16,530 Alfalfa. . 17,189 Tulsa... 9,869 Cumberland 16,104 Barnwell 6,028 
Atoka 4,511 Dauphin 13,015 Beaufort. 4,263 


MAY 10,1953 


Gross Cash Farm Income by States and Counties—(Cont’d) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY mates 
(in thousands 


Berkeley 
Calhoun 
Charleston 
Cherokee 
Chester 
Chesterfieid 
Clarendon 
Colleton 
Darlington 
Dillon 


Dorchester 
Edgefield 
Fairfield 
Florence 
Georgetown 
Greenville 
Greenwood 
Hampton 
Horry 
Jasper 


Kershaw 
Lancaster 
Laurens 
Lee. 
Lexington 
McCormick . 
Marion... 
Mariboro..... 
Newberry... 
Oconee 


Orangeburg 

Pickens 

Richland 

Saluda 

Spartanburg 

Sumter 

Union eebucen 
Williamsburg 


438 
6,420 
11,680 


Campbell ve 
Charles Mix.. 


STATE 
and 
COUNTY 


Gregory 
Haakon 
Hamlin 
Hand 


Hanson 
Harding 
Hughes 
Hutchinson 
Hyde 
Jackson 
Jerauld 
Jones 
Kingsbury 
Lake 


Lawrence 
Lincoln 
Lyman 
McCook 
McPherson 
Marshall 


Meade 
Meliette 
Miner 
Minnehaha 
Moody 
Pennington 


Shannon 
Spink 
Stanley 

Sully 

Todd 

Tripp 

Turner 
Union 
Walworth 
Washabaugh 


Yankton 
Ziebach 


Bradley 


GROSS 
CASH FARM 
INCOME 
SM Esti- 

mates 
(in thousands 


308 


_ 
coe oo @ 


—— wWanwewoa 


Campbell..... at 


Cannon.. 
Carroll... 
Carter 


Cheatham 
Chester. . 
Claiborne 


Tb secvctveess 


STATE 
and 
COUNTY 


Dyer 
Fayette 
Fentress 
Franklin 
Gibson 
Giles 
Grainger 
Greene 
Grundy 


Hamblen 
Hamilton 
Hancock 
Hardeman 
Hardin 
Hawkins 
Haywood 
Henderson 
Henry 
Hickman 


Houston 
Humphreys 
Jackson 
Jefferson 
Johnson 
Knox 

Lake 
Lauderdale 
Lawrence 
Lewis 


Lincoin 
Loudon 
McMinn 
McNairy 
Macon 
Madison 
Marion 
Marshall. . 
Maury 
Meigs 


Monroe 
Montgomery 


Washington 
Wayne. 


GROSS 
CASH FARM 
INCOME 
Esti- 

mates 
in thousands 


~ GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY BY mates 
in thousands 


STATE 
and 
COUNTY 


CASH FARM 
INCOME 
Esti- 
mates 
(in thousands) 


Weakley 
White 
Williamsoo 
Wilson 


10,512 
3,193 
9,820 
9,265 


Total 507.624 


TEXAS 
Anderson 
Andrews 
Angelina 
Aransas 
Archer 
Armstrong 
Atascosa 
Austin 
Bailey 
Bandera 


- 
—-wn coo eo 


Bastrop 
Baylor 
Bee 

Bell 
Bexar 
Blanco 
Borden 
Bosque 
Bowie 
Brazoria 


_~_— 
Owns ewoea 


Brazos 
Brewster 
Briscoe 
Brooks 
Brown 
Burleson 
Burnet 
Caldwell 
Calhoun. . 
Callahan 


Cameron 
Camp 
Carson... 
Cass... 
Castro.... 
Chambers 
Cherokee 
Childress 
Clay 
Cochran.... 


Coke 
Coleman.... 


10,390 
13,125 
31,297 
16,759 

5,789 


Deaf Smith 
Delta 


Denton 
De Witt 
Dickens 
Dimmit.... 
Donley 
Duval 
Eastland 
Ector 
Edwards 
Ellis 


El Paso 
Erath 

Falls ; 
Fannin...... 
Fayette 
Fisher 
Floyd 
Foard.... 
Fort Bend 
Franklin 


Freestone 


Petxeeaces : 


Gaines. . 
Galveston. . 


Gonzales...... 
BIEN. ce ccce 


12,649 
9,835 


Jeff Davis.......... 


Jefferson... 
Jim Hogg... . 


Jim Wells........... 


SALES MANAGEMENT 


GROSS 
CASH FARM 
STATE INCOME 
| and Esti- 
' COUNTY mates 
(in thousands 
Kaufman 10,940 
Kendall 2,207 
Kenedy slitendwua 981 
Kent 3,698 
| Kerr 2,963 
] Kimble 3,332 
King 2.244 
Kinney 3,236 
Kleberg 7,704 
Knox 15,560 
Lamar 10,886 
Lamb 29,865 
Lampasas 3,940 
La Salle 5,143 
Lavaca ‘ ‘ 9,183 
Lee basenes 4,143 
ROS. 2.00 3,889 
Liberty. . 5,181 
i Limestone 10,245 
Lipscomb 9,330 
j Live Oak 6,912 
Liano.. ; 4,195 
i Loving bea ; 185 
Lubbock 44,048 
| Lynn 29,419 
McCulloch 9,300 
McLennan 19,929 
McMullen 1,913 
Madison ‘ , 2,759 
Marion toad 837 
Martin 11,950 
Mason 7,587 
| Matagorda 12,846 
| Maverick. . 6,155 
Medina 7,427 
Menard............. 3,884 
ee 7,952 
Milam 10,408 
Mills pcbeuvaesos 4,374 
Mitchell Meanie 9,415 
Montague........... 4,315 
Montgomery .. . 1,976 
Moore 9,349 
Morris 1,204 
Motley 7,626 
Nacagdoches 5,431 
CRNEITO....cccccccces 16,920 
Newton , we 969 
Nolan 7,517 
Nueces 25,342 
Ochiltree 14,697 
Oldham 5,525 
Orange 1,750 
Palo Pinto. . 3,782 
Panola 3,532 
Parker 8,118 
Parmer 13,445 
Pecos 6,453 
Polk 1,785 
Bb sncswsess 5,276 
Presidio 5,788 
Rains 2,005 


Red River 
STE. wcccccess 9,942 
GI coccccceces 4,945 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 


(in thousands 


Robertson 7,404 
Rockwall 2,831 
Runnels... .. 15,129 
Rusk 4,890 
Sabine 791 
San Augustine 1,434 
San Jacinto 1,095 
San Patricio 20,646 
San Saba... 8,086 
Schleicher. ..... 4,926 
Seurry..... 10,175 
Shackelford 3,834 
Shelby 4,880 
Sherman 13,034 
Smith. 7,948 
Somervell —— 984 
Starr 4,689 
Stephens 3,645 
Sterling...... 2,288 
Stonewall... 5,161 
Sutton 3,921 
Swisher 20,299 
Tarrant 15,854 
Taylor 8,617 
Terrell 3,528 
Terry 16,620 
Throckmorter 4,032 
Titus 2,447 
Tom Green 12,116 
Travis 10,999 
Trinity..... 1,259 
Tyler ee ee 830 
Upshur 2,620 
Upton 1,047 
Uvalde ieapeuie 10,134 
_ 3 a 6,630 
Van Zandt..... 8,138 
Victoria. . 7,866 
Walker........... 2,519 
Waller 5,572 
Se eee 1,902 
Washington......... 7,377 
Re 6,792 
Wharton 22,468 
Wheeler............ 7,606 
Ee 5,739 
Wilbarger 15,403 
WR so cececene - 22,693 
Williamson.......... 21,657 
Wilson..... oad 8,489 
Winkler.......... . 652 
Wise 7,648 
Wood 2,943 
Yoakum..... 3,083 
Young 5,183 
Zapata 1,460 
Zavala 11,105 

Total 2,195,378 

UTAH 

Beaver 3,011 


Daggett 354 
Davis 8,807 
Duchesne 5,367 
Emery 3,077 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY BY mates 
(in thousands 
Garfield 2,033 
Grand 659 
iron 5,336 
Juab 2,825 
Kane 882 
Millard 11,216 
Morgan 2,268 
Piute 1,589 
Rich 3,348 
Salt Lake 17,087 
San Juan 4,680 
Sanpete 14,753 
Sevier 10,039 
Summit 4,249 
Tooele 1,963 
Uintah 5,809 
Utah 18,382 
Wasatch. 3,400 
Washington 5,488 
Wayne 2,125 
Weber 9,175 
Total vey 183 ,626 
VERMONT 
Addison. . di 14,317 
Bennington. . 3,905 
Caledonia... . 9,982 
Chittenden. . 11,829 
a 1,903 
Franklin. .... 15,473 
Grand Isle. . 2,369 
Lamoille 5,847 
Orange 9,103 
Orleans 13,465 
Rutland haan 10,429 
Washington 8,495 
Windham 6,557 
Windsor. . . 9,986 
Total 123,660 
VIRGINIA 
Accomac....... 17,657 
Albemarle 6,149 
Alleghany 702 
Amelia 3,671 
Amherst... 2,381 
Appomattox 2,379 
Arlington ee 183 
Augusta. ..... 15,655 
ee 1,135 
Bedford....... 6,936 
Bland. .... 1,869 
Botetourt 4,278 
Brunswick. . . 7,553 
Buchanan. 510 
Buckingham 2,355 
Campbell....... 5,018 
Caroline... .. 2,998 
Carroll 4,152 
Charlotte 5,114 
Charlies City 1,097 
Chesterfield. . . 2,942 


Dinwiddie. . 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Farm Dollars from Farming,” page 79 


~~ GROSS 
CASH FARM 

STATE INCOME 
and Esti- 
COUNTY JM mates 


(in thousands 


1,457 
Fairfax 5,759 
Fauquier 10,789 
Floyd 3,450 
Fluvanna 1,225 
Franklin 6,470 
Frederick 6,747 
Giles 1,409 
Gloucester 1,441 
Goochland . 2,013 
Grayson 3,840 
Greene 1,179 
Greensville 4,593 
Halifax 14,494 
Hanover.... 5,028 
Henrice...... 4,045 
Henry 1,818 
Highland 2,050 
isle of Wight... 8,920 
James City. ... 1,055 
King and Queen 1,431 
King Geerge... 1,084 
King William.... 1,996 
Lancaster....... 920 
Lee siehen te 4,555 
Loudoun 16, 166 
Louisa o 2,446 
Lunenburg........ 5,783 
Madison ; 3,317 
Mathews.......... 605 
Mecklenburg - 12,189 
Middlesex........... 1,474 
Montgomery........ 3,551 
Nansemond 8,962 
Nelson “ 2,563 
New Kent........... 899 
Newport News 1,735 
Norfolk... 6,783 
Northampton....... 11,298 
Northumberland... 2,063 
Nottoway........ 3,292 
Orange 3,649 
PRD. vcccccccecs 4,11 
ren 3,589 
Pittsylvania 20,853 
Powhatan......... 1,946 
Prince Edward. . 3,277 
Prince George... . 2,292 
Princess Anne.. 4,467 
Prince William. . . . 6,901 
rr 3,045 
Rappahannock....... 2,646 
Richmond......... 1,548 
Roanoke........ 3,832 
Rockbridge 4,740 
Rockingham 30,545 
CEB. ciecvees 6,387 
ae 4,469 
Shenandoah...... 9,620 
a ‘ 5,518 
Southampton 13,048 
Spotsylvania... .. 2,554 
Stafford 1,110 


Surry . 

Sussex........ 6,823 
Tazewell......... 4,089 
Warren....... 2,201 
Washington. 9,904 


GROSS 
CASH FARM 
STATE INCOME 

and Esti- 
COUNTY mates 
(in thousands) 

Westmoreland. 2,347 
Wise... 968 
Wythe 4,901 
a 442 
Total 472,121 

WASHINGTON 
Adams 25,203 
Asotin... 4,425 
Beaton 14,505 
Chelan 26,415 
Claliam..... 4,615 
Clark..... 14,342 
Columbia 10,326 
Cowlitz. 4,791 
Douglas. 20,957 
ee 1,806 
Franklin 8,074 
Garfield...... 9,099 
OK cde deen 15,252 
Grays Harbor . 6,218 
RS cian cat 4,791 
Jefferson. ...... 1,398 
a 30,686 
Kitsap... 3,616 
err 15,299 
Klickitat. . 9,461 
Lewis 13,365 
Lincoln 34,416 
Mason..... 1,085 
Okanogan 23,548 
ee ee 2,138 
Pend Oreille. 1,677 
Pierce 20,088 
San Juan......... 1,222 
BR sch ceecnsvese 18,990 
Skamania........ 745 
Snohomish ia 19,010 
eee 27,410 
Stevens 8,725 
Thurston. ......... 6,554 
Wahkiakum....... 1,900 
Walla Walla....... 30,108 
Whatcom....... 25,996 
Whitman.......... 63,068 
Yakima......... 93,025 
We ctice+cas 613,348 
WEST VIRGINIA 

BT. ccccocesecs 2,434 
Borkeley......... 7,189 
Boone... 203 
Braxton 2,389 
Brooke 725 
ee 2,169 
Calhoun........ 1,133 
RR 550 
Doddridge........ 1,419 
Sar rtT ye 847 
Gilmer. ....... 1,499 
adentawes 7,006 
Greenbrier 5,617 
Hampshire 5,291 


Harrison 4,902 
a 3,603 
Jefferson. . 7,338 
Kanawha 2,318 


IBM Cards used for this survey 
are available to YOU 
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Use them for fast, Ylddomiilic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto 
matically right in your own office. 

More than 100 leading manufacturers and dis- 
tributors have adopted this approach 
setting scientific sales quotas. 


new to 


MARKET STATISTICS, 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details. 

For further information on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr. Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 

.. Y. (Telephone Mu. 4-3559). 


INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 


SALES MANAGEMENT 


"GROSS 
CASH FARM 
STATE INCOME 
and Esti-. 
COUNTY JM mates 
(in thousands) 


Lewis eine 3,044 
Lincoin 


Logan 
McDowell 
Marion 
Marshal! 
Mason 
Mercer 
Mineral 
Mingo 


STATE 
and 
COUNTY 


Wayne 
Webster 
Wetzel 
Wirt... 
Wood... 
Wyoming 


Total 


WISCONSIN 
Ashland 
Barron 
Bayfield 
Brown 
Buffalo... 
Burnett 
Calumet. . 
Chippewa 


Door... . 
Douglas 


Ounn 


45,110 
11,942 

4,472 
21,634 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

y Esti- 
(in thousands) 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands ) 


Fond Du Lac 


Lafayette 
Langlade 
Lincoin 
Manitowoc 
Marathon 
Marinette 
Marquette 
Milwaukee 


Monroe 
Oconto . 
Oneida 
Outagamie 
Ozaukee 
Pepin 


36,625 
1,700 
38, 651 
29,732 
11,641 
24,268 
1,053 
11,126 
26 467 
8,151 
13,851 


12,731 
12,580 
27,240 
12,235 

7,528 
24,973 
37,020 

9,985 

5,804 
10,440 


18,202 
18,472 
3,115 
27,637 
10,915 
5,774 


Portage 


12,420 
6,207 


18,627 
17,301 
36,004 

9,603 
21,212 
23,977 

2,579 
23,230 
25,060 
12,795 


18,761 
24,725 
581 
28,494 
4,745 
18,877 
26,337 
20,700 
9,670 
18,643 


14,285 


WYOMING 
5,075 
9,082 
8,414 
10,008 
5,600 
6,058 
9,863 
20,191 
3,189 
6,749 


12,062 
6,553 
5,963 
5,000 
9,791 

10,036 
9,416 
4,623 
2,468 
1,621 


3,703 
5,407 


Yellowstone 
Nations! Park 


17,606 eee Total 166 , 798 


Eau Claire 10,577 Pierce . 
20,030 1,217,618 U.S.A. Grand Total. 33,689,113 


Florence ~~ 1,031 Polk 


Write today for 
SALES MANAGEMENT’S 
1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


27” by 41”. . . in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 


indicated by county color . . . Red for counties with $100 Million or more . . . Green for counties with $50 


Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 
More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1953. 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


MAY 10, 1953 


How to Make Sure You'll Get a Copy of 
Next Year's SURVEY OF BUYING POWER 


The exclusive 
estimates of population, 
Effective Buying Income, 

retail sales, buying power 
quotas, farm income and 
value added by manufacture 
are fully protected by 
copyright. 

Permission 

to reproduce this 

Survey of Buying Power 
data in printed form, in whole 
or in part, may be granted 
only through written 

request to the copyright owner, 
SALES MANAGEMENT, INC. 


SALES MANAGEMENT, INC. 


No regular SALES MANAGEMENT subscriber need worry 
about his copy of the 1954 Survey, if he is a subscriber 
of record on May 10, 1954. He'll get it—as one of the 
26 issues covered by his subscription. 


However, if you are not a subscriber, or should you 
want one or more copies of the 1954 Survey, we urge you 
to fill out and return the coupon below. That will enable 
us to guarantee delivery. 


Twenty-three consecutive editions have been com- 
plete sell-outs. No copy of the 1952 edition has been 
available since last October. Although we are now print- 
ing 5,000 MORE copies than last year we cannot guar- 
antee that the additional quantity will keep future edi- 
tions from joining their predecessors as complete sell- 
outs. 


That's why we urge you to register your 1954 require- 
ments now. Won't you help us help you by returning 
the coupon today. 


386 Fourth Avenue, New York 16, N. Y. 


Gentlemen: 


Please put us down for 


copy(ies) of the 1954 Survey of Buying Power, at $4.00 each copy. 


Please enter our subscription for 26 issues of SALES MANAGEMENT, including the May 10, 1954 Survey of Buying 


Power. | understand that the subscription price is $8.00. Check here if subscribing for 26 issues. [) 


Name 


Company 


Street 


City 
96 


SALES MANAGEMENT 
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*" Guaranteed by ~ 
Good Housekeeping 


§ Good Housekeeping tops all other 
gmagazines with 41,991,651 lines 


| 
of retail tie-in advertising 
| 


During 1952, retailers bought 41,551,651 
| lines of newspaper space to sell products as 


advertised in GOOD HOUSEKEEPING. 


Retailers consistently put more promotion TA. 
behind merchandise that has been a 


or] 

pre-sold by GOOD HOUSEKEEPING a a 
and the Guaranty Seal because Ze go) 
it pays off in sales. If you aren’t getting <S ? 

this multiple retail linage from your 

national magazine advertising, let us tell you 

more about why GOOD HOUSEKEEPING 

is the Dealers’ Choice. 


proof again 


GOOD HOUSEKEEPING sets coo 


10,650,00 
30 - THE HOMEMAKERS’ BUREAU OF STANDARDS na 
4) copy S7th Street at 8th Avenue, New York 19, N. Y. readership 


MAY 10, 1953 


TOTAL RETAIL SALES, 1952 


PERCENTAGE EACH STATE BEARS TO THE U.S.A. TOTAL 
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average $3,584. 


5. A, 


MID. ATLANTIC NEW ENGLAND 


E. N. CENTRAL 


W. N. CENTRAL 


5. ATLANTIC 


E. S. CENTRAL 


W. S. CENTRAL 


MOUNTAIN 


PACIFIC 
PICTOGRAPH BY 
5-10-53 


Se 


SALES MANAGEMENT 


Research Department 


Source 
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| 4 —= ; 


a SLL 
dilate 


WOMEN 
CUSTOMERS 
= ARt! 


You can’t sell the customers unless you go where they are. 


One place you'll find the best customers is in cities of 25,000 
and over. These cities, with 40% of the population, 


account for h¥Me wee of all U.S. retail sales. 


Dell Modern Group puts | 58.1% fa its circulation into 


these better-buying cities, and takes your sales message 


right into the market areas where your top prospects shop. 


When you schedule Dell Modern Group, you reach 7,500,000 
young women...median age 22...with family incomes 44% 


above national. You can sell them your products right now, in... 


DELL MODERN GROUP 


America’s Premium Young Wornen’s Market 


DELL PUBLISHING COMPANY, INC. « 261 FIFTH AVENUF « NEW YORK 16, N. Y. 


MAY 10, 1953 
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concentrated 
circulation os be 


in your major markets gd Re win 
...like these 7 


—* 
=~ 
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CHICAGO 


191,389 fathilies 
11.41% family coverage 


982;083 families ,797 families 
14.85% family coverage .72% family coverage 


NEW YORK DETROIT Womans Dav 


A 
— = a 


What’s true in 


4 <A oe 4 these 5 cities is true 


ng ar f ; CREE 3: 
J 4 eae,” ab <n % ; major markets. 
at ‘s  oeeda Ye = rhe. Because it’s sold only 
* s a\Wa\ : at A&P stores, 
PITTSBURGH MILWAUKEE Woman’s Day 


102,343 families 55,554 families 
16.10% family coverage 21.42% family coverage 


in most of your 


i 


concentrates its 
entire circulation in 
active trading areas 
.+. giving you 
minimum waste, 
maximum coverage 
where it counts. 


Womans Da 


Sold by A&P stores in big cities and small. 
the NATIONAL magazine . . .with the NEIGHBORHOOD impact. 


MAY 10, 1953 103”, 


ts-01-s 


sUaW Od g 4 pasay 
INIWIOVNVYW SIIVS +9240 
A@ HdVIOOLIId 


GNVISN] MIN DILNVILV “GIW §=6=TV8LN3) “N “3 JUNVILY °S TWMLN3) “S$ “2 1VMLNID SM NIVINNOW DIV 


=> = S> D> @ : ~~ & @ >wWS & _y = »&» ~~ S >]: Ss = S 
FRPP R HP OSs FQ ITIFOKLILL FFF LEST FETSFFF ET FFE 
Ss ) 2 & ‘ ~ : > - 
Ay Ss. S Ay 
ge gi rm & ~ ~ eee he 
uv => Ss & Ko “ we A LY So Ly Ko S & 
oN “ S mB S&S a) Ss £ SB & A ko S A S a N 
s "°F 2s S$ a Sw ee ae 7s" 
Oh 3 Ss & 
& > & ey 
'60~v$ 26n198An “y's 
& 


AILWWd Yad Si1VS 
ISIGNVHIMIW 1VYINID 


bE" 


TWW1l1Ol “V'S'N FHL OL SYVIA 
St JLVilS HOVI IOVINIIDYId 


~~ mr 
HN OW > 
a as ON WOW ‘ep 

7. 


TS6L ‘SH1VS INOIS 3SIONVHDYW 1VYINGO 


Never Underestimate the Power of a Woman! 


ae 7 -—— 


Nor the power of Ladies Home JOURNAL, biggest 
monthly magazine in the wot cartying advertising... March 1953, 


fifth consecutive month over 5,000,000. 


MAY 10, 1953 
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Buying Power 
is generated by 
Selling Power... 


The Selling Power of spot television surpasses all other media. Compare your 
costs. Compare your returns. Compare the freedom of spot TV with network anything. 
Then, take a look at the Selling Power of these 11 Biair-TV stations. You'll find they sell 
more ... more often ... to more people. Each follows a basic premise . . . to know his 
market... to program for that market... to sell in the market with a strictly local approach. 


Balanced progrem schedules of top local talent in combination with the most locally-appealing 
network shows build strong viewership . . . guarantee receptive audiences . . . generate greater buying power. 


It’s a simple formula and it works. Ask any one of hundreds of TV spot advertisers who have 
bought these stations. Check your own competitors. They know the tremendous advantages of free choice 
of TV markets combined, on Blair-TV stations, with intensive local coverage. 


Call your Blair-TV man today . .. let him show you actual case histories on these 11 stations in these 
11 prime advertising markets ... 


Estimated ‘52 
Retail Sales 
Richmond 
Salt Lake City 
New Orleans 
Columbus 
Omaha 
Seattle 
Los Angeles 
Denver 
Chicago 
Detroit 
Washington, D.C. 
WGBI-TV Scranton 
(Soon to go on the air) 


*Sales Management—Standard Metropolitan County Area **NBC Research 


Television’s First Exclusive National Representatives 


NEW YORK + CHICAGO + DETROIT + DALLAS + JACKSONVILLE + LOS ANGELES + SAN FRANCISCO 
MAY 10, 1953 


U.S.A. average $103. 


DRUG STORE SALES PER FAMILY, 1952 


RELATIVE IMPORTANCE 
DRUG STORE SALES 


LEGEND: 


4 
o 
— 
= 
& 


TO TOTAL RETAIL SALES 


100 — 118 


retail sales 


State's % of U.S.A. 


100 


UNDER $90 


MID. ATLANTIC NEW ENGLAND 


E. N. CENTRAL 


W. N. CENTRAL 


5. ATLANTIC 


W.S.CENTRAL €. S. CENTRAL 


MOUNTAIN 


PACIFIC 
PICTOGRAPH BY 


Source: SALES MANAGEMENT 


Research Dep't. 


5-10-53 


True Story Women’s Group Challenges You... 


in a wage earner neighborhood 


Chances are 1 to 3 you'll find a family whose income is at least $5,000 


That's natural. Actually, wage earners today represent over half of all 
families having incomes of $5,000 or more. They have two thirds of all 
“loose money’’. And they're spending it, too. Big!* 


Chances are 1 to 2 you'll find at least one reader of a great 
True Story Women’s Group magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
CIRCULATION HAS! Every story, every article, every feature in True Story Women’s 
FLASH! Group magazines is edited for wage earners—catering to their tastes, 
—_— their needs, their judgment of what makes good reading. 
R ALL-TIM 
MOTE WSSTAND SALES! 


ated eee . 
44499044 If it’s wage earners you want, turn to 


(ist quarter 1953) 


«| “Teye Story 
Woment Group 


the market place of wage earner America! 


* To see what they earn and how 
they spend — write for your copy of 


AMERICA’S NEW BUYING POWER 


MACFADDEN PUBLICATIONS » 205 EAST 42 STREET » NEW YORK, NEW YORK © OFFICES: CHICAGO, SAN FRANCISCO 


MAY 10, 1953 
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Any system of interconnected lines, 
spread out in the right places, 

can serve as a net. The bigger it is, 
and the stronger its mesh, 


the better a net works. 


Of all the nets serving U.S. 
advertisers, the biggest and strongest 
is the radio one called Mutual. 

Here are 560 connection-points 

in 48 states (nearly double 

any other net’s) and at each 

of these points are local-level 

experts unmatched in ability at 


catching and holding listeners. 


Measured by listeners, the Mutual 
net is catching a steadily larger 
share of radio audience than 

a year ago—day and night, all 


week long. (N.R.I. full year, 


/~ > 


NY 


’52 vs. full year,’51.) 


Measured by advertisers, the Mutual net 


is winning the largest gains of all in 


SIMA hn 


radio billings —up 17%, ’52 over’51. 


SA 


Measured by competitors, the Mutual 
pattern is now inspiring imitative 


efforts by all other radio nets. 


Measured any way you please, the 
Mutual net is ready to help you haul in 
new profits in the months ahead. Come 


aboard with Mister PLUS...and learn 


WHO ; SS $c how this net can work for you. 
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the MUTUAL net 
of 560 affiliates 
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SEE YOUR ADMIRAL DEALER 


Outdoor Adv. ° 


‘e find Outdoor Advertising a well-organized media for national cover- 
age us well as excellent for zone campaigns Admiral and its dealers 
are exceedingly enthusiastic with the simple and dramatic visual method 


of presenting out product story. 


SEYMOUR MINTZ 
/ ’ { 
ADMIRAL CORPORATION 


One of a series of advertisements promoting a better under 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 

: WALKER & COMPANY + UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO., INC 
serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. « £. A. ECKERT ADVERTISING CO 

of the nation’s PORTER POSTER SERVICE » SLAYTON & COMPANY «+ THE HARRY H. PACKER CO. * BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. + C. E. STEVENS CO 

consumers .. . CONSOLVO ADVERTISING CORP. © LEHIGH ADVERTISING CO. «© MARYLAND ADVERTISING CO 
AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 


EDWARD L. HADLEY, Traffic Manager 
UNDERWOOD CORPORATION 


“Any time we have important shipments — any size — we depend on Railway Express for safe 
delivery on the specified date. 


“We find the service fast. Also — the convenient packaging plan, careful handling, prompt 
pickup and door-to-door delivery make Railway Express more economical in the long run.” 


Next time you have an important shipment, call Railway Express! Remember, you 
can use one big carton and save the cost of extra packaging, assembling, 
labeling — and separate charges on individual packages. You'll find it 


always pays to... Q N\ LW4 5 


use the complete shipping service... 4 Bech 
GEN 


No size or weight limit - Pickup and delivery, within prescribed vehicle limits, in all 
cities and principal towns Liberal valuation allowance Receipt at both ends -« Ship 
collect, prepaid, paid-in-part - Ship by Air Express for extra speed 


MAY 


10, 


1953 


We present here 1952 estimates of 
wholesale sales for all cities which are 
wholesale sales centers, but we limit 
such sales to those of “merchant” 
wholesalers. In this way, we are ex- 
cluding operations of manufacturers’ 
sales branches, petroleum bulk stations 
and terminals, agents, brokers and 
assemblers. Merchant wholesalers, as 
defined by the Census Bureau “con- 
sist of establishments usually known 
as wholesalers, distributors or jobbers, 
primarily engaged in buying, taking 
title to, and where customary, physi 
cally storing and handling goods, and 
selling the goods at wholesale prin 
cipally to retailtrs and to industrial 
and commercial users.” 

“Merchant wholesalers” represent in 
general those who sell to retailers the 
merchandise covered in the store cate 
gories for which we provide retail sales 
estimates. The figures are therefore 
more realistic than total “wholesalers” 
figures which include many inter-in 
dustry sales from one wholesaler to 
another. 

In general the chief difficulty in the 
analysis of wholesale activity is that 
being essentially a “middle-man” oper- 
ation, there is no limit to the degree of 
duplication involved in the wholesale 
sales total. Every retail sales transac- 
tion involve: a single sale to the 
ultimate consumer, but a single com- 
modity may go through several whole- 


saling transfers, and each transfer 
would be recorded separately in the 
total wholesale sales figure. 

Another marketing characteristic of 
wholesale sales is that it is by far the 
most centralized of all types of mar 
keting activity. The single city of New 
York thus accounts for over one fifth of 
the total national merchant wholesale 
sales; the top twenty cities account 
for over half; and the top 100 account 
for three quarters of the total. 

Total wholesale sales are similarly 
highly centralized. The Census Bureau 
has established that the fourteen stand- 
ard metropolitan areas having over 
1,000,000 population accounted for 
54 percent of total wholesale sales in 
1948, and 147 metropolitan areas ac 
counted for 84 percent. 

Of the various types of wholesaling 
activity, merchant wholesaling is the 
most important, accounting for 42 
percent of the total, followed by the 
activities of manufacturers’ — sales 
branches (28 percent). It should be 
noted that such sales of manufacturers’ 
sales branches have no connection with 
sales or shipments made directly from 
the plant. (Such sales are covered by 
the Census of Manufactures. ) 

The Census Bureau does not pro 
vide adequate regional breakdown of 
the composition of merchant whole 
sale sales, although we know that food 
is the most important single item. 
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Plotting a course for bigger sales on the Pacific Coast? Better check 
your bearings carefully. Remember that, while the seven big metropolitan 
markets account for 65.6 percent of the Coast’s retail sales, a fat 34.4 percent 


is scattered beyond metropolitan area limits . . .beyond the reach of most media. 


h eG at a @ Only Columbia Pacific Radio Network points the way 


into the entire West Coast market. Only Columbia Pacific — with its maximum-power stations 
in the bigger markets carefully balanced with lower-power stations in the more compact 
markets — has power where the people are! Only Columbia Pacific takes you 
into both the metropolitan and rural areas simultaneously, allowing you 


to sell all of the people in these diversified markets at one time. 


And today, as it has for the past three years, Columbia Pacific consistently delivers the Coast’s 


biggest audience, with higher average ratings than any other Pacific regional network. 


To buoy up your sales all over the West Coast, set your course by the... 


COLUMBIA PACIFIC RADIO NETWORK 
Represented by CBS Radio Spot Sales 


VOLT) 
SEG. GIO 


All sources on request 


CITY and STATE ot 
LSM ) U.S. A. 


ALABAMA 
Anniston 
Bessemer 
Birmingham 
Florence 
Gadsden 
Huntsville 
Jasper 
Mobile 
Montgomery 
Prichard. 


Sheffield 
Talladega 
Tuscaloosa 


Total Above Cities 


ARIZONA 


Total Above Cities 


ARKANSAS 
Blytheville 
E! Dorado 
Fayetteville 
Fort Smith 
Helena. . 
Jonesboro 
Little Rock 
Newport 
North Little Rock 
Paragould . 


Searcy 
Springdale 
Stuttgart 

West Memphis 


Total Above Cities 


CALIFORNIA 
Alameda 
Alhambra. 
Anaheim 
Arcadia 
Auburn ; 
Bakersfield... 
Belvedere... 
Berkeley 
Beverly Hills 
Brawley. 


Burbank 
Calexico. 
Chico 
Compton 
Corona. . 
Culver City 


El Cajon... 
E! Centro. . 


| WHOLE-, 
SALE 
SALES 


| Est. (in 
thousands 


0116 
0143 
0118 
0633 
.0072 
0117 
1944 
0041 
0165 


CITY and STATE 


Fresno 
Fullerton 
Gilroy 
Glendale 
Grass Valley. 
Hayward... 


Huntington Park...... 


Indio 
Inglewood 
Long Beach 


Los Angeles......... 


Monrovia 
Monterey Park. ... 
Napa 

National City 
Oakland 
Oceanside. . 
Ontario 

Oroville 

Oxnard 

Palm Springs 


Pasadena 
Petaluma 
Pomona 
Porterville. . . 
Redding 
Redlands 
Redondo Beach 
Redwood City 
Richmond 
Riverside 


Roseville 
Sacramento 
San Bernardino 
San Carlos... 
San Diego 

San Fernando 
San Francisco 
San Jose 

San Mateo 
San Rafael 


Santa Ana 

Santa Barbara 
Santa Cruz 

Santa Maria 
SantaMonica 

Santa Paula 

Santa Rosa 

San Luis Obispo ... 


South San Francisco. . 


South Gate.. 


South Pasadena. 


ss 


Woodiand...... 


Total Above Cities. 


| SALE 
SALES 


| 


Est. (in 
thousands) 
162,078 
874 
183 
46 242 
520 
6,177 


16,821 
465 
10,844 
117 ,067 
2,125,550 
2,068 
582 

1,718 
4,623 
15,277 


1,153 


-0103 


.0052 
0018 


0141 


.| 5,854,146) 6.5410 


COLORADO 
Boulder : 
Colorado Springs... 
Denver 
Fort Collins 
Fort Morgan 
Grand Junction 
Gresley 
La Junta 
Longmont 
Pueblo 


Sterling 


Total Above Cities. . . .| 


CONNECTICUT 
Bridgeport 
Bristol 
Danbury : 
East Hartford... . 
Hartford........ 
Meriden 
Middletown 
New Britain... . . 
New Haven..... 
New London 


Norwalk... 
Norwich. . 
Stamford . 
Torrington 


West Haven 
Willimantic 


Total Above Cities. . . 


DELAWARE 
Wilmington... . 


Total Above Cities. . 


674,574. 


861,610, . 


DISTRICT OF 
COLUMBIA 
Washington 


Total Above Cities. . . 


| 


FLORIDA 
Bradenton 
Clearwater... 
Daytona Beach 
Fort Lauderdale. . 
Jacksonville 
Lake City... 
Lakeland 
Miami... 

Miami Beach........ 
GI ccccesccvess 


West Palm Beach 
Winter Haven 


Total Above Cities 


314,455, .3513 
2,365, .0026 
14,156 

326,627, .3649 
6,328 .0071 
8,080 .0080 


57,284, .0640 
38,484) 0430 

691| .0008 
20,924, .0234 
5,973) .9067 
201,984) .2257 
26,325, .0294 
1,727| .0018 


_.| 1,050,131! 1.1832 


CITY and STATE ot 
U.S. A. 


Est. (in 
thousands) 


GEORGIA 
Albany 
Atlanta 
Augusta 
Columbus 
Cordele... . 
Decatur 
Douglas... mer 
East Point... .. 
Fitzgerald. 
Gainesville 


Macon 

Savannah... . 
Thomasville. ...... 
Valdosta 


Total Above Cities. . 


IDAHO 
Boise 
Caldwell 
Coeur d Alene 


Twin Falls 


Total Above Cities. . .. 
ILLINOIS 

Aurora. .... 

Belleville........... 

Berwyn....... 

Blue Island... 


Chicago Heights. .. 


Cicero... 

Danviile 

Decatur 

Des Plaines. .... 
Dixon. . s 

Downers Grove 

East Moline... aad 
East St. Louis........ 
Edwardsville. . .. 
Elgin 


Eimhurst...... 
Elmwood Park 
Evanston 
Forest Park. . 
Freeport....... 


| 
| 


ADVERTISERS WHO 


om FAST FOOD 


FOUNTAIN & 


Aluminum Cooking Ut 
Amcoin Corp. 
American Automatic I 


1 Co. 
Mach. Co. 


American Ga 
American Ho 
American Sl 
Anderson & 
Anetsberger 


Bastian-Blessing 

Bencone Uniforms, Inc. 
Bloomfield Industries, Inc. 
Bowey's, Inc. 


Celotex Corp. 

Chicago Hardwar 

Coca-Cola Co. 
Colgate-Palmoliv 

College Inn Food 

J. J. Connolly, I 
Continental Coffee 
Corning Glass Works 

Cory Corp. 

Dad's Root Beer Co. 

Dairy Industries Supply Assn.,Ino. 
A. C. Davenport & Son, Inc. 
Detroit-Michigan Stove Co. 
The Dipwell Company 

Dixie Cup Co. 

Edward Don &C 

Doughnut Corp 

£. F. Drew & 

Duke Mfg. Co. 

Dulane, Inc. 

Economics Labo 

Emerson Drug Compan 


Federal Glass C 
Florida Citrus C 
Foremost Fountain 
Pranklin Products 
Frigidaire Div. Ge 
Garvis Mfg. Co. 
General American Trans. Corp. 


Pe 
Motors Corp. 
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and fountain restaurants 


General Equipment Sales, Inc. 
General Foods Corp.(Inst.Dep. 
General Foods Corp. 


DURING £952 


Multiplex Faucet Co. 


Nati 1 Assn 
Biso 
sh er Co. 


d Cherry Institute 


Ice Industries 


Tool Works 
Div. 


leustchee-tethes Controls Co, 
Rosemary Corp. 
Savoil, Ino. 
Savory Equipment, Inc. 
Shane miform Co. 


Washer Corp. Sheffield Display, Inc. 


rpe 


Kraft Foods Co. 
Kra Mac Equipment@o. 


undry C 
pha P 


8. Co. 
° piuiaes Co. 
Metropolitan Wire Goods Corp. 
Mills Industries, Inc, 
Miracloth Corp. 
Modern Maid Pood Prods. 


Man 
Mar 
Mel 


Silex Company 

Silver Skillet Brands, Im. 
A. O. Smith Corp. 

J. Hungerford Smith 
Smith-Junior C 


Equip. Co. 
facturing C 


%. Scale Co. 
Uniled Refrigerator Co. 
Universal Dishwashing Mach. Co. 
Universal Industries 
Victor Brands Div., 

Crosse & Blackwell Co. 
Virginia Dare Extract Co., Inc. 
Welrus Mfg. Co. 


Washicgton State Fruit Comm. 
Winthrop-Stearns, Ino, 


Morris 


Oak Park 
Ottawa 
Park Ridge 
Peoria 
Pontiac 
Quincy 


Rock Island 
Rockford 
Salem 
Skokie 
Springfield. . 
Taylorville 
Urbana 
Waukegan 
West Frankfurt 
Wilmette 
Woodstock 


Total Above Cities... . 


INDIANA 
Anderson 
Auburn 
Bedford 
Bluffton 
Columbia City 
Columbus 
Crawfordsville 
Crown Point 
Decatur 
East Chicago 


Elkhart 
Elwood 
Evansville 
Fort Wayne 
Frankfort 
Franklin 
Gary 
Goshen 
Greensburg 
Hammond 


Hartford City 
Indianapolis. . 
Jottersonville 
Kendallville 

La Porte 
Lafayette 
Lebanon 
Logansport 
Marion 
Michigan City. . 


Mishawaka 
Muncie 
New Castle 
Noblesville 
Peru 
Plymouth 
Richmond 
Seymour 
South Bend 
Terre Haute 


Sales of Merchant Wholesalers —(Cont'd) 


Estimates, 1952, for Wholesale Centers, by States 


WHOLE- 
SALE 
SALES 


CITY and STATE 
@& 


IOWA 
Ames 
Atlantic 
Carroll 
Cedar Falls 
Cedar Rapids 
Centerville 
Charles City 
Cherokee 
Clinton 
Council Blufts 


Davenport 
Decorah 

Des Moines 
Dubuque 
Estherville 
Fort Madison 
lowa City 
Keokuk 
Marshalltown 
Mason City 


Newton 
Oelwein 
Perry 

Red Oak 
Shenandoah 
Sioux City 
Spencer 
Storm Lake 
Washington 
Waterloo 


Total Above Cities 


KANSAS 
Atchison 
Coffeyville 
Concordia 
Dodge City 
E! Dorado 
Emporia 
Fort Scott 
Great Bend 
Hays 
Hutchinson 


Independence 
lola 

Junction City. . 
Kansas City. . 
Lawrence 
Leavenworth 
McPherson 
Newton.. 
Ottawa 
Parsons 


Pittsburg 
Topeka. 
Wichita 
Winfield 


Total Above Cities. . .. 


KENTUCKY 
Bowling Green 
Covingten 
Danville 
Hazard 
Henderson...... 
Lexington. ... 
Louisville. ... 


WHOLE- 
SALE 
SALES 


CITY and STATE 


Est. (in 
thousands 


Paducah 33,943 
Paris 933 
Pikeville... 7,460 


Somerset 3,550 


Total Above Cit'es 652,617 


LOUISIANA 
Alexandria 
Bastrop 
Baton Rouge 
Crowley 
Houma 
Jennings 
Lafayette 
Lake Charles 
New Iberia 
New Orleans 


Opelousas 
Shreveport 
Thibodaux 


Total Above Cities 


MAINE 
Auburn 
Augusta 
Bangor 
Biddeford 
Brunswick 
Lewiston 
Portland 
Presque Isle 
Rockland 
Waterville 


Total Above Cities 211,805 


MARYLAND 
Baltimore 
Cumberland 
Easton 
Frederick 
Hagerstown 
Salisbury 
Westminster. . 


Total Above Cities 


MASSACHUSETTS 
Arlington 
Boston 
Brockton 
Brookline 
Cambridge 
Chelsea 
Chicopee 
Clinton 
Everett 
Fall River 


Fitchburg 
Framingham 
Gardner 
Gloucester 
Greenfield 
Haverhill 
Holyoke 
Lawrence 
Lowell 

Lynn 


CITY and STATE 


Maiden 
Marlborough. . . 
Medford 
Methuen 

New Bedford 
Newton 

North Attleboro 
North Adams 
Northampton 
Palmer 


Peabody 
Pittsfield 

Quincy 

Revere 

Salem 
Somerville 
Springfield ; 
West Springfield 
Waltham 
Watertown 


Webster 
Worcester 


Total Above Cities . 


MICHIGAN 
Adrian 
Albion 
Alma 
Ann Arbor... . 
Battle Creek 
Bay City 
Benton Harbor 
Birmingham 
Cadillac 
Charlotte 


Coldwater 
Dearborn 
Detroit 

East Detroit. . 
Ecorse... 
Escanaba 
Flint 

Grand Haven 
Grand Rapids 
Greenville 


Hastings 

Hazel Park 
Hillsdale 

Holland 

Howell 

lonia see 
iron Mountain... . 
Ironwood 

Jackson 
Kalamazoo 


Lansing 


Petoskey 
Plymouth... .. 
Pontiac 


| 


175 657 


3,211,464 


4,042 


5,129 
632 
25 865) 


SALES MANAGEMENT 


CITY and STATE 


Royal Oak 
Saginaw 
South Haven 
Sturgis 
Traverse City 
Wayne 
Wyandotte 
Ypsilanti 


Total Above Cities 


MINNESOTA 
Alexandria 
Austin 
Bemidji 
Crookston 
Detroit Lakes 
Duluth 
Faribault 
Fergus Falls 
Grand Rapids 
Hibbing 


Little Falls 
Marshall 
Minneapolis 
Montevideo 
Owatonna 
Red Wing 
Rochester 
South St. Paul 
St. Cloud 

St. Paul 


Stillwater 
Virginia 
Winona 
Worthington 


Total Above Cities 


MISSISSIPPI 
Biloxi 
Brookhaven 
Cleveland 
Greenville 
Gulfport 
Hattiesburg 
Jackson 
Kosciusko 
Yazoo 


Total Above Cities 


MISSOURI 
Cape Girardeau 
Carthage 
Clayton 
Clinton 
Hannibal 
Independence 
Joplin 
Kansas City 
Kennett 
Kirksville 


Kirkwood 
Lebanon 
Marshall 
Maryville 
Mexico 
Poplar Biuft 
Springfield 


CITY and STATE 


St. Charles 
St. Joseph 
St. Louis. . 


Unversity City 


Total Above Cities 


MONTANA 
Anaconda 
Billings 
Butte 
Great Falls 
Helena 
Kalispell 
Lewistown 
Livingston 


Total Above Cities 


NEBRASKA 
Alliance 
Fairbury 
Falls City 
Grand Island 
Hastings 
Kearney 
Nebraska City 
Norfolk 
Omaha 
Scottsbluff 
York 


Total Above Cities 
NEVADA 
Las Vegas 


Total Above Cities 


NEW HAMPSHIRE 


Claremont 
Concord 
Dover 
Laconia 
Lebanon 
Manchester 
Nashua 
Portsmouth 
Rochester 


Total Above Cities 


NEW JERSEY 
Asbury Park 
Atlantic City 
Bayonne 
Belleville 
Bloomfield 
Bridgeton 
Camden 
Clifton 
Cranford 
Dover 


East Orange 
Elizabeth 


Englewood 
Freehold 
Hackensack 
Hillside 


~ | WHOLE- | 


SALE 
SALES 


JS BM 


Est. (in 
thousands 


512 
,601 

906 
,922 


200 


~~ | WHOLE- 


CITY and STATE 


Hoboken 
Irvington 
Jersey City 
Kearny 


Long Branch 
Morristown 
New Brunswick 
Newark 
Newton 
Passaic 
Paterson 

Perth Amboy 
Phillipsburg 
Plainfield 


Ridgewood 
Somerville 
South River 
Teaneck 
Trenton 
Union City 
Westfield 
Westwood 
Woodbridge 


Total Above Cities 


NEW MEXICO 
Albuquerque 
Gallup 
Hobbs 
Roswell 


Total Above Cities 


NEW YORK 
Albany 
Amsterdam 
Auburn 
Batavia 
Bath 
Beacon 
Binghamton 
Buffalo 
Canandaigua 
Cohoes 


Corning 
Cortland 
Dunkirk 
Elmira 
Geneva 
Glen Cove 
Glen Falls 
Gloversville 
Hamburg 
Hornell 


Hudson 
Ithaca 
Jamestown 
Kingston 
Lackawanna 
Larchmont 
Lockport 
Malone 
Mamaroneck 
Massena 


Menands 
Monticello 
Mount Vernon 
New Rochelle 


SALE 
SALES 


Est. (in 
thousands 


29,624 
23,192 
239,048 
12,884 


6,704 
5,212 
29,714 
777 ,493 
1,407 
54,803 
115,500 
53,903 
2,316 
13,013 


, 387 
716 
. 169 
,038 
,892 


Sales of Merchant Wholesalers—(Cont'd) 


Estimates, 1952, for Wholesale Centers, by States 


New York City. . 
(5 Counties) 
Newburgh..... 
Niagara Falls 
Norwich. . 
Ogdensburg... . 


Olean 
Oneida 
Oneonta 
Oswego 
Patchogue 
Peekskill 
Plattsburg 
Port Chester 
Poughkeepsie 
Rochester 
Rome 
Salamanca 


Saratoga Springs 
Schenectady 
Syracuse 
Tonawanda 

Troy 

Utica 

Watertown 
Wellsville 

White Plains 
Yonkers 


Total Above Cities 


NORTH CAROLINA 
Albemarle 
Asheboro 
Asheville 
Burlington 
Charlotte 
Concord 
Dunn 
Durham 
Fayetteville 
Gastonia 


Goldsboro 
Greensboro 
Greenville 
Hickory 
High Point 
Lexington 
Lumberton 
Monroe 
Mount Airy 
New Bern 


Raleigh 
Reidsville 
Roanoke Rapids 
Rocky Mount 
Salisbury 
Statesville 
Washington 
Whiteville 
Wilmington 
Winston-Salem 


Total Above Cities 


NORTH DAKOTA 
Devils Lake 
Dickinson 
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Sales of Merchant Wholesalers—(Cont'd) 


Estimates, 1952, for Wholesale Centers, by States 


CITY and STATE 


Fargo 

Grand Forks 
Jamestown 
Williston 


Total Above Cities 


OHIO 
Akron 
Alliance 
Ashtabula 
Athens 
Barberton 
Bowling Green 
Canton 
Celina 
Cincinnati 
Cleveland 


Cleveland Heights 


East Cleveland 
East Liverpool 
Elyria 

Euctid 
Greenville 


Hamilton 
Hillsboro 
Jackson 
Kenton 
Lakewood 
Lancaster 
Lima 
Lockland 
Lorain 
Mansfield 


Marietta. 
Martins Ferry 
Mount Vernon 
New Philadelphia 
Napoleon 
Newark 

Niles 

Norwalk 
Norwood 
Painesville 


Piqua... 
Portsmouth 
Ravenna. 
Reading 
Sandusky 
Shaker Heights 
Shelby 
Springfield 
Steubenville 
Tiffin 


Toledo 313,327 
Troy : 826 
Warren. . 9,830 
Wilmington 1,324 
Wooster . 11,789 
Youngstown 128 616 
Zanesville 24 642 


Total Above Cities. . 3,981,316 4.4483 


CITY and STATE 


OKLAHOMA 


Ardmore 
Blackwell. . 
Cushing 
Durant 

El Reno 

Enid 
McAlester 
Miami 
Muskogee 
Oklahoma City 


Okmulgee 
Pauls Valley 
Ponca City 
Sapulpa 
Seminole 
Shawnee 
Tulsa 


Total Above Cities 


OREGON 
Albany 
Baker 
Bend 
Lebanon 
McMinnville 
Medford 
Portiand 
Roseburg 
Salem 


Total Above Cities. . .. 


PENNSYLVANIA 
Abington 
Aliquippa 
Allentown 
Altoona 
Ambridge 
Beaver Falls 
Bethlehem 
Bloomsburg 
Braddock 
Bradford 


Bristol 

Butler 
Chambersburg 
Chester 
Clairton 
Clearfield 
Coraopolis 

Du Bois 
Duquesne 
Easton 


Ephrata 

Erie 
Greensburg. . 
Harrisburg. 
Hazleton 
Honesdale 
Huntingdon 
Indiana 
Jenkintown. 
Johnstown 


Kingston 
Kittanning 
Lancaster 
Lansdowne 
Latrobe 


CITY and STATE 


McKees Rocks 
McKeesport 


Meadville. 
Mt. Carmel 
New Castle 
Norristown 
Oil City 
Philadelphia 
Pittsburgh 
Pittston 
Pottstown 
Pottsville 


Punxsutawney 
Reading 

Scranton 
Sewickley 
Shamokin 

Sharon 

Somerset 
Sunbury 
Tamaqua .. 
Tarentum........ 


Turtle Creek 
Uniontown 
Upper Darby... 
Vandergrift 
Warren 
Washington 
Waynesburg 
Wilkes-Barre 
Wilkinsburg 
Williamsport 


York 


RHODE ISLAND 
Central Falis 
Cranston 
East Providence 
Pawtucket 
Providence 
Warwick 
West Warwick 
Woonsocket 


Total Above Cities 


SOUTH CAROLINA 
Anderson 
Charleston 
Columbia 
Conway.. 
Florence 
Georgetown 
Greenville 
Greenwood 
Laurens 


Newberry 


Orangeburg 
Rock Hill 
Spartanburg 
Union 


Total Above Cities 


WHOLE- 
SALE 
SALES 


Total Above Cities 4,629, 169 


CITY and STATE 


| thousands) 


SOUTH DAKOTA | 


Sioux Falis......... | 95,495, .1067 


Total Above Cities... | 


TENNESSEE | 


131,182) .1466 


Knoxville 
Lawrenceburg. . 
McMinnville 
Memphis 


Murfreesboro 
Nashville 


Total Above Cities. ...| 1,899,102) 2.1218 


0428 
0184 
1856 
0042 
0779 
0062 
.0873 
0028 

Wiidbiewoud 150) .0113 
Breckenridg 0114 


Brownsville... . F 0139 
Corpus Christi........ A .1238 
Corsicana. . | , 0187 
Dallas sb iieaescech SEEN .1419 
Del Rio ; 5 .0031 
Denison. .... 0071 
Denton ial : 0049 
El Campo jens | Y 0027 
El Paso ‘ .1751 
Fort Worth 4524 


Gaiveston pieced ' .0620 
Greenville ‘ : 0174 
Harlingen 

Henderson. . ’ 0041 
Hereford 

Hillsboro 

Houston 

Kerrville 

Kilgore 

Laredo 


Levelland. 
Longview 
Lubbock . 
Lufkin 

Marlin 
McAllen. . . 
McKinney 
Mineral Wells 
Monahans 
New Braunfels 


Pampa 
Plainview 
Port Arthur 
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Sales of Merchant Wholesalers—(Cont'd) 


Estimates, 1952, for Wholesale Centers, by States 


| WHOLE- | 


SALE 
SALES 
CITY and STATE 


Raymondville 
Rosenberg... 
San Antonio 

San Benito 
Sherman ; 
Sulphur Springs. . 
Taylor 

Tyler 

Vernon 

Victoria 


Waco 
Weslaco 
Wichita Falls 


| 
Total Above Cities. ...| 4,162,912 


UTAH 
Logan 
Murray 
Ogden 
Provo... 
Salt Lake City 


Total Above Cities. . .. 


VERMONT 
Bennington 
Brattleboro 
Burlington 
Montpelier 
St. Johnsbury 


Total Above Cities 


} 


CITY and STATE 


VIRGINIA 
Alexandria 
Bristol 
Charlottesville 
Danville 
Fredericksburg 
Hampton 
Harrisonburg 
Lynchburg 
Martinsville 
Newport News 


Norfolk 
Petersburg 
Portsmouth 
Pulaski 
Richmond 
Roanoke 
Staunton 
Suffolk 
Winchester 


Total Above Cities 


WASHINGTON 
Aberdeen 
Auburn 
Bellingham 
Bremerton. . 
Chehalis 
Ellensburg 
Everett 
Kennewick 
Longview 
Mount Vernon 
Pullman 


| WHOLE- 


SALE 
SALES 


Est. (in 
thousands) 


9,854 
16 467 
10,560 
44,771 
9,304 
5,325 
9,517 
49,928 
4,071 
24,165 


229,841 
15,527 
19,318 

981 

375,812 
99,474 
12,100 

8,893 
9,026 


954 934 


| WHOLE- 
SALE 
SALES 


JM 


Est. (in 


CITY and STATE 


Puyallup 
Renton 
Seattle 
Spokane 
Tacoma 
Vancouver 
Walla Walla 
Wenatchee 
Yakima 


Total Above Cities 


WEST VIRGINIA 
Beckley 
Charleston 
Fairmont 
Huntington 
Logan 
Martinsburg 
Morgantown 
Princeton 
Wheeling 
Williamson 


Total Above Cities 


WISCONSIN 
Appleton 
Baraboo 
Beaver Dam 
Chippewa Falls 
Fond Du Lac 
Green Bay 
Kenosha 
La Crosse 


CITY and STATE 


Milwaukee 
Monroe. 
Neenah 
Oshkosh 


Portage 
Racine 
Rice Lake 
Shawano 
Sheboygan 
Watertown 
Waukesha 
Wausau 
Wauwatosa 
West Allis 


West Bend ; 
Wisconsin Rapids... 


BiMititititimititiimt 


Total Above Cities. . 1,176,515) 1. 


WYOMING 
Casper 
Rawlins 
Sheridan 


Total Above Cities 46,697 .0611 


Total all above Cities. . 79,776,370 89.1359 
| 


U. S. A. Total 89, 499,673 


If you Sell Products or Service 


to INDUSTRY... 


See Pages 49-79 


for data on your Potentials... in 19 Industries 
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wo roads diverged in a wood, and [- 


I took the one less travelled by, 
And that has made all the difference 


—ROBERT FROST 


SALES MANAGEMENT 


Many national advertisers—too many, we think —tend 
to keep to the road with the deepest wagon tracks. 

Others are finding it’s richly rewarding to branch out 
on a different byway — we call it The Mighty METRO 
Way—to those mighty American cities “paved with gold”! 

Mighty METRO, you see, is not a single, centrally- 
edited Sunday magazine—not the same thing in Baltimore 
as in Cleveland or St. Paul. 

Metro is 27 different magazines in one mighty network 
—a network of Number-One Sunday magazine sections, 
each edited locally. This network adds up to the world’s 
largest magazine circulation—more than 14,000,000 each 
week—with more than 35,000,000 readers! 


NOTHING SELLS PEOPLE 
LIKE METRO BECAUSE 
NOTHING INTERESTS 
PEOPLE LIKE THEMSELVES! 


MIGHTY METRO magazines 
are individually owned, edited and 
distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 
CLEVELAND Plain Dealer Pictorial Magazine 
DETROIT News Pictoria! 

and or Free Press Roto Magazine 


DES MOINES Register Picture Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 

LOS ANGELES Times Home Magazine 
MILWAUKEE Picture Journal 

MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Times-Picayune & States —Dixie 
NEW YORK News Coloroto Section 
PHILADELPHIA Inquirer Magazine—Today 


Nothing interests people like themselves. That’s why 
Metro magazines use about 50% local material. That's 
why Metro gets seen—and gets action. 

Unlike any other mass medium, Metro magazines are 
unique local marketplaces for local retail advertising. 
Leading local stores—well aware that their city’s Metro 
magazine is their best-read Sunday magazine—consistently 
place their ads in METRO’s pages and consistently profit. 

Because of this /ocal interest, national advertisers, too, 
are profiting—at this intimate, goods-moving, local level. 


Yes, the Metro way is the better way — the way that 
can make all the difference in advertising pay-off. Vive 
la difference! 


{From Complete Poems of Robert Frost by permission of Henry Holt and Co., Inu 


35,000,000 
READERS 
EVERY SUNDAY 


PITTSBURGH Press Roto Magazine 
PROVIDENCE Journal Magazine—The Rhode Islander 
ST. LOUIS Globe-Democrat Magazine 

and /or Post-Dispatch—Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 
WASHINGTON Star Pictorial Magazine 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 
METROPOLITAN SUNDAY NEWSPAPERS, INC. « Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 » SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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Leading Counties: 
Section 


Che county is undoubtedly the best 
and most flexible geographic unit 
available for the definition of market 
areas, and has the unique virtue, un- 
like the metropolitan area or the city, 
that all counties account for 100 per 
cent of the nation, For this reason, any 
marketing breakdown of the nation is 
usually done along county lines. The 
1950 Census tabulated results for 
3,070 counties, 29 independent cities, 
the District of Columbia and parts of 
Yellowstone National Park in Idaho, 
Montana and Wyoming. SALES MAN 
AGEMENT considers Yellowstone Na- 
tional Park as a single county, as well 
as the District of Columbia, and in 
cludes all independent cities with the 
proper parent county. Thus the inde 
pendent city of Baltimore is included 
with the county of Baltimore, the inde- 
pendent city of St. Louis is included 
with St. Louis county, and similar 
treatment is given to all the independ 
ent cities of Virginia. In this way, we 
established 3,072 basic county units 
accounting for the U.S. totals in 1950. 

However, the following changes in 
county definitions have taken place 
since April 1950. Armstrong county in 
South Dakota has lost its separate 


identity, and has been merged with 
Dewey county, reducing the total 
county count to 3,071. In 1952, the 
counties of Elizabeth City and War 
wick of Virginia elected to change 
their status to that of independent 
cities, entitled respectively Hampton 
and Warwick. In effect, we now have 
the three independent cities of Hamp 
ton, Warwick and Newport News 
constituting a single metropolitan area 
but with no parent county to throw 
them into. Since we wish to retain the 
additive property of Virginia counties, 
we have grouped those three cities 
into a new county designation, which 
we call Newport News. This county 
has no legal existence, but permits 
the counties of Virginia to add up to 
the Virginia state totals. The total 
count of counties in the 1952 Survey 
is therefore 3,070. In the rankings of 
the leading 200 counties, however. 
we treat the five counties of New York 
City as one. 

Vast divergences characterize the 
economic behavior of these 3,070 
counties, with a relatively small num 
ber accounting for the bulk of eco 
nomic activity. For that reason the 
rankings of the leading 200 counties 


shown below will be found quite 
adequate for the marketing needs of 
those who wish to concentrate their 
attention most profitably on the small- 
est number of separate county areas. 
In this respect the leading 200 coun- 
ties will be found to approximate 
roughly the 165 standard metropoli- 
tan areas, in that both will be found 
to cover about two-thirds of total sales. 

For each significant market factor, . 
we show here the 200 leading coun- 
ties with respect to that factor. The 
degree of centralization varies of 
course with each factor. Thus, the 
leading 200 counties with respect to 
population in 1952 accounted for 55 
percent of total population, but the 
leading 200 counties in general mer 
chandise accounted for over 70 per- 
cent of total general merchandise sales. 
The rankings of per capita and per 
family income are restricted to the 
200 counties leading in population, 
and the rankings of the 200 counties 
leading in retail sales per family are 
restricted to the 200 counties leading 
in sales, in order to avoid inclu 
sion of small, relatively unimportant 
counties with high per capita or per 
family ratios of income or sales. 
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ihe 200 Counties Leading in Gross Cash Farm Income 


COUNTY 


Los Angeles 
Fresno 

Kern 

Tulare 
Maricopa 
San Joaquin 
Imperial 
Lancaster 
Weld 
Stanislaus 


Aroostook 
Monterey 
Orange 

Yakima 
Merced 
Riverside 
Sonoma 

San Bernardino 
Santa Clara 
Ventura 


Santa Barbara 
Sussex 

Pinal 

Polk 

Kings 

San Diego. . 
Hidalgo 
Mississippi 
Hartford 
McLean 


Dane 
Sacramento 
DeKalb 

La Salle 
Whitman 
Pottawattamie 
Cameron 
Chester 

Sutter 

Suffotk 


Sioux 
Madera 
Henry 
Champaign 
Livingston 
Yolo 
lroquois 
Bureau 
Plymouth 
Monmouth 


Dodge 
Kane 
Lubbock 
Clinton 
Kossuth 
York 
Sangamon 
Sunflower 
Yuma 
Marion 


Cuming 
Woodbury 
Ogle 

Butte 

Grant 
Vermilion 
Bucks 
Whiteside... 
Scotts Bluff... 
Cumberland 


e from farming 


GROSS 
CASH FARM 
INCOME 

Esti- 
JM mates 
in thousands 


| 
| 


oweuwn 


oc on 


GROSS 
CASH FARM 
INCOME Rank 


STATE Esti- in 
mates Group 


in thousands) 


COUNTY 


Alameda 37,751 
Berks ’ 37,707 
Twin Falis 37,656 
Cherokee 37,172 
Orange 37,145 
Cook b 37,036 
Marathon i 

Fond Du Lac 

Otter Tail 

Umatilla 


Hale 
Rock 
Bolivar 
Pitt 

Lee 
Robeson 
Cedar 
Benton 
Johnston 
Malheur 


Renville 
Delaware 
Lincoln 

Horry 
Worcester 

New Madrid 
Middlesex 
Christian 

San Luis Obispo 
Butler 


Orange 
Warren 
Crittenden 
Tama 
Oneida 
Logan 
Jones 
Cass 
Martin. . 
Obrien 


Burlington 
Crawford 
Texas 
Pemiscot 
Dawson 

St. Lawrence 
Linn 

will 

Polk 
Freeborn 


Dawson 
McHenry 
Knox 

King 
Rockingham 
Stephenson 
Stearns 
Franklin 
Buena Vista 
Walla Walla 


Paim Beach 
Johnson 
Nash 

Jasper 
Glenn 
Dunklin 
Faribault 
Sac 

Lamb 
Minnehaha 


GROSS 
CASH FARM 
INCOME 
STATE Esti- 

mates 
(in thousands) 


COUNTY 


Dona Ana 
Redwood 
Green 
Otsego 
Erie 
Hancock 
Florence 
Fulton 
Solano 
Columbia 


Lynn 
Jackson 
Poinsett 
Coahoma 
Shelby 
Sanilac 
Lenawee 
Walworth 
Hunterdon 
Hamilton 


Darke 
Berrien 

Lyon 
Marshall 
Santa Cruz 
Logan 
Contra Costa 
Wilson 

Clark 

Nobles 


Tazewell 
Macoupin 
Kankakee 
Macon 
Colusa 
Washington 
Craighead 
Washington 
Hockley 
Outagamie 


Biue Earth 
Reno 
Brown 
Spokane 
Frederick 
Dade 

Clay 
Sumner 
Lafayette 
Hardin 


Chautauqua 
Story 

Edgar 

Black Hawk 
Page 
Fayette 
Clackamas 
Wayne 
Huron 
McPherson 


Total Above Counties 
™% of U.S. A. 


9,021 , 556 
26.7788 
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COUNTY 
and 
STATE 


New York, N. Y. 
(5 Counties) 

Cook, til. 

Los Angeles, Cal. 

Wayne, Mich. 


Philadeiphia, Pa... . 


Allegheny, Pa. 
Cuyahoga, Ohio 
St. Louis, Mo... .. 
Baltimore, Md..... 


Middlesex, Mase... 


Essex, N. J. 
Erie, N. Y. 
Harris, Texas 
Suffolk, Mass... 
Milwaukee, Wis. 
District of 
Columbia, D. C. 
San Francisco, Cal. 
Alameda, Cal. 
King, Wash. 
Hamilton, Ohio 


Nassau, WN. Y. 


Hennepin, Minn. 
Dallas, Texas 

San Diego, Cal. 
Hudson, N. J. 
Westchester, N. Y. 
Dade, Fla. 
Orleans, La. 
Bergen, N. J. 
Marion, Ind. 


Providence, R. |. 
Jefferson, Ala. 
Hartford, Conn. 
Jackson, Mo. 

New Haven, Conn. 
Worcester, Mass. 
Franklin, Ohio. . 
Essex, Mass. 
Fairfield, Conn. 
Bexar, Texas 


Sheiby, Tenn. 


Tarrant, Texas 
Lucas, Ohio 
Lake, ind. 
Bristol, Mass. 
Maricopa, Ariz. 
Luzerne Pa. 
Hampden, Mass. 


Montgomery, Pa. 


Ramsey, Minn.. . 
Oklahoma, Okla... 
Onondaga, N.Y... 
Passaic, N. J. : 
Centra Costa, Cal. 
Duval, Fla. 


LEADING 


CciTY 


Philadelphia 
| Pittsburgh 
| Cleveland 

| St. Louis 
Baltimore 
Cambridge 


Buffalo 
Houston 

| Boston 
Milwaukee 


| Washington 

| San Francisco 
Oakland 

| Seattle 

| Cincinnati 

| Hempstead 

Township 

Mane apolis 
Dallas 
San Diego 

| Jersey City 

| Yonkers 

| Miami 

| New Orleans 

| Hackensack 

| Indianapolis 


Providence 

| Birmingham 

| Hartford 

| Kansas City 
New Haven 
Worcester 

| Columbus 

| Lynn 

| Bridgeport 
San Antonio 


| POPULA- 


| 


TION 


o@eo@monoaqgawan- 


SSersazressc 


COUNTY 
and 
STATE 


Camden, N. J. 
Westmoreland, Pa. 
Sacramento, Cal. 
Fresno, Cal. 

Kent, Mich. 
Henrico, Va. 
Pierce, Wash. 
Suffolk, N. Y. 
Stark, Ohio 

Salt Lake, Utah 


Douglas, Neb. 
Genesee, Mich. 
San Mateo, Cal. 
Middlesex, N. J. 
Hillsborough, Fla. 
Sedgwick, Kans. 
Tulsa, Okla. 
Mahoning, Ohio 
Berks, Pa. 

Kern, Cal. 


Mobile, Ala. 
Lackawanna, Pa. 
Monmouth, N. J. 
Mercer, N. J. 
Orange, Cal. 
Albany, N. Y. 
Kanawha, W. Va. 
Lancaster, Pa. 
Prince Georges, 
Md. 
New Castle, Del. 


Knox, Tenn. 
Polk, lowa 
Spokane, Wash. 
Oneida, N. Y. 
Erie, Pa... 
Arlington, Va. 
El Paso, Texas 


San Joaquin, Cal... 


St. Joseph, Ind. 
Macomb, Mich. 


St. Clair, tl. 
Hamilton, Tenn. 
St. Louis, Minn. 
Jefferson, Texas 
Mecklenberg, N. 
Washington, Pa... 
York, Pa. 
Cambria, Pa. 
Pulaski, Ark. 
Dauphin, Pa... 


Guilford, N. C. 
Lehigh, Pa. , 
Niagara, N. Y.... 
Lake, Ill.. 


Plymouth, Mass... . 


Schuylkill, Pa... . 
Alien, tnd. en 
Riverside, Cal. 
Broome, N. Y. 
Nueces, Texas 


Pinellas, Fla... 


LEADING 


CITY 


Camden 
Greensburg 
Sacramento 
Fresno 

Grand Rapids 
Richmond 
Tacoma 
Patchogue 
Canton 

Salt Lake City 


Omaha 

Flint 

San Mateo 

New Brunswick 
| Tampa 

Wichita 

Tulsa 

Youngstown 

Reading 

Bakersfield 


Mobile 

| Seranton 
Asbury Park 
Trenton 
Santa Ana 
Albany 

' Charleston 
Lancaster 


Hyattsville 
Wilmington 


| Knoxville 


Mount Clemens 


| East St. Louis 


| 
| 
| 
| 


208.6 
208.2 
208.1 
202.5 
201.7 


201.5 
201.1 
199.9 
196.8 
196.4 
195.3 
194.0 
192.7 
191.5 
190.8 


190.2 
190.1 
190.1 
187.3 
186.9 
186.4 
183.5 


leading in population 


SxeAsseBAN2 | 


SS2SSSR28R5 


COUNTY 
and 
STATE 


LEADING 


CITY 


| Peoria 
Beaver Falls 
Madisen 
Austin 
Kansas City 
Greenville 
| Tucson 
Evansville 
Elmhurst 
Charleston 
| 
Cumberland, Maine. | 
Bernalillo, N. M. 
Trumbull, Ohio... . 
Chester, Pa... : 
Newport News, Va...) 
Tulare, Cal. 
Saginaw, Mich......| Saginaw 
Richland, $.C.......| Columbia 
Hillsborough, N. H..| Manchester 
Winnebago, tll. Rockford 


Peoria, til. 

Beaver, Pa. 

Dane, Wis. 

Travis, Texas 
Wyandotte, Kans. 
Greenville, S.C... .. 


Portiand 
Aibuquerque 

| 

Warren 

West Chester 
Newpert News 
Visalia 


Chatham, Ga. 
Bucks, Pa. 
Lorain, Ohio. . 
Kane, tl. 

Butler, Ohio 
Orange, N. Y. 
Hinds, Miss. 
Spartanburg, S. C. 
Burlington, N. J. 
Forsyth, N. C. 


Savannah 


Richmond, Ga... . 
Monterey, Cal. 


Will, Wi... 
Cameron, Texas 
Roanoke, Va... . 
Atlantic, N. J...... 
Blair, Pa...... 
Rock Island, Hl... . 
ee 
McLennan, Texas. . 


Chautauqua, N. Y... 
Kalamazoo, Mich... . | 
Rensselaer, N. Y.... 
Orange, Fia.. . 
Berkshire, Mass... 
Sangamon, lil... . 
Anne Arundel, Md... 
Muskegon, Mich... . | 
Muscogee, Ga.. 
Calhoun, Mich... . .. 


Total Above Counties! - 


% #U.S.A..... 


Honolulu County, with a population of 349.8 
thousand, would, if included above, have a 
rank of 66. 


183.4 
181.0 | 
180.3 | 


Santa Clara, Cal.....| San Jose 
San Bernardino, Cal.! San Bernardino 


126 


Davidson, Tenn... .. 
139 
140 


SBecezaezreee 


SALES MANAGEMENT 


suo 


—  Giwe Light... 


ee 


‘SS 


as 


ar has newspapers in 
17 cities across the country. From New 
York to San Francisco. 


It takes a newspaper in a city to 
understand that city. What our news- 
papers know about their cities would 
literally fill books. On this page we 
could not hope to begin to tell you the 
story of each of our newspapers and 
the markets they serve. 


Obviously, you buy newspaper 
space market by market. To do it in- 


eT: 


Se 


Ri 


i 


.-.and the people 
will find 


their own way. 


telligently, the information you need 
varies according to the product you 
want to advertise. 


The next time you want “light” on 
any one or all the markets listed below, 
get in touch with a Scripps-Howard 
newspaper or one of our general offices. 


Let us give you precisely the infor- 
mation you want. We are confident 
that you, in turn, will give our readers 
“light” to find their way to your 
products. 


Be 


SCRIPPS-HOWA 


NEW YORK . Worid-Teleg-am & The Sun 


Covington edition, Cincinnati Post 


KNOXVILLE News-Sentinel 


Genera! Advertising Depertment, 230 Park Avenue, New York City 


MAY 


10, 


1953 


Rocky Min. News 
+ Post-Herald 
Press-Scimitor 


+ Commercial Appeo! 


Chicage Sen Frencisce Detroit 


NEWSPAPERS 


ding in this category 


COUNTY LEADING COUNTY | (LEADING COUNTY LEADING 
and | i and 
STATE CITY b CITY . (i STATE CITY Est. (in 
) thousands 
New York, N. Y. Wilkes-Barre A Trumbull, Ohio 
5 Counties New York City 
Cook, ii. Chicago 
Los Angeles, Cal. Los Angeles 
Wayne, Mich. | Detroit 
Philadelphia, Pa. Philadelphia 
Cuyahoga, Ohio Cleveland 
Allegheny, Pa. Pittsburgh 
St. Louis, Mo. St. Louis 
Baltimore, Md. Baltimore 
Essex, N. J. Newark 


294,994 
Richmond : Vanderburgh, Ind... . | 291 952 
Schenectady, N. Y...| 285.796 
Camden | 

Canton Guilford, N.C. 285,572 

Wichita St. Louis, Minn. 282,664 

Omaha Lorain, Ohio 278 ,333 

Tacoma Plymouth, Mass. | 278,113 

Richmond Dane, Wis. | 276,993 

Genesee, Mich. Fiint , Hamilton, Tenn... . . 274,983 
San Bernardino, | Bernalillo, N. M. | 272,814 
Cal. San Bernardino 5 Caddo, La. | 269 .929 
Middlesex, Mass. Cambridge 8s, Middlesex, N. J. New Brunswick Butler, Ohio | | 269,662 
Nassau, WN. Y. Hempstead Davidson, Tenn. Nashville : Pima, Ariz | 268 686 

Township | } 

Harris, Texas Houston 725, Duval, Fla. Jacksonville ° Bucks, Pa. | 267,341 
Erie, N. Y. Buftalo 666, Suffolk, N. Y. Patchogue } Schuylkill, Pa. | 261 , 986 
Milwaukee, Wis. Milwaukee . Fresno, Cal. Fresno 83 Will, 11. 260 365 
San Francisco, Cal. San Francisco t Westmoreland, Pa. Greensburg } Greenville, S. C. | Greenville | 259,434 
Westchester, N. Y...| Yonkers 538, Mahoning, Ohio Youngstown =| ; West Chester 258 , 299 
Alameda, Cal. Oakland | 1,511, Kent, Mich. Grand Rapids | Hh " ..| St. Petersburg 256 854 
King, Wash. Seattle 461, Tulsa, Okla. Tulsa New London, Conn..| New London 254 648 
District of Kern, Cal. Bakersfield 456 518 Fayette, Pa. .| Uniontown | 254,432 
Columbia, D. C. Washington 1,419,031 St. Joseph, Ind. South Bend 447,206 Rock Island, til. Rock Island | 253,763 
Salt Lake, Utah SaltLake City | 446,383 Riverside, Cal. Riverside | 251,743 


co@e@neevawn = 


Suffolk, Mass. Boston | 1,408,374 | 
Hamilton, Ohio Cincinnati | 1,302,401 
Dalias, Texas Dallas | 1,295,758 
Bergen, N. J. Hackensack 1,190,946 | 
Hartford, Conn. Hartford 1,167,131 
Hennepin, Minn. Minneapolis | 1,143,860 
San Diego, Cal......| San Diego | 1,128,651 | 
Marion, tnd. indianapolis § =—_|:1, 127,736 
Hudson, N. J. Jersey City | 1,099,389 
Fairfield, Conn. Bridgeport 1,096 559 


| 

] 

| 

Montgomery, Md. Rockville 435,251 Newport News, Va... Newport News _ 247,311 

Albany, N. Y. Albany | 430,779 Saginaw, Mich. | Saginaw | 243,741 

Prince Georges, Md..| Hyattsville | 429,461 Travis, Texas Austin 243 424 

Berks, Pa. | Reading 425,200 Cumberland, Maine | Portland | 241,547 

Mercer, N. J. Trenton 423,158 | Dutchess, N. Y. Poughkeepsie 237,909 

New Castle, De! Wilmington 413,376 Orange, N. Y. Newburgh 234,837 

Spokane, Wash. Spokane 411,698 | Monterey, Cal. | Salinas | 232,298 

Polk, towa Des Moines 401,830 | Hillsborough, N. H..| Manchester 231,035 

Jefterson, Texas Beaumont 399,483 | Ventura, Cal. | Ventura 225,745 
Asbury Park | 398,384 | 100 Richland, 8. C. Columbia 223 890 


21 
22 
23 
24 
25 
26 
27 
28 
29 
30 


New Haven, Conn. New Haven 1,085,430 
Jackson, Mo. Kansas City 1,014,791 
Franklin, Ohio Columbus 990,475 
Dade, Fila. Miami 948,758 | 
Monroe, N. Y. Rochester 944 388 | 
Multnomah, Ore. | Portland | 907,080 
Providence, R. 1... .| Providence | 898,890 
Orieans, La. New Orleans | 887,950 
Delaware, Pa. Chester 886 696 
Jefferson, Ala. Birmingham 860 648 


Santa Ana 396,824 | 101 Sangamon, Ill. | Springfleld | 222,015 

| Lancaster 394,358 | 102 Roanoke, Va. | Roanoke | 221,754 

Utica 379,033 | 103 Rensselaer, N. Y....| Troy 221,678 

Erie 378,718 | 104 Solano Cal... . ..| Vallejo 220,652 

Elmhurst | 377,107 | 105 Charleston, S. C. | Charleston 220, 558 

Fort Wayne | 374,948 | 106 Tulare, Cal. Visalia 220,502 

Waukegan | 360,843 | 107 Chatham, Ga. | Savannah 219,931 

Macomb, Mich. Mount Clemens 360,451 | 108 Lane, Ore. | Eugene 218,296 
San Joaquin, Cal. Stockton | 357,936 109 Galveston, Texas... .| Galveston | 217,321 
Kanawha, W. Va. Charleston 353 656 110 Kalamazoo, Mich..... Kalamazoo 217,142 


SSesseeearse 


Union, N. J. | Elizabeth 858 628 
Jefferson, Ky. Louisvilie 856,221 Hillsborough, Fla. Tampa 349,877 | 111 Hinds, Miss. ..| Jackson | 215,272 
Worcester, Mass. ..| Worcester 841,950 Lackawanna, Pa. Scranton | 347,580 Racine, Wis. Racine 210,617 
Essex, Mass. Lynn 619,521 Broome, N. Y. Binghamton | 343,249 | Fairfax, Va. ....| Falls Church 209 543 
Montgomery, Ohio ‘ Dayton 815,276 Pulaski, Ark. | Little Rock | 343,035 Berkshire, Mass. Pittsfield | 208,762 
Lucas, Ohio | Toledo 805 232 Peoria, Il. Peoria 338,612 Jefferson, La. | Gretna | 208,243 
Summit, Ohio | Akron 803 866 Lehigh, Pa. Allentown 337 854 Stanislaus, Cal. Modesto 207 546 
Oakland, Mich. Pontiac 800 624 Niagara, N. Y. Niagara Falls | 335,039 | Spartanburg, S.C....| Spartanburg | 206,280 
Fulton, Ga. Atlanta 769,100 Mobile, Ala. Mobile 334,100 | Washtenaw, Mich. .| Ann Arbor 205,380 
Norfolk, Mass. Quincy 768 875 Madison, III. Alton | 331,997 Lubbock, Texas | Lubbock 204,241 
St. Clair, ti. East St. Louis 331,517 Yakima, Wash. Yakima 203 917 
Lake, Ind. Gary 766.720 
Denver, Colo. Denver 766 431 
Bexar, Texas San Antonio 720,542 
Tarrant, Texas Fort Worth 715,807 
Montgomery, Pa Lower Merion 

Township 697.294 
Shelby, Tenn. Memphis 682,793 
Norfolk, Va. Norfolk 661 543 
San Mateo, Cal. San Mateo | 642,943 
Passaic, N. J. Paterson 615,689 
Hampden, Mass. Springfield 614,490 


El Paso, Texas El Paso 330,624 Forsyth, N. C. Winston-Salem | 203,741 

York, Pa. York 327,316 Burlington, N. J. ' Burlington | 202,241 

Dauphin, Pa. Harrisburg 326, 182 Lancaster, Neb Lincoln 201 ,831 

East Baton Rouge, Chautauqua, N. Y. Jamestown 201,579 
La. Baton Rouge 326 085 Shawnee, Kans. Topeka 

Mecklenberg, N.C. | Charlotte 325,307 Richmond, Ga. Augusta 

Ingham, Mich. Lansing | 320,491 | Marin, Cal. | San Rafael 

Nueces, Texas Corpus Christi | 318,636 Clark, Ohio | Springfield 

Washington, Pa. Washington 312,621 Atlantic, N. J. Atlantic City 

Wyandotte, Kans. Kansas City 311,914 Muskegon, Mich. Muskegon 
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Knox, Tenn. Knoxville 311,514 Total Above Counties 

Morris, N. J. Morristown | 311,029 | % of U.S. A. te 65.2306 
Northampton, Pa. Bethlehem 308 , 261 ; 
DeKalb, Ga. Decatur 302,048 
Beaver, Pa. Beaver Falls 300 , 262 Honolulu County, with Net Effective Buying 
Winnebago, tli. Rockford 296 928 Income of $548,824 thousand, would, if in- 
Cambria, Pa. Johnstown 295,579 cluded above, have a rank of 68. 

Kane, til. Aurora 295,316 


Onondaga, N. Y. Syracuse 603 583 
Ramsey, Minn. St. Paul 603 512 
Sacramento, Cai. Sacramento 585,675 
Oklahoma, Okla. Oklahoma City 577,622 
Maricopa, Ariz. Phoenix 572,768 
Santa Clara, Cal. San Jose 565,339 
Arlington, Va. Alexandria 565,072 
Bristol, Mass. New Bedford 544,449 
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Is Tops! 


2,210 PAGES 


Business Papers Show 10% Gain in Ad Pages in ‘52 


Cuicaco, Jan. 7—The advertis-| The top percentage gains in other 
ing page volume for 269 business | business paper fields were; Boot 
publications reporting to Indus-| & Shoe Recorder with a 10.8% 
trial Marketing gained 10% in; gain among trade _ publications, 
1952. The publications reported a} from 1,994 pages to 2,210 pages; 
| total of 4_lilaliadall . ' ‘ ; 
Bote Boot and Shoe Recorder with a 10.8% 
| only, the® CS) ‘ ; 

ire vain among trade publications, 
pebiicotians from 1,994 pages to 2,210 pages; 


IN 1952 
388 MANUFACTURERS OF SHOES 


LEATHER anvp ALLIED PRODUCTS 


PLACED 2,210 PAGES 


IN © 00 on 


Boor ann Suor RECORDER 


A CHILTON @ PUBLICATION 
100 EAST 42ND ST., NEW YORK 17, N. Y. 


MAKING IT 
THE INDUSTRY'S 


No. 1 PUBLICATION 


as iT WAS BEEN Fon THE Past 71 venns 
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Per Family Effective Buying Income, 200 Counties 


G77) Estimates, 1952, for the 200 counties lead 


~~ | NET EB.I. 


COUNTY 
and 
STATE 


Arlington, Va. 


DuPage, Ill. 
Hartford, Conn. 
Fairfield, Conn... . . 
Delaware, Pa....... 
San Mateo, Cal. 
Essex, N. J. 


DeKalb, Ga... 
Prince Georges, Md. 
Montgomery, Pa. 


Union, N. J. 

St. Joseph, ind. 
Lake, Ind. 

Lake, lil. 

Bergen, N. J. 
Cuyahoga, Ohio 
New Haven, Conn. 


Norfolk, Mass. 
Montgomery, Ohio 
Lucas, Ohio 
Mahoning, Ohio 
Kane, Ill. 

Jefferson, Texas 
Cook, Il. 

Mercer, N. J.. 

East Baton Rouge, La. 
Henrico, Va. 


Dutchess, N. Y.. 
Harris, Texas 

Will, tt. 

Nueces, Texas... .. 
Franklin, Obie... . 
Summit, Ohio... 
Oakland, Mich... . 
Allen, Ind, 

New Castile, Det. 
Milwaukee, Wis. 


Trumbull, Ohie . 


Wayne, Mich. 


El Paso, Texas 

St. Louis, Mo....... 
Schenectady, N. Y... 
Macomb, Mich... . 
Middlesex, N. J... .. 
Broome, N. Y.... 
Stark, Ohio 
Chester, Pa........ 
Allegheny, Pa...... 
Beaver, Pa. 


LEADING | 


ciTY 


PER 


FAMILY | Rank 


SSEVIFSELSR= 


rss 2-8 3-3 2-5-3 


COUNTY 
and 
STATE 


Bernalillo, N. M.... 
Ingham, Mich. 
Bucks, Pa. 
Newport News, Va. 
Roanoke, Va. 
Lehigh, Pa. 
Northampton, Pa.. . 
Tarrant, Texas 
‘Lancaster, Pa. 
Mecklenburg, N. C. 


Douglas, Neb. 
San Francisco, Cal. 
Jefferson, Ky. 
Sedgwick, Kans. 
Wyandotte, Kans. 
Onondaga, N. Y. 
Erie, Pa. 
New York, N. Y. 
5 Counties 
Niagara, N. Y. 
Pierce: Wash. 


Alameda, Cal. 
Camden, N. J. 
Oneida, N. Y. 
Pulaski, Ark. 

King, Wash. 
Madison, III. 
Santa Clara, Cal. 
Passaic, N. J. 
Berks, Pa. 

Anne Arundel, Md. 


Hamilton, Ohio 
Hudson, N. J. 
Vanderburgh, Ind. 
Suffolk, Mass. 
Ramsey, Minn. 


Spokane, Wash. 
Tulsa, Okla. 
Dauphin, Pa. 
Greenville, $. C. 
Pima, Ariz. 

Los Angeles, Cal. 
Guilford, N. C. 
Rensselaer, N. Y. 
Monmouth, N. J. 
Westmoreland, Pa. 


Norfolk, Va. 
Jackson, Mo. 

Polk, lowa 
Kalamazoo, Mich. 
Multnomah, Ore..... 
Hennepin, Minn... 
Cambria Pa. 
Muscogee, Ga. 
Burlington, N. J.... 


| 


LEADING 


ciTY 


Albuquerque 
Lansing 
Bristol 
Newport News 
Roanoke 
Allentown 
Bethlehem 
Fort Worth 
Lancaster 
Charlotte 


Omaha 

San Francisco 
Louisvilie 
Wichita 
Kansas City 
Syracuse 

Erie 

New York City 
Niagara Falls 


Tacoma 


Oakland 


| Camden 


Utica 
Little Rock 
Seattle 
Alton 

San Jose 
Paterson 
Reading 
Annapolis 


Albany 
Madison 
Atlanta 


| Springfield 


Columbia 
Cincinnati 
Jersey City 
Evansville 
Boston 


| St. Paul 


Spokane 
Tulsa 
Harrisburg 
Greenville 
Tucson 

Los Angeles 
Greensboro 
Troy 

Asbury Park 
Greensburg 


Norfolk 


| Kansas City 


Des Moines 
Kalamazoo 
Portland 
Minneapolis 
Stockton 
Johnstown 
Columbus 


| Burlington 


Washtenaw, Mich.. .| 


Wake, N. C. 
Kanawha, W. Va. 


FAMILY | Rank 


JM 


5,905 
5,902 
5,902 
5,874 
5,867 
5,855 
5,838 
5,829 
5,825 
5,819 


5,816 
5,809 
5,805 
5,804 
5,798 
5,798 
5,782 


5,753 
5,747 
5,745 


5,735 
5,735 
5,726 
5,698 
5,694 


in 
Group 


| Estimates | 


7i 


COUNTY 
and 
STATE 


Denver, Colo. 

Travis, Texas 
Worcester, Mass... 
Bexar, Texas 
Spartanburg, S. C. 
Berkshire, Mass.... . | 
Davidson, Tenn... .. 
Providence, R. |. 
Hinds, Miss. 
Dade, Fia. 


Maricopa, Ariz. 
Oklahoma, Okla. 
Sangamon, til. 
Duval, Fla. 
Fresno, Cal. 
Orleans, La. 

St. Clair, ti. 
Kent, Mich. 
Essex, Mass. 
Orange, N. Y. 


Luzerne, Pa. 
Caddo, La. 

Lane, Ore. 

San Diego, Cal. 
Richmond, Ga. 
Forsyth, N.C... 
Calhoun, Mich. 
Fayette, Pa....... 
Muskegon, Mich. 
Contra Costa, Cal. 


Cumberland, Maine 
Knox, Tenn. 

San Bernardino, Cal. 
Hillsborough, N. H.. | 
Lach Pa.....| 


| NET EBL. | 
PER 
LEADING I 


CITY 


| @&D 
| Estimat 


| Providence 
| Jackson 


Miami 


Phoenix 
Oklahoma City 
Springfield 
Jacksonville 
Fresno 

New Orleans 
East St. Louis 
Grand Rapids 
Lynn 
Newburgh 


Wilkes-Barre 
Shreveport 
Eugene 

San Diego .... | 
Augusta 
Winston-Salem | 
Battle Creek 


Richmond 


Portiand 
Knoxville 

San Bernardino | 
Manchester 


Orange, Cal....... 
Mobile, Ala... 
Charleston, S. C. 
Shelby, Tenn. 
Schuylkill, Pa. 


Chatham, Ga..... 
Stanislaus, Cal. . 
Bristol, Mass. 
Plymouth, Mass. 
Yakima, Wash. 
Tulare, Cal. 
Chautauqua, N. Y. 
McLennan, Texas 
Montgomery, Ala. . 
Hamilton, Tenn. 


Atlantic, N. J... 
Cameron, Texas 

St. Louis, Minn. 
Hillsborough, Fla. 
Polk, Fla... .. 
Orange, Fla. 
Riverside, Cal. 

| ee 
Pinellas, Fla... ... 
Hidalgo, Texas...... 


U. S. Per Family... . 
a eae 


| Santa Ana 


Mobile 


| Charleston 
| Memphis 


Pottsville 


| Savannah 


Modesto 
New Bedford 
Brockton 


| Yakima 


Visalia 


| Jamestown 


Waco 
Montgomery 
Chattanooga 


Atlantic City 
Harlingen 


ee 


SB8SSR2E8 


—_ = 


St. Petersburg 
McAllen | 


Honolulu County, with Per Family Income of 


$6,215, would, 


of 43. 


if included above, have a rank 


SALES MANAGEMENT 


These Sales Executives have witnessed 


House Beautiful’'s buying power 
in action! 


Mr. W. W. Pate, Mr. Alldor M. Nord, Mr. Joseph H. Axelrod, 
President, President, President, 
Belrug Mills, Inc. Union-National, Inc. Wamsutta Mills 


Mr. W. W. Pate, President “We have had more results for the money spent in House Beautiful than in 
BELRUG MILLS, INC. says any other magazine ... one of the major factors in the success we have had.” 


Mr. Alldor M. Nord, “We chose House Beautiful (because) it is read and studied thoroughly by 
President the upper-bracket buying public (and) home furnishings buyers in better 
CE: TE. ceseas throughout the country.” UNION-NATIONAL is a regular House 
““Y° Beautiful advertiser. In more than 7 years, they have not missed a single 

issue of House Beautiful. 


Mr. Joseph H. Axelrod, “House Beautiful families respond quickly to new ideas... their actions 


President influence other consumers...your trade influence is outstanding.” 
WAMSUTTA MILLS says WAMSUTTA has been a regular advertiser for 16 years. 


And we say What House Beautiful’s buying power has done for these gentlemen it can 

isn’t this the kind of do for you. You'll have super profits if you talk to our super-buyers — our 

sales action you want? 2,800,000 readers.* They “have what it takes” to give you plenty of sales 
action. And — as the three gentlemen above have said — they do!! 

* 414 readers per copy 


Be a REGULAR House Beautiful advertiser 


House Beautiful 


572 Madison Avenue, New York 22, New York 


Branch Offices: 1447 Peachtree St., N.E., Atlanta 5, Ga. + 1132 Park Square Building, Boston 16, Mass. + 326 West Madison St., Chicago 6, IIl. 
Hippodrome Building, Cleveland 14, Ohio + 1709 West 8th Street, Los Angeles 17, California * P.O. Box 3142, Tyler, Texas 
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Sussex 


~ y 
= Nee: " SUFFOLK 
York 


New York Sunday News Section circulation & percent family coverage 


oo. 
Country 

City & Suburbs . . 
Split Run 
Manhattan 


Manhattan-Bronx . . 


Westchester 
Brooklyn 

Kings 

Queens-Long Island . 
0 a 
Nassau-Suffolk .. . 
Newark 
Passaic-Bergen .. . 


3,947,424—total city, suburban, and country 
1,615,541—outside New York City and fifty mile zone 


. 2,331,883—59.0%, in New York City and fifty mile zone 


1,165,942—29.5%, every other copy in New York City and suburbs 
1,090,085—59.9%, in Manhattan, Bronx, Staten Island; suburban 
New York, Connecticut and Northern New Jersey 
656,237—59.5%, in Manhattan, Bronx, Staten Island 
147,454—60.4%,, in Westchester, Fairfield and Putnam counties 
943,619—62.2%, in Brooklyn, Queens, Nassau and Suffolk counties 
431,614—54.2%,, in the borough of Brooklyn only 
512,005—70.9%, in Queens, Nassau and Suffolk counties 
312,042—-67.6%, in the borough of Queens only 
199,963—76.8%, in Nassau and Suffolk counties 
310,132—49.1%, in Newark and adjacent Southern New Jersey counties 
177,303—60.9%, in Passaic, and in Bergen and Sussex counties 
109,091 —63.3°,,, in Hudson county, except Arlington, East Newark, 
Harrison and Kearny 
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Now National advertisers 
can go L ocal_in New York! 


For the advertiser who prefers to sell the 
New York market piecemeal, the Sunday News 
packages its circulation in fourteen Sections. 

With a single Section, you can put your 
message before three-fifths of Brooklyn... or 
win Westchester with 60% family coverage... 
concentrate on Long Island’s rich Nassau and 
Suffolk counties .. . polish off Passaic-Bergen 
in N.J., Manhattan, Newark, Hudson County, 
Kings, Queens, or Queens and Long Island... 
get half coverage of the metropolitan area in 
Split Run.. 
Suburbs package. 


.or use the economy size City & 


The News Sections have been outstandingly 
successful vehicles for local advertisers, sold 


all types of merchandise, in all price ranges in 


profitable volume. As local media, the Sections 
permit the national advertiser to: 

1) do an intensive local advertising job in 
one part of the market at a time 

2) put on special promotions, w ith localized 
sales and appeal 
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3) test the products, copy and promotion 
programs in a big but representative portion 
of metropolitan market 

4) spread a budget or schedule 

5) reach more families than in any other 
medium—and at lower cost! 
Besides the local Sections the national 
advertiser has his choice of the Country 
package, all the circulation beyond New York 
City and suburbs—and Full Run, more than 


3,940,000 circulation, for a star-spangled New 
York and national effort in America’s largest 
circulation newspaper! 

Whatever your selling problem, one or 
more of the Sunday News Sections will fit 
your needs . . . deliver more sales, 
cash, and prospects...move more 
customers’ minds and merchandise 
at less cost. For full facts—ask 
the Advertising Department, 


any office. 


Per Capita Effective Buying Income, 200 Counties 


Estimates, 1952, for the 200 counties leadi 


“| NET EB! 


PER 
COUNTY 
and 
STATE 


LEADING 


ciTYy 
Estimates 
Alexandria 
Yonkers 
Hempstead 
Township 
San Mateo 
Elmhurst 
Hartford 
Bridgeport 
Newark 
San Francisco 


San Mateo, Cal. 
DuPage. tt. 
Hartford, Conn 
Fairfield, Conn. 
Essex, N. J. 

San Francisco, Cal. 


Bergen, N. J. 

St. Joseph, ind. 
DeKalb, Ga. 
Union, N. J. 
Delaware, Pa. 
Cook, tl. 
Cuyahoga, Ohio 
Lucas, Ohio 

Lake, Ind. 

New Haven, Conn. 


Hackensack 
South Bend 
Decatur 
Elizabeth 
Chester 
Chicago 
Cleveland 
Toledo 
Gary 

New Haven 


Marion, ind 

Allen, ind. 
Montgomery , Ohio 
Alameda, Cal. 
Schenectady, N. Y. 
King, Wash. 

Kane, Ill. 
Montgomery, Pa. 


Indianapolis 
Fort Wayne 
Dayton 
Oakland 


& 


Se es ee) 
—-—- = 
cow @ 


Harris, Texas 
Peoria, tl. 


-—— 


Sedgwick, Kans. 
Jefferson, Texas 
Monroe, N. Y. 
Dallas, Texas 
Summit, Ohio 
Norfolk, Mase. 
Los Angeles, Cal. 
Sacramento, Cal. 
St. Louis, Mo. 
Franklin, Ohio 


S35888 883 


~<a ew oe ot ot ot 


Winnebago, til. 
Mitwaukee, Wis. 
Multnomah, Ore. 
Lake, fil..... 

Will, tl. 

Rock tsland, tl. 
Prince Georges, Md. 
Mahoning, Ohio 
Jackson, Mo. 

Erie, N. Y. 


2 ZESRESEEES FREE 


Hyattsville 
Youngstown 
Kansas City 
Buffalo 


ee es ee 


Broome, N. Y. 
New York, N. Y. 
(5 Counties) 
Wyandotte, Kans. 

Oakland, Mich. 
Spokane, Wash. 

East Baton Rouge, La 
Kern, Cal. 

Trumbull, Ohio 

New Castle, Del. 
Lorain, Ohio. . 


Binghamton 


New York City 
Kansas City 
Pontiac 
Spokane 
Baton Rouge 
Bakersfield 
Warren 

| Wilmington 

| Lorain 


ee se ee 


Richmond 
Omaha 
Canton 
Albany 
Fort Worth 
Detroit 


Henrico, Va. 
Douglas, Neb. 

Stark, Ohio 

Albany, N. Y. 
Tarrant, Texas. 
Wayne, Mich.......| 
Madison, Hil..... Alton 
Butler, Ohio........| Hamilton 
Passiac, N. J. | Paterson 
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CAPITA Rank 
| in 


=o 
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SSSseeeers 


COUNTY 
aad 
STATE 


Hamilton, Ohio. . . 


Genesee, Mich. 
Polk, lowa 
Allegheny, Pa. 
Middlesex, N. J. 
Tulsa, Okla. 
Mercer, N. J. 
Morris, N. J. 
Jefferson, Ky. 
Santa Clara, Cal. 


District of Columbi 


| NET EBL. 
PER 
CAPITA | Rank 


Do", 


Estimates 


1,740 


LEADING 


ciTy 


Cincinnati 


Flint 

Des Moines 
Pittsburgh 
New Brunswick 
Tulsa 

Trenton 
Morristown 
Louisville 

San Jose 


Waeh 


New London, Conn. 


Ingham, Mich. 
Philadelphia, Pa. 
Denver, Colo. 
Onondaga, N. Y. 
Vanderburgh, Ind. 
Pierce, Wash. 
Pulaski, Ark. 
Bucks, Pa. 
Middlesex, Mass. 


Lehigh, Pa. 


Rensselaer, N. Y. 
Hennepin, Minn. 
Oklahoma, Okla. 


Orange, Cal. 


Hampden, Mass... 
Dauphin, Pa....... 


Suffolk, N. Y. 

Monmouth, N. J. 
San Joaquin, Cal. 
Kalamazoo, Mich. 


Suffolk, Mass. 
Dane, Wis. 
Berkshire, Mass. 
Pima, Ariz. 
Fresno, Cal. 
Kent, Mich. 
Monterey, Cal. 


Mecklenberg, N.C... 
Providence, R. 1. . 


Essex, Mass. 
St. Clair, ti. 


.| Cambridge 


San Bernardino, Cal. 


Salt Lake, Utah 


Newport News, Va... | 


Orenge, N. Y. 


Westmoreland, Pa... | 
Worcester, Mass... 


| Little Rock 


| Beaver Falls 
| Niagara Falls 


| Mount Clemens 
Jersey City 


| Santa Ana 


| Harrisburg 


Salinas 


New London 
Lansing 
Philadelphia 
Denver 
Syracuse 
Evansville 
Tacoma 


Bristol 


Allentown 


Camden 
Poughkeepsie 
Corpus Christi 
Erie 
Springfield 


Seana 
ae 


$232 
™~ 
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Minneapolis 
Oklahoma City 


ee eee ee 


Springfield 


yrPxes 


Patchogue 
Asbury Park 
Stockton 
Kalamazoo 
Roanoke 
Atlanta 
Eugene 


ee ee eS 


& £82228 


Miami 

York 

West Chester 
Boston 
Madison 
Pittsfield 
Tucson 
Fresno 

Grand Rapids 


ST ?r?rtT TTT T 
r r 3a%g 
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Charlotte 
Providence 
Lynn 

East St. Louis 
San Bernardino 
Salt Lake City 


£2 
I 


SESE 


-s oe 


ee ee ee ee ee) 


ng in population 


COUNTY 
and 
STATE 


Orleans, La. 
Saginaw, Mich. 
Baltimore, Md... . 
Washington, Pa. 
Norfolk, Va. : 
Greenville, S$. C. 
Maricopa, Ariz. 
Jefferson, Ala. 

E! Paso, Texas 
Caddo, La. 


Chautauqua, N. Y. 
Davidson, Tenn. 

Muskegon, Mich. 
Kanawha, W. Va. 


Stanisiaus, Cal... . 


Calhoun, Mich. 


Hillsborough, N. H..| 


Duval, Fila. 


Cumberland, Maine | 


Contra Costa, Cal. 


Yakima, Wash. 
Cambria, Pa... 
Luzerne, Pa. 
Muscogee, Ga... 
Guilford, N.C. 
Plymouth, Mass. 
Hinds, Miss. 


Washtenaw, Mich. 


Atlantic, N. J. 


Anne Arundel, Md. 


Bristol, Mass. 
Richiand, S. C. 
Lackawanna, Pa. 
Chatham, Ga. 
Travis, Texas 
Bexar, Texas 
Tulare, Cal. 
Fayette, Pa. 
Spartanburg, S. C. 
Shelby, Tenn. 


Pinellas, Fla... 
Forsyth, N. C. 
Knox, Tenn. 
Schuylkill, Pa. 


Burlington, N. J... 


St. Louis, Minn. 
Mobile, Ala. 
McLennan, Texas 
Richmond, Ga. 
Riverside, Cal. 


Charleston, S. C. 
Wake, N.C... 
Hamilton, Tenn. 
Montgomery, Ala. 
Hillsborough, Fla. 
Orange, Fia.. 
Polk, Fla..... 
Blair, Pa. 
Cameron, Texas 
Hidalgo, Texas 


U.S. Per Capita 
Income. . 


Honolulu County with Per Capita Income of 
$1,569 would, if included above have a rank of 


125. 


LEADING 


CITY 


| CAPITA 


| Esti 
{- 


Rank 


New Orleans 
Saginaw 
Baltimore 
Washington 
Norfolk 
Greenville 
Phoenix 
Birmingham 
| El Paso 
Shreveport 


Jamestown 
Nashville 
Muskegon 
Charleston 
Modeste 
Battle Creek 
Manchester 
Jacksonville 
Portland 
Richmond 


Yakima 
Johnstewn 

| Wilkes-Barre 
Columbus 
Greensboro 
Brockton 
Jackson 
Ann Arbor 
Atlantic City 

| Annapolis 


New Bedford 
Columbia 
Scranton 
Savannah 
Austin 

San Antonio 
Visalia 
Uniontown 
Spartanburg 
Memphis 


St. Petersburg 


Winston-Salem 


Knoxville 
Pottsville 
Burlington 
Duluth 
Mobile 
Waco 
Augusta 
Riverside 


Charleston 

| Raleigh 
Chattanooga 
Montgomery 

| Tampa 

| Orlando 
Lakeland 
Altoona 
Harlingen 
McAllen 
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SALES MANAGEMENT 


And what is 
WHDH? 


WHDH iS » « « 90.000 Watts — in Boston 


1.423.500 Radio Homes 


67% of the Radio Homes in 
Mass., Maine, N.H., and R.I. 


53% of the Radio Homes in 
the entire six N.E. States! 


Ist or 2nd in “Home” and “Away- 
From-Home Listening” — 91% of 
the time — 52 weeks of the year. 


Skillful programming and 
operation . . . designed to please 
and hold listeners . . . and produce 


low cost results for its clients 


Represented nationally by BOSTON 
JOHN BLAIR and COMPANY 850 ke 


MAY 10, 1953 


Total Retail Sales, 200 Leading Counties 


Estimates, 1952, for the 200 counties leading in this category 


SALES SALES 

COUNTY LEADING Rank COUNTY LEADING COUNTY 
and in and i and 
STATE ciTY Est. (in Group STATE ciTYy Est. (in STATE 
thousands) 


New York, N. Y. Luzerne, Pa. Wilkes-Barre Schenectady, N. Y. Schenectady 186 , 339 

5 Counties New York City 9,830,830 Albany, N. Y. Albany Travis, Texas Austin 182,914 
Cook, Ili. Chicago 6,000,609 Davidson, Tenn. Nashville Vanderburgh, Ind. Evansville 182,517 
Los Angeles, Cal. Los Angeles 5,683 608 Norfolk, Mass. Quincy Morris, N. J. ‘ Morristown 179,840 
Wayne, Mich. Detroit 3,199,171 Sedgwick, Kans. Wichita Bernalillo, N. M. Albuquerque 179,020 
Philadelphia, Pa. Philadelphia 2,610,301 Tulsa, Okla. Tulsa Beaver, Pa. Beaver Falls 178 , 556 
Allegheny, Pa. Pittsburgh 1,854,243 Suffolk, N. Y. Patchogue Cambria, Pa. Johnstown 178,228 
Cuyahoga, Ohio Cleveland 1,803,864 Salt Lake, Utah Salt Lake City Lubbock, Texas Lubbock 178 ,066 
St. Louis, Mo. St. Louis Polk, lowa Des Moines Madison, Il. ..| Alton 176,580 
Baltimore, Md. Baltimore Genesee. Mich. Flint Sangamon, til. Springfield 175,347 
District of Columbia Washington 


coe@eevreovewnr-— 


Hillsborough, N. H.. Manchester 174,405 
Suffolk, Mass. Boston 375, Stark, Ohio Canton Chautauqua, N. Y. Jamestown 173,596 
Essex, N. J. Newark Camden, N. J. Camden New London, Conn. | New London 172,551 
San Francisco, Cal. San Francisco 176, San Bernardino, Cal. San Bernardino Montgomery, Md. Rockville 172,076 
Milwaukee, Wis. Milwaukee . Monmouth, N. J. Asbury Park Dutchess, N. Y. Poughkeepsie 171,634 
Harris, Texas. Houston 138, Westmoreland, Pa. Greensburg Fayette, Pa. Uniontown 171,529 
Erie, N. Y. Buffalo 094, Mercer, N. J. Trenton ’ Butler, Ohio Hamilton 171,431 
Alameda, Cal. Oakland y Middlesex, N. J. New Brunswick East Baton Rouge, 

Jackson, Mo. Kansas City . Kern, Cal. Bakersfield La. Baton Rouge 170,715 
Dallas, Tex. Dallas New Castle, Dei. Wilmington Monterey, Cal. Salinas 169,820 
Middlesex, Mass. Cambridge : Mahoning, Ohio Youngstown Greenville, S. C. Greenville 169,577 


Hennepin, Minn. Minneapolis A Contra Costa, Cal. Richmond Saginaw, Mich. Saginaw 169,533 
King, Wash. Seattle . Erie, Pa. Erie Paim Beach, Fla. West PaimBeach 168,110 
Hamilton, Ohio Cincinnati 5 St. Joseph, Ind. South Bend Tulare, Cal. .... | Visalia | 167,592 
Nassau, N. Y. Hempstead Hillsborough, Fla. Tampa Lorain, Ohio Lorain 165 ,927 
Township 6 Spokane, Wash. Spokane Richiand, S. C. Columbia 165,756 
Westchester, N. Y. Yonkers , Berks, Pa. Reading Washtenaw, Mich. Ann Arbor 163 ,623 
Dade, Fla. . Miami . Orange, Cal. Santa Ana Rock Island, Ill. Rock Island 160,821 
Marion, Ind. Indianapolis J Pierce, Wash. Tacoma . Potter, Texas Amarillo 160,743 
Multnomah, Ore. Portland Lancaster, Pa. Lancaster Sonoma, Cal. Santa Rosa 160, 190 
Hartford, Conn. Hartford 743,110 Jefferson, Texas Beaumont Schuylkill, Pa. Pottsville 159,083 
Fulton, Ga. Atlanta 726,784 
Calhoun, Mich. Battle Creek 158 940 
Fairfield, Conn. Bridgeport 726,709 San Joaquin, Cal... Stockton Roanoke, Va. Roanoke 157,964 
San Diego, Cal. | San Diego 717,687 Arlington, Va. Alexandria Newport News, Va. Newport News 157,149 
New Haven, Conn. | New Haven 674,062 Mecklenberg, N.C.. | Charlotte ‘ Yakima, Wash. Yakima 156 , 986 
Denver, Colo. Denver 644,916 Dauphin, Pa. Harrisburg Kalamazoo, Mich. Kalamazoo 155 , 558 
Orleans, La. New Orleans 642,837 Guilford, N. C. Greensboro | Chester, Pa. West Chester 155,175 
Providence, R. |. Providence 641,535 Oneida, N. Y. ..| Utica Berkshire, Mass. Pittsfield 154,634 
Worcester, Mass. Worcester 608 , 145 Allen, ind. Fort Wayne McLennan, Texas Waco 152,925 
Monroe, WN. Y. Rochester 604 875 San Mateo, Cal. San Mateo Trumbull, Ohio Warren 151, 263 
Hudson, N. J. Jersey City 603 904 Kanawha, W. Va. Charleston Lane, Ore. Eugene 151,007 
Shelby, Tenn. Memphis 601 491 Ingham, Mich. Lansing 
Galveston, Texas Galveston 150,341 
Franklin, Ohio Columbus 598 , 260 Lehigh, Pa. Allentown Berrien, Mich. Benton Harbor 150,229 
Jefferson, Ala. Birmingham 586 202 Lackawanna, Pa. Scranton Orange, Fla. Orlando 147 ,838 
Tarrant, Texas Fort Worth 574,468 Hamilton, Tenn. Chattanooga Lancaster, Neb. Lincoin 147,356 
Jefferson, Ky. Louisville 672,751 St. Louis, Minn. Duluth Santa Barbara, Cal... Santa Barbara 146 ,998 
Essex, Mass. Lynn 545,974 Knox, Tenn. Knoxville i Chatham, Ga. Savannah 146,857 
Bexar, Texas San Antonio 529,236 Caddo, La. Shreveport Linn, lowa Cedar Rapids 146,705 
Bergen, N. J. Hackensack 527 ,966 Peoria, Ill. Peoria Muskegon, Mich. Muskegon 146,250 
Montgomery, Ohio Dayton 516,333 Pinellas, Fla. St. Petersburg i Rensselaer, N. Y. Troy 146 051 
Lucas, Ohio Toledo 513,611 El Paso, Texas El Paso Hinds, Miss. Jackson 144,908 
Ramsey, Minn St. Paul 495,016 Broome, N. Y. Binghamton 
Racine, Wis. Racine 144,780 
Summit, Ohio Akron 485.875 Pulaski, Ark. Little Rock Woodbury, lowa Sioux City 144,508 
Union, N. J. Elizabeth 472,975 York, Pa. York Charleston, S. C. Charleston 144,172 
Lake, Ind. Gary 457 546 Mobile, Ala. Mobile Will, ti. Joliet 144,072 
Passaic, N. J. Paterson 446.212 Northampton, Pa. Bethlehem Wyandotte, Kans. Kansas City 143 ,902 
Hampden, Mass. Springfield 439,738 Riverside, Cal. Riverside Bucks, Pa. Bristol 142,846 
Maricopa, Ariz. Phoenix 435 643 Niagara, N. Y. Niagara Falls Wake, N. C. Raleigh 141,570 
Norfolk, Va. Norfolk 434 563 Atlantic, N. J. Atlantic City Scott, lowa Davenport 141,506 
Oakland, Mich. Pontiac 431,712 Kane, lil. Aurora A DuPage, tli. Elmhurst 140 , 266 
Onondaga, N. Y. Syracuse 430,077 Dane, Wis. Madison . Montgomery, Ala. Montgomery 139 582 
Oklahoma, Okla. Oklahoma City 411,220 Winnebago, til. Rockford 
Total Above Counties 102,093,218 
Douglas, Neb Omaha 393 049 
Henrico, Va. Richmond 387,807 Nueces, Texas Corpus Christi 205 ,096 & of U.S.A. 62.4156 
Sacramento, Cal. Sacramento 382,701 Lake, Hil. Waukegan 203,481 
Santa Clara, Cal. San Jose 374 873 Plymouth, Mass. Brockton 202 851 
Delaware, Pa. Chester 374,711 St. Clair, ti. East St. Louis 199, 883 
Montgomery, Pa. | Lower Merion Orange, N. Y. Newburgh 199,491 Honolulu County, with Total Retail Sales of 
Township 372,966 Washington, Pa. Washington 195 , 960 $343,081 thousand, would, if included above, 
Kent, Mich. Grand Rapids 371,641 Pima, Ariz. Tucson 192,832 have a rank of 75. 
Fresno, Cal. Fresno 369,371 Cumberland, Maine Portland 189, 164 
Bristol, Mass. | New Bedford 364 889 Macomb, Mich... Mount Clemens 187,917 
Duval, Fla. Jacksonville 363.505 Stanisiaus, Cal... . Modesto 186 607 
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LEADING 


city 


District of Columbia, | Washington 


Suffolk, Mass. 
Fulton, Ga. 
Jackson, Mo. 
Atlantic, N. J. 
Fairfield, Conn. 
Albany, N. Y, 
Tarrant, Texas 
Guilford, N.C. 
Dallas, Texas 


Mercer, N. J. 
Dutchess, N. Y. 
Henrico, Va. 
Hartford, Conn. 
Kane, I) 
Ramsey, Minn. 
Multnomah, Ore. 
Wayne, Mich 
Douglas, Neb. 
Denver, Colo 


New Castle, Del. 
Hennepin, Minn. 
Polk, lowa 
Ingham, Mich. 


Meckienberg, N. C. 


St. Joseph, tnd 
Orange, N.Y 
Monmouth, N. J. 
Erie, Pa 

Essex, N. J 


Milwaukee, Wis 
Marion, ind 
Dade, Fla. 
Washtenaw, Mich. 
Stanislaus, Cal. 
Cuyahoga, Ohio 
Allegheny, Pa. 
Cook, ti 

Harris, Texas 
Caddo, La 


Calhoun, Mich. 
Jefferson, Texas 
San Francisco, Cal. 
Lucas, Ohio 
Reanoke, Va. 
Shelby, Tenn 
Westchester, N. Y. 
Dane, Wis. 
Montgomery, Ohio 
New Haven, Conn. 


Onondaga, N. Y. 
Philadelphia, Pa. 
Dauphin, Pa. 
Richland, 8. C. 
Passaic, N. J. 

El Paso, Texas 
Suffolk, N. Y. 
Winnebago, tl. 
Lehigh, Pa. 
Alien, Ind. 


Lake, Ind. 
Nueces, Texas 
Sangamon, Ill. 
Wake, N.C. 
Northampton, Pa. 
Erie, N. Y.. 
Kent, Mich. 
Peoria, lil. 


New London, Conn. 


Freano, Cal. 


| Boston 

| Atlanta 

| Kansas City 
Atlantic City 
Bridgeport 
Albany 

| Fort Worth 

| Greensboro 
Dallas 


Trenton 
Poughkeepsie 
Richmond 
Hartford 
Aurora 

St. Paul 
Portland 
Detroit 
Omaha 
Denver 


Wilmington 
Minneapolis 
Des Moines 
Lansing 
Charlotte 
South Bend 
Newburgh 
Asbury Park 
Erie 
Newark 


Milwaukee 
Indianapolis 
Miami 
Ann Arbor 
Modesto 

| Cleveland 
Pittsburgh 
Chicago 
Houston 

| Shreveport 


Battle Creek 
Beaumont 
San Francisc 

| Toledo 

| Roanoke 
Memphis 

| Yonkers 
Madison 
Dayton 
New Haven 


Syracuse 
Philadelphia 
Harrisburg 
Columbia 
Paterson 


Retail Sales Per Family, 200 Counties 


@7D Estimates, 1952, for the 200 counties leading in total retail sales 


SALES 
PER 
FAMILY 


JM 


Estimates 
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Rank 
in 


Group 
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COUNTY 
and 
STATE 


Hampden, Mass. 
Schenectady, N. Y. 
Travis, Texas 
Mahening, Ohio 
New York 


(5 Counties) N. Y. 


Maricopa, Ariz. 
Monroe, WN. Y. 
Sacramento, Cal. 
Chautauqua, N. Y. 
Pima, Ariz. 


Butler, Ohio 
Salt Lake, Utah 
Tulsa, Okla. 
Lancaster, Pa. 
Genesee, Mich. 
Arlington, Va. 
Jefterson, Ky. 
Monterey, Cal. 
Berkshire, Mass 
Bernalillo, N. M. 


San Joaquin, Cal 
Kalamazoo, Mich. 
Broome, N. Y. 
Kern, Cal. 
Cumberland, Maine 
Bexar, Texas 
Nassau, N. Y. 


Duval, Fla. 
Summit, Ohio 
Franklin, Ohio 


McLennan, Texas 
Baltimore, Md 
Rock Island, Il. 
Sedgwick, Kans. 
Worcester, Mass. 
Muskegon, Mich. 
Union, N. J 
Hamilton, Tenn 
Davidson, Tenn 
Hamilton, Ohio 


Lake, Il. 

Stark, Ohio 
Alameda, Cal. 
Santa Clara, Cal. 
Newpert News, Va. 
Spokane, Wash. 
Orleans, La. 
Montgomery, Pa. 


Providence, R. |. 
Lorain, Ohio 


Middlesex, N. J. 
Oneida, N. Y. 
Oklahoma, Okla. 
Hillsborough, N. H. 
Saginaw 

Los Angeles, Cal. 
Niagara, N. Y. 
Berks, Pa. 

St. Louis, Mo. 
Muscogee, Ga. 


Chester, Pa. 
Cameron, Texas 


Kanawha, W. Va. 


LEADING 


CITY 


Springfleld 
Schenectady 
Austin 
Youngstown 


New York City 
Phoenix 
Rochester 
Sacramento 
Jamestown 
Tucson 


Hamilton 

Salt Lake City 
Tulsa 
Lancaster 
Flint 
Alexandria 
Louisville 
Salinas 
Pittsfield 
Albuquerque 


Stockton 
Kalamazoo 
Binghamton 
Bakersfield 
Portland 
San Antonio 
Hempstead 
Township 
Jacksonville 
Akron 
Columbus 


Waco 
Baltimore 
Rock Island 
Wichita 
Worcester 
Muskegon 
Elizabeth 
Chattanooga 
Nashville 
Cincinnati 


Waukegan 
Canton 
Oakland 
San Jose 
Newport News 
Spokane 
New Orleans 
Lower Merion 
Township 
Providence 
Lorain 


New Brunswick | 


Utica 
Oklahoma City 
Manchester 
Saginaw 

Los Angeles 
Niagara Falis 
Reading 

St Louis 
Columbus 


West Chester 
Harlingen 
Knoxville 
Orlando 
Little Rock 
Birmingham 
Morristown 
Beaver Falls 


SALES 
PER 
FAMILY = Rank 
in 


Group 


Estimates 


3,983 
3,965 
3,958 
3,951 


Savs | 


3,941 
3,939 
3,938 
3,937 
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COUNTY 
and 
STATE 


Rensselaer, N. Y. 


Westmoreland, Pa. 
Greenville, S. C. 
Yakima, Wash. 
King, Wash. 

St. Louis, Minn. 
Norfolk, Va. 
Montgomery, Ala. 
Will, i. 

Lane, Ore... 
York, Pa. 


Hinds, Miss. 
Tulare, Cal. 
Hillsborough, Fla. 
Vanderburgh, Ind. 
Camden, N. J. 
Riverside, Cal. 
Oakland, Mich. 
Essex, Mass. 
Luzerne, Pa. 
Plymouth, Mass. 


Baton Rouge, La. 
Richmond, Ga. 
Pinellas, Fla. 
Spartanburg, S. C. 
Orange, Cal” 
Fayette, Pa. 
Washington, Pa. 
Montgomery, Md. 
Lackawanna, Pa. 
Blair, Pa. 


Cambria, Pa. 
San Diego, Cal. 
Trumbull, Ohio 
Hidalgo, Texas 
Chatham, Ga. 
Burlington, N. J. 
Macomb, Mich. 


San Bernardino, Cal. 


Bucks, Pa. 
Charleston, S.C... 


Bristol, Mass. 
Mobile, Ala. 
Middlesex, Mass. 
St. Clair, Wl. 
Pierce, Wash. 
Norfolk, Mass. 
Hudson, N. J. 
Delaware, Pa. 
Madison, til. 
Forsyth, N. C. 


Bergen, N. J. 
Schuylkill, Pa. 
DuPage, tl. 
Contra Costa, Cal. 
San Mateo, Cal. 
Wyandotte, Kans. 
Polk, Fla... 

Anne Arundel, Md. 


Prince Georges, Md. 


DeKalb, Ga... 


SALES 
PER 
FAMILY 


| 


Estimates 


Troy 3,588 
3,586 
3,585 
3,584 
3,562 
3,560 
3,559 
3,534 
3,531 
3,528 


Greensburg 
Greenville 
Yakima 
Seattle 
Duluth 
Norfolk 
Montgomery 
Joliet 
Eugene 
York 


Jackson 
Visalia 
Tampa 
Evansville 
Camden 
Riverside 
Pontiac 

Lynn 
Wilkes-Barre 
Brockton 


Baton Rouge 
Augusta 

St. Petersburg 
Spartanburg 
Santa Ana 
Uniontown 
Washington 
Rockville 
Scranton 
Altoona 
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Johnstown 

San Diego 
Warren 
McAllen 
Savannah 
Burlington 
Mount Clemens 
San Bernardino 
Bristol 
Charleston 


ewwewwoewwew w 


New Bedford 
Mobile 
Cambridge 
East St. Louis 
Tacoma 
Quincy 

Jersey City 
Chester 

Alton 
Winston-Salem 


Hackensack 
Pottsville 
Elmhurst 
Richmond 
San Mateo 
Kansas City 
Lakeland 
Annapolis 
Hyattsville 
Decatur 


U.S. Per FamilySales .. 
' 


Honolulu County with per 


family Retail 


Sales of $3,885 would, if included above, have 


a rank of 


138 


SALES MANAGEMENT 


Tamily Circle LEADS NEW TREND, SELLS 


100% HOUSEWIFE-SHOPPER CUSTOMERS, 
4,000,000 IN 48 STATES AND CANADA 


ae CANADIAN FIRST NATIONAL 


GRAND UNION 
NORTHWEST RED OWL a 
‘2 JEWEL BOHACKCY NEW YORK 


SAFEWAY 
4 


caurornia OY MIDWEST WASHINGTON-RICHMOND 
KROGER 


gee. DIXIE HOME 


ALBERS | AMERICAN “— 


WINN & LOVETT 


Number of Circulation effective Latest Annual 
Chain U.S. Stores January 1953 Total U.S. Sales 


Albers 65 25,000 $ 66,845,000 
American 1,338 500,000 510,451,000 
Bohack 210 90,000 115,268,000 
Butt 58 55,000 40,000,000 
Dixie Home 114 40,000 55,034,000 
First National 866 400,000 406,773,000 
Grand Union 304 135,000 179,367,000 
Hill 48 20,000 20,000,000 
Jewel 159 90,000 209,244,000 
Kroger 1,897 950,000 997 ,086,000 
Red Owl 710 100,000 89,834,000 
Safeway 1,961 1,465,000 1,320,919,000 
Weingarten 29 25,000 51,792,000 
Winn & Lovett 182 110,000 174,724,000 


36.6% of total U.S. chain grocery volume. . . $4,237,337 ,000 


SECTIONAL CIRCULATION Advertising can be purchased in all or any combination of 
twenty sectional editions (including 7 Safeway editions) to parallel your product 
distribution in the grocery chaina that sell Family Circle. Canadian circulation of 
135,000 through 138 Safeway stores with 1951 sales of 129,447,000 can be bought 
as a separate unit, although Canadian data are not included above. 


With a guaranteed circulation of 4,000,000, Family 
Circle is first in the rapidly-growing media field of 
store-distributed women’s magazines. And it is the 
first magazine of its kind which provides advertisers 
with truly national coverage. 

Family Circle is one of the leaders among all major 
media. In 1952, it was first among the top ten guaran- 
teed circulation magazines in both advertising page 
gain and advertising revenue percentage gain—by 
an almost 3 to | margin. 

Family Circle leads all monthly magazines in pages 
of food advertising—for the third successive year. It 
continues to gain phenomenally in appliance, 
apparel, drug, toiletry and other non-grocery adver- 
tising. 

Why are so many leading advertisers—655 in 1952 

turning to Family Circle? Because Family Circle 
offers them unique advantages for increased sales 
and profits—at the lowest cost per-page-per-thou- 
sand of the leading magazines. 

Only Family Circle delivers a 4,000,000 guaran- 
teed circulation of 100% housewife-shoppers in 48 
states and Canada—above-average income cus- 
tomers for everything used in and around the home. 
Because it is edited specifically to interest and serve 
its audience of homemakers, the circulation growth of 
Family Circle continues to be extraordinarily rapid. 

To all this vitality, add Family Circle’s method of 
distribution. It is sold only to customers actively buy- 
ing in shopping centers which parallel your channels 
of distribution. 

You cannot buy a more selective audience for 
mass-market products. And you can get it at the low- 
est page base rates of all top circulation magazines ! 
Start your media schedule with Family Circle! 


Family Circle's circulation is concentrated in 1,695 counties that 
account for 87% of U.S. retail sales, 88% of food sales, 
88% of drug sales, and 84% of all U.S. families. 


Family Circle provides coverage in 143 of the 162 metropolitan 


trading areas. 


Family Circle channels 63% of its U.S. circulation into these vital 
143 metropolitan areas. 


Family Circle readers average 1.19 children per family and 55% 
of them own their own homes. 
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COUNTY 
and 
STATE 


New York, N. Y. 
(5 Counties) 
Los Angeles, Cal. 

Cook, til. 
Wayne, Mich. 
Philadelphia, Pa. 
Allegheny, Pa. 
Cuyahoga, Ohio 
Baltimore, Md. 
St. Louis, Mo. 
Suffolk, Mass. 


Essex, N. J. 
Middlesex, Mass... . | 
District of Columbia. | 
Erie, N.Y. 
Harris, Texas 
Milwaukee, Wis. 
Nassau, N. Y. 


Alameda, Cal. 
San Francisco, Cal. 
Westchester, N. Y. 


Hamilton, Ohio 
Fairfield, Conn. 
King, Wash. 
Hudson, N. J. 
Hennepin, Minn. 
Hartford, Conn. 
Dallas, Texas 
New Haven, Conn. 
Bergen, N. J. 
Worcester, Mass. 


San Diego, Cal. 
Essex, Mass. 
Providence, R. |. 
Jackson, Mo. 
Marion, ind. 
Multnomah, Ore. 
Dade, Fla. 
Monroe, N. Y. 
Jefterson, Ala 
Union, N. J. 


Jefferson, Ky 
Orleans, La. 
Franklin, Ohio 
Summit, Ohio 
Montgomery, Ohio 
Lucas, Ohio 
Fulton, Ga. 

Bexar, Texas 
Denver, Colo. 
Oakland, Mich. 


Lake, Ind. 
Hampden, Mass. 
Shelby, Tenn. 
Delaware, Pa. 
Norfolk, Mass. 
Passaic, N. J. 
Onondaga, N. Y. 
Montgomery, Pa 


Bristol, Mass. 
Tarrant, Texas 


Norfolk, Va. 
Contra Costa, Cal 
Ramsey, Minn. 


Food Store Sales, 200 Leading Counties 


Estimates, 1952, for t 


LEADING 


ciTYy 


New York City 
Los Angeles 
Chicago 
Detroit 
Philadelphia 
Pittsburgh 
Cleveland 
Baltimore 


| St. Louis 


Boston 


Newark 


| Cambridge 


Washington 


| Buftalo 


Houston 


Milwaukee 


Hempstead 
Township 
Oakland 


| San Francisco 
| Yonkers 


Cincinnati 
Bridgeport 
Seattle 
Jersey City 
Minneapolis 


| Hartford 

| Dallas 

| New Haven 
| Hackensack 


Worcester 


| San Diego 


Lynn 


| Providence 


Kansas City 
Indianapolis 
Portland 
Miami 
Rochester 
Birmingham 
Elizabeth 


Louisville 
New Orleans 
Columbus 
Akron 
Dayton 
Toledo 
Atlanta 

San Antonio 
Denver 
Pontiac 


Gary 
Springfield 
Memphis 
Chester 
Quincy 
Paterson 
Syracuse 
Lower Merion 
Township 
New Bedford 
Fort Worth 


Norfolk 
Richmond 
St. Paul 


FOOD 
STORE 
SALES 


Est. (in 
thousands) 


2,746,126 
1,364,165 
1,281,307 
707 ,697 
584, 150 
522,525 
487 941 
382,451 
363 579 
315,266 


312,713 
307 .457 
284 ,573 
283 415 
277,101 
271,329 


264 ,005 
257 807 
254 540 
262,872 


225,575 
210,853 
209 810 


Rank 
in 


Group 


o@e@nveqaa wn — 


COUNTY 
and 
STATE 


Santa Clara, Cal. 
Kent, Mich. 
Middlesex, N. J. 
Duval, Fla. 
Fresno, Cal. 
San Bernardino, 
Cal. 
Genesee, Mich. 
Stark, Ohio 
Henrico, Va. 
Arlington, Va. 


Douglas, Neb. 
San Mateo, Cal. 
Oklahoma, Okla. 
Albany, N. Y. 
Davidson, Tenn. 
Mahoning, Ohio 
Mercer, N. J. 
Kern, Cal. 

Erie, Pa. 

Salt Lake, Utah 


Tulsa, Okla. 
Pierce, Wash. 
Lackawanna, Pa. 
New Castle, Del. 
Hillsborough, Fla. 
Northampton, Pa. 
Orange, Cal. 
Berks, Pa. 
Oneida, N. Y. 
Sedgwick, Kans. 


Polk, lowa 
Plymouth, Mass. 
St. Joseph, Ind. 
St. Louis, Minn. 
San Joaquin, Cal. 
Kanawha, W. Va. 
Jefferson, Texas 
Ingham, Mich. 
Macomb, Mich. 
Morris, N. J. 


Washington, Pa. 
Mobile, Ala. 
Beaver, Pa. 
Spokane, Wash. 
Dutcpess, N. Y. 
Lancaster, Pa. 


Cumberland, Maine 


Riverside, Cal. 
Broome, N. Y. 
York, Pa. 


Lake, tl. 
Orange, N. Y. 
Dauphin, Pa. 


Hillsborough, N. H. 


Atlantic, N. J. 
St. Clair, ti. 
Niagara, N. Y. 
Hamilton, Tenn. 
Alien, ind. 
Peoria, ll. 


Lehigh, Pa. 
Madison, til. 
Kane, tl. 


LEADING 


CITY 


San Jose 
Grand Rapids 
New Brunswick 
Jacksonville 
Fresno 


San Bernardino 
Flint 

Canton 
Richmond 
Alexandria 


Omaha 

San Mateo 
Oklahoma City 
Albany 
Nashville 
Youngstown 
Trenton 
Bakersfield 
Erie 

Salt Lake City 


Tulsa 
Tacoma 
Scranton 
Wilmington 
Tampa 
Bethlehem 
Santa Ana 
Reading 
Utica 
Wichita 


Des Moines 
Brockton 
South Bend 
Duluth 
Stockton 
Charleston 
Beaumont 
Lansing 


Mount Clemens | 


Morristown 


Washington 
Mobile 
Beaver Falls 
Spokane 
Poughkeepsie 
Lancaster 
Portland 
Riverside 
Binghamton 
York 


Waukegan 
Newburgh 
Harrisburg 
Manchester 
Atlantic City 
East St. Louis 
Niagara Falls 
Chattanooga 
Fort Wayne 
Peoria 


Allentown 
Alton 
Aurora 


SS2IS ABIVTS 


&RfSs8s 


COUNTY 
and 
STATE 


Schuylkill, Pa. 
Butler, Ohio 


Mecklenberg, N. C. 


Lorain, Ohio 
Caddo, La. 
Nueces, Texas 
Chaut N.Y. 


he 200 counties leading in this category — 


LEADING 


CITY 


Pottsville 
Hamilton 
Charlotte 
Lorain 
Shreveport 
Corpus Christi 


Fayette, Pa. 
Pima, Ariz. 
Tulare, Cal. 


Saginaw, Mich. 
Trumbull, Ohio 
DuPage, lil. 
Muskegon, Mich. 
Washtenaw, Mich. 
Montgomery, Md. 
Prince Georges, 
Md. 
Berkshire, Mass. 
Pulaski, Ark. 
Dane, Wis. 


Blair, Pa. 
Berrien, Mich. 
Calhoun, Mich. 
Monterey, Cal. 
Bucks, Pa. 
Vanderburgh, Ind. 
Rensselaer, N. Y. 


Newport News, Va. 


Chester, Pa. 
Pinellas, Fla. 


Will, tl. 

Rock Island, lil. 
Wyandotte, Kans. 
Travis, Texas 
Solano, Cal. 
Charleston, S. C. 
Bernalillo, N. M. 
Kalamazoo, Mich. 
Racine, Wis. 
Chatham, Ga. 


Roanoke, Va. 
Greenville, S. C. 
Yakima, Wash. 
Palm Beach, Fla. 


Sangamon, til. 
Lane, Ore. 
Stanislaus, Cal. 
Burlington, N. J. 
Ulster, N. Y. 
Ventura, Cal. 


Galveston, Texas 

Litchfield, Conn. 

McLennan, Texas 

Jackson, Mich. 

East Baton Rouge, 
La. 

Orange, Fla. 


Santa Barbara, Cal. 


Mercer, Pa. 
Hidalgo, Texas 
La Salle, tl. 


Total Above Counties 


% of U. S. A. 


Uniontown 
Tucson 
Visalia 


Saginaw 
Warren 
Elmhurst 
Muskegon 
Ann Arbor 
Rockville 


Hyattsville 
Pittsfield 
Little Rock 
Madison 


Altoona 
Benton Harbor 
Battle Creek 
Salinas 

Bristol 
Evansville 
Troy 

Newport News 
West Chester 
St. Petersburg 


Joliet 

Rock Island 
Kansas City 
Austin 
Vallejo 
Charleston 
Albuquerque 
Kalamazoo 
Racine 
Savannah 


Roanoke 
Greenville 
Yakima 
West Palm 
Beach 
Springfield 
Eugene 
Modesto 
Burlington 
Kingston 
Ventura 


Galveston 
Torrington 
Waco 
Jackson 


Baton Rouge 
Orlando 
Santa Barbara 
Sharon 
McAllen 
Streator 


| 


46 406 
46 260 
45 687 
45,385 
45,253 


44,340 
43,915 
43,879 
43,639 
42,682 
42,638 


42,479 
42,094 
41,957 
41,873 


41,362 
41,288 
41,220 
41,105 
40,978 
40,500 
40,496 
40,470 
40,190 
40,133 


39,955 
39,944 
38,817 
38 , 800 
38 698 
38 , 686 
38,021 
37 ,463 
37 ,432 
37,092 


36 992 
36,971 
36.899 


36,743 
36 482 
36,271 
36,259 
36,095 
35,643 
35,443 


35,190 
35,120 
34,223 
33,892 


33,726 
33,671 
32,822 
32,811 
32,614 
32,167 


25,367,519 


63.2255 


Suffolk, N. Y. 
Luzerne, Pa. 
Camden, N. J. 
Westmoreland, Pa. 
Maricopa, Ariz. 


Patchogue 
Wilkes-Barre 
Camden 
Greensburg 
Phoenix 


New London 
Johnstown 
Knoxville 
Rockford 
Schenectady 


New London, Conn. 
Cambria, Pa. 

Knox, Tenn. 
Winnebago, tll. 
Schenectady, N. Y. 


Honolulu County, with Food Store Sales of 
$114,798 thousand, would, if included above, 
have a rank of 53. 


Monmouth, N. J. 
Sacramento, Cal. 


Asbury Park 
Sacramento 


El Paso, Texas 
Guilford, N. C. 


El Paso 
Greensboro 
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SALES MANAGEMENT 


7 out of 10 Redbook newsstand 


buyers are Young Adults? 


Proof of REDBOOK’s latest study shows that 71.2% of the readers who buy 
this “Magazine For Young Adults” on the newsstand are in the 
P ~~ a vital 18-to-35 age group. That’s a 9% increase over the 
Redbook § vitality with the previous year... so, obviously, REDBOOK readers are changing 
and changing rapidly—to line up four-square with its 
editorial target. And this is happening coincidentally with 
18-to-35-year age group “ites! target. ppening coincidentally with 
REDBOOK’s attainment of the highest circulation peak in its 
history—2,040,3609 (A.B.C. figures for last 6 months 1952). 


Every issue of REDBOOK is aimed exclusively at Young Adults 

the wooing-and-wedding age group . . . the family-forming age 
group. It’s the brand conscious age group, too, with big 

immediate needs for furniture, fashions, food, autos, TV sets, 
appliances, beverages and a host of other products. 

Look over REDBOOK. We'll gladly send you a copy. See how its 
editors and its advertisers are in tune with its acquisitive market of 
Young Adults. Then find out how you can reach it through 
REDBOOK at the lowest cost per thousand of any book in the field. 


America’s ONLY Mass Medium for Young Adults Over 2,000,000 Circulation...More than 5,550,000 Primary Readers 
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General Merchandise Store Sales, 200 Leading Counties 


GZ Estimates, 1952, for the 200 counties leading in this category 


COUNTY 


Wayne, Mich. 
Allegheny, Pa. 
Suffolk, Mass. 
Cuyahoga, Ohio 
Baltimore, Md. 
Jackson, Mo. 


St. Louis, Mo. 
District of Columb 


LEADING 


CITY 


Chicago 


New York City 
Los Angeles 
Philadetphia 
Detroit 
Pittsburgh 
Boston 
Cleveland 
Baltimore 
Kansas City 


St. Louis 


Woachi 
w 


Dallas, Texas 
Milwaukee, Wis 
Fulton, Ga. 
Hennepin, Minn 
Erie, N. Y. 
Essex, N. J. 
King, Wash 
Multnomah, Ore. 


San Francisco, Cal. 


Alameda, Cal. 
Tarrant, Texas 
Shelby, Tenn. 
Denver, Colo. 
Harris, Texas 
Hamilton, Ohio 
Marion, Ind. 
Ramsey, Minn. 
Orleans, La. 


Franklin, Ohio 
Jefferson, Ala. 
Hartford, Conn. 
Monroe, N. ¥ 


Montgomery, Ohio. 


Bexar, Texas 
Summit, Ohio 
Henrico, Va. 
Albany, N. Y. 
Lucas, Ohio 


Jefferson, Ky. 
Dade, Fla. 
Providence, R. | 
San Diego, Cal. 
Middlesex, Mass. 
Guilford, N. C. 
Oklahoma, Okia. 
Salt Lake, Utah 
Lake, Ind. 
Onondaga, N. Y. 


Worcester, Mass. 
Douglas, Neb. 
Fairfield, Conn. 
Davidson, Tenn. 
Kent, Mich. 
Polk, lowa 
Maricopa, Ariz. 
Luzerne, Pa. 
Tulsa, Okla. 
Spokane, Wash. 


New Haven, Conn. 


Sacramento, Cal. 


Hampden, Mase... 


Duval, Fla. 


Dallas 
Milwaukee 
Atlanta 
Minneapolis 
Buffalo 
Newark 
Seattle 
Portland 


San Francisco 
Oakland 

Fort Worth 
Memphis 
Denver 
Houston 
Cincinnati 
Indianapolis 
St. Paul 

New Orleans 


Columbus 
Birmingham 
Hartford 
Rochester 
Dayton 

San Antonio 
Akron 
Richmond 
Albany 
Toledo 


Louisville 
Miami 
Providence 
San Diego 
Cambridge 
Greensboro 
Oklahoma City 
Salt Lake City 
Gary 

Syracuse 


Worcester 
Omaha 
Bridgeport 
Nashville 
Grand Rapids 


| Des Moines 


Phoenix 
Witkee-Barre 
Tulsa 
Spokane 


New Haven 
Sacramento 
Springfield 

Jacksonville 


GENERAL 
MDSE. 
STORE 
SALES 


JM 


Est. (in 
thousands 


1,196 877 


979,758 
693 615 
485 , 592 
441 868 
330 263 
294 225 
265 , 797 
251 686 


147,719 
139,316 
137,608 
135, 180 
134,244 
132,937 
127 ,676 
126 , 799 
123,715 
108 , 200 


91,062 
89, 340 
86 635 
78,216 


= 


o@w~@mnoaewnr 


SSeEIsaee@sRre 


COUNTY 
and 
STATE 


Passaic. N. J. 
Norfolk, Va. 
Oakland, Mich. 
St. Joseph, Ind. 
Peoria, tl. 

Santa Clara, Cal. 
Kanawha, W. Va. 
Hillsborough, Fla. 
Mecklenberg, N.C. 
Essex, Mass. 


El Paso, Texas 
Nassau, N. Y. 


Stark, Ohio 
Cambria, Pa. 
Westchester, N. Y. 
Dauphin, Pa. 
Lehigh, Pa. 

Erie, Pa. 

Broome, N. Y. 
Union, N. J. 


Jefferson, Texas 
Fresno, Cal. 
Mercer, N. J... 
Pierce, Wash. 
Kern, Cal. 
Hamilton, Tenn. 
Lancaster, Neb. 
Hudson, N. J. 
Genesee, Mich. 
Fayette, Pa... 


Ingham, Mich. 

San Bernardino, Cal. 
St. Louis, Minn. 
Bristol, Mass. 
Westmoreland, Pa. 
Montgomery, Pa. 


Kane, lil. 

Berks, Pa. 
Lancaster, Pa. 
Lackawanna, Pa. 


Pima, Ariz. 

Hinds, Miss. 
Mobile, Ala. 
EastBatonRouge, La 
Lubbock, Texas 


LEADING 


Pontiac 
South Bend 
Peoria 

San Jose 
Charleston 
Tampa 
Charlotte 
Lynn 


El Paso 
Hempstead 
Township 
Canton 
Johnstown 
Yonkers 
Harrisburg 
Allentown 
Erie 
Binghamton 
Elizabeth 


Beaumont 


| Fresno 
| Trenton 


Tacoma 
Bakersfield 
Chattanooga 
Lincotn 
Jersey City 
Flint 


, Uniontown 


Lansing 

San Bernardino 

Duluth 

New Bedford 

Greensburg 

Lower Merion 
Township 


| Aurora 


Reading 
Lancaster 
Scranton 


Tucson 
Jackson 
Mobile 
Baton Rouge 
Lubbock 


Woechi 


Washing a 
Caddo, La. 


Delaware, Pa. 
Dane, Wis. 


Winnebago, tll. 
Greenville, S.C... 
Vanderburgh, Ind. 
Nueces, Texas. . 
Scott, lowa 

Vigo, ind. 

York, Pa. 
Richmond, Ga. 
McDowell, W. Va. 
San Joaquin, Cal.... 


Shreveport 
Sioux City 
Chester 
Madison 


Rockford 
Greenville 
Evansville 
Corpus Christi 
Davenport 
Terre Haute 
York 

Augusta 
Weich 
Stockton 


Utica 


Asbury Park 


| Alexandria 


GENERAL 
MDSE. 
STORE 
SALES 


Ssesegse 


as 
SSESFREER=E 


COUNTY 
and 
STATE 


Travis, Texas 
Orange, Fla. 
New Castle, Del. 
Buncombe, N. C. 
Rock Island, Il. 
Lane, Ore. 
Wake, N.C. 
Will, 1. 
Richland, S. C. 
Macon, Ili. 


Cumberland, Maine. Portland 


Ohio, W. Va. 
Bergen, N. J. 
Montgomery, Ala. 
Roanoke, Va. 
Forsyth, N.C. 
Middlesex, N. J. 
Linn, lowa 

St. Clair, 1M. 
Spartanburg, S. C. 


Fayette, Ky. 
Saginaw, Mich. 


Newport News, Va. 


Bernalillo, N. M.. . 
Cameron, Texas. . 
Muskegon, Mich. 
Cabell, W. Va. 
Durham, N. C. 
Chatham, Ga. 


Black Hawk, lowa... 


Fayette, W. Va. 


Wheeling 
Hackensack 
Montgomery 
Roanoke 
Winston-Salem 


New Brunswick | 


| Cedar Rapids 
East St. Louis 
Spartanburg 


Lexington 
Saginaw 


| Newport News | 


..| Albuquerque 


Harlingen 
Muskegon 
Huntington 
Durham 
Savannah 
Waterloo 


Oak Hill 
Rockville 


Rothich 


Montgomery, Md. 
North 


Pa... 


Yakima, Wash. 
Bibb, Ga. 

Lake, II. 

Brown, Wis. 
Stanisiaus, Cal. 
Dutchess, N. Y. 
Shawnee, Kans... 


Wyandotte, Kans... 
Pittsylvania, Va..... 


Pueblo, Colo. 
Muscogee, Ga. 
Blair, Pa. 


Dubuque, lowa 


Sheboygan, Wis... . 


Allen, Ohio 
Ada, Ida. 
Monterey, Cal. 


Contra Costa, Cal. 
Riverside, Cal. 
Norfolk, Mass. 
Greene, Mo. 
Chautauqua, N. Y. 
Galveston, Texas 
Clark, Ohio 


Calhoun, Mich... . .. 


Campbell, Va. 


Yakima 
Macon 
Waukegan 
Green Bay 
Modesto 
Poughkeepsie 
Topeka 


| Kansas City 
Danville 
Pueblo 


..| Columbus 
......| Altoona 
Suffolk, N. Y....... 


Patchogue 
Dubuque 
.| Sheboygan 
Lima 
Boise 


| Salinas 


Richmond 
Riverside 
Quincy 
Springfield 
Jamestown 
Galveston 
Springfield 
Battle Creek 
Lynchburg 


Total Above Counties 


% of U.S. A. 


Editor's note: 


17,863 
17,747 
17,715 
17,614 
17,590 
17,571 
17,485 
17,462 


17,347 
17,089 
17,044 
16,936 
16 933 
16,911 
16,887 
16,845 
16,841 
16,797 


16,740 
16,560 
16,430 
16,419 
16,323 
16,289 
16,220 
16,180 
16,047 
15,933 


14,516 


14,387 
14,314 


| 13,204,323 


71.1795 


About one-quarter of the 
syndicated mail order sales are credited to 
Chicago. 


Sedgwick, Kans. 
Pinellas, Fla. 
Mahoning, Ohio 
Allen, tnd. 
Pulaski, Ark. 
Knox, Tenn. 
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Wichita 

St. Petersburg 
Youngstown 
Fort Wayne 
Little Rock 
Knoxville 


Honolulu County, with General Merchandise 
Store Sales of $41,165 thousand, would, if in- 
cluded above, have a rank of 62. 


SALES MANAGEMENT 


SSSISSESSRE=S 
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How many hardware dealers 
are worth cultivating? 


Q 


In the hardware field, 62% (21,421) 
of the dealers do 92% of the busi- 
ness. These are the “Target” stores 
— the core of the market. They are 
the dealers who can produce real 
volume for you. They are the deal- 
ers, too, whose merchandise selec- 
tion largely determines what lines the 
wholesalers will stock and sell. With 
24,295 subscribers in 22,430 retail 
hardware stores, HARDWARE AGE de- 
livers practical blanket coverage of 
this all-important group of high- 
volume “Target” dealers. 


) 


A 75% of all hardware merchandise 


the hardware 


hat makes 
Mad rtant? 


wholesaler so impo 


passes through 547 wholesalers to 
the retail trade. These wholesale 
houses travel 9,600 salesmen who 
call on their dealer-customers ap- 
proximately every two weeks. They 
represent an immense selling force 
for the manufacturers who gain their 
support. HARDWARE AGE — with 6,390 
wholesale subscribers offers you cov- 
erage of this vital link in hardware 
distribution to an extent that is not 
even approached by any other 
hardware magazine. 


) 


What does today’s giant 
hardware market offer? 


Few channels of distribution can 
match the tremendous growth of the 
hardware market. Its sales today are 
31% times those of 1941. From axes 
to waxes, from tire chains to toy 
trains, it offers unparalleled sales 
opportunities for a vast array of 
products. Reduced to its fundamental 
components, it consists of 34,674 re- 
tail dealers, served by 547 general 
hardware wholesalers and selling 
60,000 different items for a total 
annual volume of very nearly $23, 
billion dollars. 


Q 


A In a field that is flooded with maga- 


Why is Haroware AcE 
unique in its field? 


zines which are given away or fur- 
nished automatically with association 
membership, HARDWARE AGE offers 
basic proof of reader interest —thor- 
ough trade coverage on a wholly 
voluntary, prepaid circulation basis. 
In fact, its circulation tests up as 
though there were no other papers 
in the field. The toughest jury any 
medium faces — the advertisers who 
back their judgment with dollars — 
make HARDWARE AGE overwhelmingly 
their first choice. 


Thats Why to reach RW, and sell the *2,628,000,000 
(¢)hardware market — its 21,421 “T 
its 547 wholesalers =: and their 9,600 salesmen Sp» 
—year after year, advertisers use practically twice as 
many pages fg in HARDWARE AGE 
as in any other hardware paper. 


A Chilton ru) Publication 


“THE HARDWARE DEALERS’ MAGAZINE” f 


1953 


GD Member IN BP 


100 EAST 42nd STREET NEW YORK 17, N. Y 
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Furniture-Household-Radio Store Sales, 200 Leading Counties 


COUNTY 
and 
STATE 


New York, N. Y. 
(5 Counties) 
Los Angeles, Cal. 

Cook, til. 

Wayne, Mich. 
Philadelphia, Pa. 
Cuyahoga, Ohio 
St. Louis, Mo. 
San Francisco, Cal. 
Allegheny, Pa. 
Essex, N. J. 


Harris, Texas 
Baltimore, Md. 
Suffolk, Mass. 


District of Columbia 


Alameda, Cal. 
Milwaukee, Wis. 
Erie, N.Y. 


@D Estimates, 1952, for the 200 counties leading in this category 


LEADING 


ciTY 


New York City 
Los Angeles 
Chicago 
Detroit 


| Philadelphia 
| Cleveland 


St Louis 

San Francisco 
Pittsburgh 
Newark 


Houston 


| Baltimore 
| Boston 


Washington 


| Oakland 


Milwaukee 
Buftalo 


“| FURN.- 


HOUSE.- 
RADIO 
STORE 
SALES 


Est. (in 
thousands 


661 , 695 
410,893 
289 498 
187 682 
161, 381 
93,912 
93,645 
90 390 
87,906 
81,349 


oe@nroeqaewan- 


COUNTY 


Ramsey, Minn. 


Stark, Ohio 
Middlesex, N. J. 
Kent, Mich. 
Delaware, Pa. 
Onondaga, N. Y. 
Tulsa, Okla. 
Duval, Fla. 
Oakland, Mich. 
Sedgwick, Kans. 
Montgomery, Pa. 


Contra Costa, Cal. 
Berks, Pa. 
Albany, N. Y.. 
Lehigh, Pa. 

St. Joseph, Ind. 


LEADING 


ciTY 


Nashville 
St. Paul 


Canton 
New Brunswick | 
Grand Rapids 
Chester 
Syracuse 
Tulsa 
Jacksonville 
Pontiac 
Wichita 
Lower Merion 
Township 


Richmond 


| Reading 


Albany 
Allentown 
South Bend 


FURN.- 

HOUSE.- | 
RADIO 
STORE 
SALES 


COUNTY 
and 
STATE 


Potter, Texas 
Galveston, Texas 


Cumberland, Maine | 
| Riverside 


Riverside, Cal. 


Madison, lil. 
Washington, Pa. 
Blair, Pa. 
Orange, N.Y. 
Butler, Ohio 
Rensselaer, N. Y. 
Broward, Fla. 
Richland, S.C. 
Travis, Texas 
Ingham, Mich. 


Cambria, Pa. 


Newport News, Va. 


Lubbock, Texas 
St. Clair, ii. 


LEADING 


CITY 


Amarillo 
Galveston 
Portland 


Alton 
Washington 
Altoona 


| Newburgh 
| Hamilton 


Troy 


| Fort Lauderdale | 


Columbia 


| Austin 


Lansing 


| Johnstown 


Newport News 


| Lubbock 


East St. Louis 


FURN.- 
HOUSE.- 
RADIO 
STORE Rank 
SALES in 


— 


Est. (in 


thousands) 


10,682 | 137 
10,625 | 138 
10,512 | 139 
10,505 | 140 


10,435 141 
10,352 | 142 
10,329 «143 
10,251 144 
10,225 «145 
10,165 © 146 
10,078 | 147 
9,999 148 
9,996 149 
9,925 150 


9,916 , 151 
9,837 | 152 
9,808 | 153 
9,755 | 154 


Dallas, Texas 
San Diego, Cal. 
Dade, Fia. 


| Dallas 
San Diego 


9,614 | 155 
9,548 156 
9,543 | 157 
9,493 158 
9,488 159 
9,398 | 160 


Orange, Cal. 
Jefferson, Texas 
Polk, lowa 

Knox, Tenn. 

San Joaquin, Cal.. 


Santa Ana 

| Beaumont 
Des Moines 
Knoxville 
Stockton 


Springfield 

| West Chester 
Niagara Falls 
Kalamazoo 
Brockton 
Beaver Falls 


Sangamon, til. 
Chester, Pa. 
Niagara, N. Y. 
Kalamazoo, Mich. 
Plymouth, Mass. 
Beaver, Pa. 


Nassau, N. Y. 


Westchester, N. Y. 
Hennepin, Minn... 
Jackson, Mo. 
King, Wash. 
Hamilton, Ohio 
Hudson, N. J. 
Fairfield, Conn. 
Marion, tnd. 

New Haven, Conn. 


San Bernardino,Cal.. San Bernardino 
Erie, Pa. , Erie 

Kern, Cal. Bakersfield 
Genesee, Mich. Flint 

Guilford, N. C. | Greensboro 
Hillsborough, Fla. Tampa 
Monmouth, N. J. Asbury Park 
York, Pa. York 

Dawnhin, Pa. Harrisburg 
Hamilton, Tenn. Chattanooga 


9,386 161 
9,366 162 
9,343 163 
9.243 | 163 
9,303 165 
9,154 166 
9,150 167 
9,030 | 168 
9,013 169 
8,994 | 170 


Cedar Rapids 
Charleston 
Waterloo 

| Eugene 
Morristown 
Savannah 
Aurora 
Raleigh 
Schenectady 
Orlando 


Linn, lowa 
Charleston, S. C. 
Black Hawk, lowa 
Lane, Ore. 

Morris, N. J. 
Chatham, Ga. 
Kane, Ill. 

Wake, N. C. 
Schenectady, N. Y. 
Orange, Fla. 


Cincinnati 
Jersey City 
Bridgeport 
| Indianapolis 
| New Haven 


Hartford, Conn. 
Middlesex, Mass. 
Multnomah, Ore. 
Passaic, N. J. 
Orleans, La. 
Monroe, N. Y. 
Providence, R. |. 
Denver, Colo. 
Jefferson, Ala. 
Fulton, Ga. 


Hartford 
Cambridge 

| Portland 
Paterson 

| New Orleans 

| Rochester 
Providence 

| Denver 

| Birmingham 
Atlanta 


Charleston 
Scranton 
Lancaster 
Tacoma 
Albuquerque 
Peoria 
Trenton 
Bethlehem 
Youngstown 
El Paso 


Kanawha, W. Va. 
Lackawanna, Pa. 
Lancaster, Pa. 
Pierce, Wash. 
Bernalillo, N. M. 
Peoria, III. 
Mercer, N. J. 
Northampton, Pa. 
Mahoning, Ohio 
El Paso, Texas 


8,963 171 
8,929 | 172 
8,919 | 173 
8,918 | 174 
8,904 | 175 
8,821 176 
8,816 6177 
8,810 | 178 
8,760 179 
8,748 | 180 


Santa Barbara 
Rockville 

New London 
Columbus 
Waco 

Salinas 
Madison 
Jackson 
Lorain 
Spartanburg 


Santa Barbara, Cal. 
Montgomery, Md. 
New London, Conn. 
Muscogee, Ga. 
McLennan, Texas 
Monterey, Cal. 
Dane, Wis. 

Hinds, Miss. 
Lorain, Ohio 
Worcester, Mass. Spartanburg, S. C. 
Franklin, Ohio 
Bergen, N. J. 
Jefterson, Ky. 
Union, N. J. 
Sacramento, Cal. 
Maricopa, Ariz. 
Bexar, Texas 
Norfolk, Va. 
Shelby, Tenn. 


Worcester 
Columbus 
Hackensack 
| Louisville 
Elizabeth 
Sacramento 
| Phoenix 
San Antonio 
Norfolk 
Memphis 


| Fort Wayne 
Shreveport 
Binghamton 

| Charlotte 
Manchester 

| Tucson 
Spokane 
Corpus Christi 
Patchogue 
Quincy 


Allen, ind. 

Caddo, La. 

Broome, N. Y.. 
Mecklenberg, N.C. 
Hillsborough, N. H. 
Pima, Ariz. 
Spokane, Wash. 
Nueces, Texas 
Suffolk, N. Y. 
Norfolk, Mass. 


8,600 | 181 
8,556 | 182 
8,498 | 183 
8,376 | 184 
8,355 | 185 
8,300 | 186 
8,132 | 187 
8,077 | 188 
7,994 | 189 
7,978 | 190 


Racine 

| McAllen 
Sharon 

| Winston-Salem 
Montgomery 
Durham 
Visalia 

| Modesto 
Jamestown 


Racine, Wis. 
Hidalgo, Texas... . 
Mercer, Pa. 
Forsyth, N. C. 
Montgomery, Ala. 
Durham, N. C. 
Tulare, Cal. 
Stanislaus, Cal. 
Chautauqua, N. Y. 
Lucas, Ohio Shawnee, Kans. 
Essex, Mass. 
Hampden, Mass. 
Douglas, Neb. 
Henrico, Va. 
Oklahoma, Okia. 
Montgomery, Ohio 
Tarrant, Texas 
Santa Clara, Cal. 
Bristol, Mass. 


Toledo 

| Lynn 

| Springfield 

| Omaha 
Richmond 
Oklahoma City 

Dayton 

| Fort Worth 
San Jose 
New Bedford 


San Mateo, Cal. 
Roanoke, Va. 
Winnebago, Iii. 
Oneida, N. Y. 
Pinellas, Fla. 
Paim Beach, Fia.. . 


San Mateo 
Roanoke 
Rockford 
Utica 
St. Petersburg 
West Paim 
Beach 
Greenville 
Evansville 
Duluth 
Uniontown 


7,974 | 191 
7,956 | 192 
7,881 | 193 
7,872 | 194 
7,847 | 196 
7,834 | 196 
7,808 | 197 
7,727 | 198 
7,611 | 199 
7,605 | 200 


Lawrence, Pa. 
Sonoma, Cal. 
Marion, Ore... . 
Lake, tl. 
Berkshire, Mass... 
Ohio, W. Va. 
Saginaw, Mich... 
Washtenaw, Mich. 
Calhoun, Mich.. . 
Greene, Mo. 


Wheeling 
Saginaw 
Ann Arbor 
Battle Creek 
Springfield 


Greenville, S. C. 
Vanderburgh, Ind. 
St. Louis, Minn, 
Fayette, Pa. 


SSeree2aRee 


Lake, Ind. 

Salt Lake, Utah 
Luzerne, Pa. 
Camden, N. J. ’ 
Westmoreland, Pa. 
New Castle, Del... .. 
Fresno, Cal.. 
Summit, Ohio 
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Gary 
Salt Lake City nt 
Wilkes-Barre .. 5,986,528 


ee! 


Total Above Counties ... 
Fo AV. S.A... 


Mobile, Ala... . 
Schuylkill, Pa....... 
Arlington, Va... 

East Baton Rouge, La. 
Atlantic, N. J. 
Pulaski, Ark.. 


Honolulu County, with F.-H.-R. Store Sales of 
$18,248 thousand, would, if included above, 
have a rank of 87. 


SSSse2teR=e 


COUNTY 
and 
STATE 


Los Angeles, Cal. 
Cook, til. 
New York, N. Y. 
(5 Counties) .. 
Wayne, Mich... 
Cuyahoga, Ohio 
Allegheny, Pa. 
Philadelphia, Pa. 
St. Louis, Mo. 
Harris, Texas 
District of Columbia, 


Milwaukee, Wis. 
8 ae 
Dallas, Texas... 
Baltimore, Md. 
Essex, N. J..... 
San Francisco, Cal. 
Alameda, Cal. 
Hennepin, Minn. 
Marion, Ind. 
Jackson, Mo. 


Middlesex, Mass... 
King, Wash. 
Hamilton, Ohio 
Multnomah, Ore. 
Nassau, N. Y. 


Fulton, Ga. 

San Diego, Cal. 
Westchester, N. Y. 
Shelby, Tenn. 
Hartford, Conn. 


Dade, Fla. 
Suffolk, Mass. 
Fairfield, Conn. 
Denver, Colo. 
Jefferson, Ky. 
Monroe, N. Y. 
Jefferson, Ala. 
Oakland, Mich. 
Franklin, Ohio. . 
Lucas, Ohio 


Providence, R. |. 
New Haven, Conn. 
Tarrant, Texas 
Bexar, Texas 
Oklahoma, Okla. 
Summit, Ohio 
Bergen, N. J. 
Worcester, Mass. 
Douglas, Neb. 
Montgomery, Ohio 


Maricopa, Ariz. 
Union, N. J. 
Tulsa, Okla. 
Orleans, La. 
Duval, Fla. 
Ramsey, Minn. 
Davidson, Tenn. 
Norfolk, Va. 
Genesee, Mich. 
Sedgwick, Kans. 


Lake, Ind 
Montgomery, Pa. 


Polk, lowa 
Norfolk, Mass. 
Onondaga, N. Y. 
Essex, Mass. 
Hampden, Mass... 
Fresno, Cal. 


Automotive Store Sales, 200 Leading Counties 


€7D Estimates, 1952, for the 200 counties leading in this category 


LEADING 


CITY 


Los Angeles 
Chicago 


New York City 
Detroit 
Cleveland 
Pittsburgh 
Phitadelphia 
St. Louis 
Houston 
Washington 


Milwaukee 
Buffalo 
Dallas 
Baltimore 
Newark 

San Francisco 
Oakland 
Minneapolis 
Indianapolis 
Kansas City 


Cambridge 
Seattle 
Cincinnati 
Portland 
Hempstead 
Township 
Atlanta 
San Diego 
Yonkers 
Memphis 
Hartford 


Miami 
Boston 
Bridgeport 
Denver 
Louisville 
Rochester 
Birmingham 
Pontiac 
Columbus 
Toledo 


Providence 
New Haven 
Fort Worth 
San Antonio 
Oklahoma City 
Akron 
Hackensack 
Worcester 
Omaha 
Dayton 


Phoenix 
Elizabeth 
Tulsa 

New Orleans 
Jacksonville 
St. Paul 
Nashville 
Norfolk 

Flint 

Wichita 


Gary 
Lower Merion 
Township 
Des Moines 
Quincy 
Syracuse 
Lynn 
Springfield 


| Fresno 


SALES 


thousands) 
1,015,718 
791,005 


745,443 
721,660 
285 , 304 
269,934 
259, 333 
233,368 
217,646 
196 , 552 


192,528 
191,771 
182,326 
173 ,062 
172,308 
169, 996 
164 ,823 
159,604 
153,411 
149,665 


146 ,047 
143,054 
142,816 
139, 257 


137, 187 
132,291 
131,327 
124 ,335 
122,177 
121,689 


119,787 
117, 806 
116,958 
115,343 
109,946 
105,440 
104 , 863 
100,783 
100,703 
99,732 


99,729 
97,997 
97,024 
94,592 
93,398 
92,457 
88 ,915 
85,933 
85,095 


o@emw@mnoaas w 


* Stanislaus, Cal. 


COUNTY 
and 
STATE 


LEADING 


CITY 


Chester 
Sacramento 


Delaware, Pa. 
Sacramento, Cal... 


Paterson 
Jersey City 
San Jose 
Grand Rapids 
Camden 
Greensburg 

| Spokane 

| Shreveport 
Richmond 
Alexandria 


Passaic, N. J. 
Hudson, N. J. ‘ 
Santa Clara, Cal. 
Kent, Mich... . 
Camden, N. J. 
Westmoreland, Pa. 
Spokane, Wash. 
Caddo, La. 
Henrico, Va... 
Arlington, Va. 


Kern, Cal... 
Pierce, Wash. 
Albany, N Y. 
Salt Lake, Utah 
Ingham, Mich. 
St. Joseph, Ind. 
Stark, Ohio 
Orange, Cal. 
Jefferson, Texas 
Luzerne, Pa. 


| Bakersfield 

| Tacoma 

Albany 

| Salt Lake City 

| Lansing 
South Bend 
Canton 

| Santa Ana 
Beaumont 

Wilkes-Barre 


Mahoning, Ohio 
New Castle, Del. 
Hillsborough, Fla. 
San Joaquin, Cal. 
Erie, Pa. 
Montgomery, Md. 
Pulaski, Ark. 
Berks, Pa. 
Lubbock, Texas 
Bristol, Mass. 


Youngstown 
Wilmington 
Tampa 
Stockton 

Erie 
Rockville 
Little Rock 
Reading 
Lubbock 
New Bedford 


Mercer, N. J. 
Nueces, Texas 
Monmouth, N. J. 
San Bernardino, Cal. 
Lancaster, Pa. . 
Contra Costa, Cal. 
Suffolk, N. Y. Patchogue 
St. Louis, Minn. Duluth 
Mecklenberg, N. C. Charlotte 
El! Paso, Texas | El Paso 


Trenton 
Corpus Christi 
Asbury Park 


Lancaster 
Richmond 


Allen, Ind. 

Kanawha, W. Va... .| 
San Mateo, Cal. 
Lehigh, Pa. 

Macomb, Mich... 
Dauphin, Pa... .. 
Richland, §. C..... 
Middlesex, N. J. 
Hamilton, Tenn. 
Knox, Tenn. 


Fort Wayne 
Charleston 
San Mateo 
Allentown 


Harrisburg 
Columbia 

New Brunswick 
Chattanooga 
Knoxvilie 


Kane, Ill... 
Guilford, N. C. 
Broome, N. Y. 
Mobile, Ala... 
Peoria, tll. 
Potter, Texas 
Wyandotte, Kans. 
St. Clair, tl. 


Aurora 
Greensboro 
Binghamton 
Mobile 
Peoria 
Amarillo 
Kansas City 
East St. Louis 
Modesto 
Calee, ........ Waukegan 
Madison, Ill. 
Washinyton, Pa. 
York, Pa. 
Travis, Texas 
Hinds, Miss. 
Niagara, N. Y. 
Greenville, S. C. 
Oneida, N. Y. 


Alton 
Washington 
York 

Austin 
Jackson 
Niagara Falls 
Greenville 
Utica 


San Bernardino | 


AUTO- 
| MOTIVE | 
| SALES 


SH J 


Est. (in 
thousands 


63,999 
63,707 


60,571 
60,510 
60, 264 
58,859 
57,805 
57,479 
56,679 
56 , 603 
55,969 
54,641 


54,398 
54,055 
53,034 
52,781 
52,674 
52,496 
52,248 
51,655 
51,423 
51,107 


49,815 
49,795 
49,314 
48.816 
48,805 
48,384 
48 ,030 
47,239 
47,132 
46 ,907 


46 885 
46 ,834 
46,217 


| 
Mount Clemens | 


| 
| 
| 
} 


COUNTY 
and 
STATE 


Sangamon, Il. 
Monterey, Cal. 


Riverside, Cal. 
McLennan, Texas 
Orange, N. Y..... 
East Baton Rouge,La. 
Wichita, Texas 
Winnebago, tl...... 
Rock Island, tl. 
Paim Beach, Fla... 
Newport News, Va. 
Pinellas, Fla... 


Yakima, Wash. 
Beaver, Pa. 
Northampton, Pa. 
Dane, Wis... 
Bernalillo, N. M 
Chautauqua, N. Y. 
Calhoun’ Mich. 
Vanderburgh, Ind. 
Chester, Pa... 
Tulare, Cal. 
Gregg, Texas 


Plymouth, Mass. 
Schenectady, N. Y. 
Muscogee, Ga. 
Washtenaw, Mich. 
Butler, Ohio. . 
Wake, N. C..... 
Charleston, S. C. 
Saginaw, Mich... . 
Marion, Ore... ... 
Schuylkill, Pa. 


Fayette, Pa... .. 
Orange, Fla... . 
DuPage, Hil... 
Pima, Ariz... 
Cumberland, Maine 
Kalamazoo, Mich. 
Taylor, Texas 
Morris, N. J. 
Spartanburg, S. C. 
Lane, Ore..... 


LEADING 


CITY 


Springfield 
Salinas 


Riverside 


| Waco 


Newburgh 
Baton Rouge 
Wichita Falis 
Rockford 

Rock Island 
West Palm Beach 
Newport News 
St. Petersburg 


Yakima 
Beaver Falls 
Bethlehem 
Madison 
Albuquerque 
Jamestown 
Battle Creek 
Evansville 
West Chester 
Visalia 
Longview 


Brockton 
Schenectady 
Columbus 
Ann Arbor 
Hamilton 
Raleigh 
Charleston 
Saginaw 
Salem 


| Pottsville 


Uniontown 
Orlando 
Elmhurst 
Tucson 
Portland 
Kalamazoo 
Abilene 


Morristown 
Spartanburg 
Eugene 


Montg y, Ala. 
Cambria, Pa. 
Linn, lowa 
Lackawanna, Pa. 
Ouachita, La. 
Lorain, Ohio . 
Greene, Mo. 
Bucks, Pa. 
Solano, Cal.. . 
Trumbull, Ohio 


Hidalgo, Texas 
Roanoke, Va. 
Kankakee, Ill. 

New London, Conn 
Scott, lowa 

Santa Barbara, Cal. 
Elkhart, Ind. 
Muskegon, Mich. 
Rensselaer, N. Y. 


Total Above Ceunties 
% of U.S. A. 


0 y 
Johnstown 
Cedar Rapids 
Scranton 
Monroe 
Lorain 
Springfield 
Bristol 
Vallejo 
Warren 


McAllen 
Roanoke 
Kankakee 
New London 
Davenport 
Santa Barbara 
Elkhart 
Muskegon 
Troy 


AUTO- 
MOTIVE | 
SALES 
Est. (in 
thousands 


34,178 
34,029 


33,545 
33,494 
33,453 
32,951 
32,896 
32,832 
32,404 
32,276 
32,249 
31,797 


31,529 
31,472 
31,419 
31,217 
31,143 
30, 986 
30,973 
30,849 
30,113 
30,032 
29,763 


29,558 
29,544 
29,471 
29,436 
29,183 
29,162 
29,130 
28 ,969 
28 , 862 
28,708 


25,825 


25,792 
25,521 
25,447 
25,425 
25,134 
25,104 
25,043 
25,020 
25,006 | 

16,123,916 
57.5362 


Honolulu County with Automotive Store Sales 
of $48,266 thousand, would, if included above, 
have a rank of 97. 
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1953 


COUNTY 


Shelby, Tenn. 
Bexar, Texas 
Essex, Mass. 


Douglas, Neb. 
Summit, Ohio 
Norfolk, Mass. 


Sacramento, Cal. 


Bristol, Mass. 
Genesee, Mich. 
Lake, Ind, 
Union, N. J. 


Santa Ciara, Cal. 


Onondaga, N. Y. 


Drug Store Sales, 200 Leading Counties 


Estimates, 1952, for the 200 counties leading in this category 


LEADING 


Minneapolis 


Milwaukee 
Oakland 
Buffalo 


| New Orleans 


Seattie 
Denver 
Cincinnati 
Louisvitle 


Jacksonville 
Hackensack 


Omaha 
Akron 
Quincy 
Sacramento 
New Bedford 
Flint 

Gary 
Elizabeth 


| San Jose 


Syracuse 


DRUG 
STORE 
SALES 


JM 
Est. (in 


29,904 
27,900 
26 ,406 
26 , 308 
26 ,037 
26,704 
24,973 
23,665 
22,885 


21,596 
21,196 
20,848 
19,919 
18,782 
18,742 
18,416 
17,608 
17,560 


17,553 


16,887 
16,820 
16,658 
16,536 
15,914 
15,708 
15,499 
15,155 
16,103 
14,948 


14,634 
14,683 
14,343 
14,182 
13,810 
13,685 
13,667 
13,660 
13,633 
13,567 


13,137 
13,038 
12,655 
12,596 
12,204 
11,897 
11,669 
11,595 
11,518 
11,045 


Rank 
in 


Group 


cee nowe&wn — 
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COUNTY 
and 
STATE 


Salt Lake, Utah 
Sedgwick, Kans. 

San Bernardino, Cal.| 
Tulsa, Okla... 
Montgomery, Pa. 


Davidson, Tenn. 


DRUG 
STORE 


LEADING SALES 


Salt Lake City 
Wichita 
San Bernardino 


| Tulsa 


Lower Merion 

Township 
Nashville 
Fresno 


| Des Moines 


Hillsborough, Fla. 


Pima, Ariz. 
Orange, Cal. 
Passaic, N. J. . 
Contra Costa, Cal. 
Monmouth, N. J. 
Spokane, Wash. 
Jefferson, Texas 
DeKalb, Ga... 

El Paso, Texas 
Dauphin, Pa. 


Caddo, La. 
Washtenaw, Mich. 
Suffolk, N. Y. 


Mobile 
Tampa 


Tucson 
Santa Ana 


| Paterson 
| Richmond 


Asbury Park 


| Spokane 


Beaumont 


| Decatur 


El Paso 


| Harrisburg 


Shreveport 


| Ann Arbor 


Patchogue 


| Canton 


Madison 


| South Bend 


Ingham, Mich. 


Travis, Texas 
Pulaski, Ark. 
Luzerne, Pa. 
Pinellas, Fla....... 
Camden, N. J. | 
Westmoreland, Pa. 
Hamilton, Tenn... . . | 
Nueces, Texas 
Mecklenberg, N. C..| 
Lubbock, Texas 


Atlantic, N. J.... | 
Knox, Tenn. 
Middlesex, N. J. 
Vanderburgh, Ind. 
Macomb, Mich. 
Kalamazoo, Mich... . 
East Baton Rouge,La. 
Mercer, N. J... . 
Riverside, Cal. 
Mahoning, Ohio 


Guilford, N. C. 
Kern, Cal... 
Peoria, til... 
Berrien, Mich. 
Wyandotte Kans. 
Calhoun, Mich. 
Washoe, Nev. 
Kane, til. 
Galveston. Texas 
San Mateo, Cal. 


San Joaquin, Cal. 
Sangamon, til. 
Kanawha, W. Va. 
St. Louis, Minn 
Erie, Pa 
Saginaw, Mich. 
Lake, tll. 

Paim Beach, Fla. 
Broome, N. Y. 
Orange, Fla. 


Tacoma 
Wilmington 
Fort Wayne 


Lansing 


Austin 
Little Rock 
Wilkes-Barre 


| St. Petersburg 


Camden 
Greensburg 
Chattanooga 
Corpus Christi 
Charlotte 
Lubbock 


Atlantic City 
Knoxville 

New Brunswick | 
Evansville 
Mount Ciemens 
Kalamazoo 
Baton Rouge 
Trenton 
Riverside 


Youngstown 


Greensboro 
Bakersfield 
Peoria 

Benton Harbor 
Kansas City 
Battle Creek 
Reno 

Aurora 
Galveston 

San Mateo 


Stockton 
Springfield 
Charleston 
Duluth 
Erie 
Saginaw 
Waukegan 
West Paim Beach 
Binghamton 

’ Orlando 


S22ISa 


SSSessassersse 


COUNTY 
and 
STATE 


Potter, Texas 
Winnebago, ti. 
Plymouth, Mass. 
Bernalillo, N. M. 
Broward, Fla. 
Berks, Pa. 
Albany, N. Y. 
Buchanan, Mo. 
Muskegon, Mich. 
Jackson, Mich. 


Fayette, Ky. 
Richland, S.C..... 
Northampton, Pa. 
Lancaster, Neb. 
Lancaster, Pa. 
Niagara, N. Y. 
Lackawanna, Pa. 
Cumberland, Maine 
Greenville, $. C. 
Oneida, N. Y. 


Washington, Pa. 
Newport News, Va. 
Linn, lowa 

Rock Island, tl. 
Santa Barbara, Cal..| 
Beaver, Pa. | 
Montgomery, Md... . | 
Orange, N. Y. 

New London, Conn. 
St. Clair, 1. 


Lorain, Ohio 
Madison, til. 
DuPage, Ill. 
Woodbury, lowa. . 
Charleston, S. C. 
Roanoke, Va. 
Morris, N. J. 

Wake, N.C. : 
Schenectady, N. Y... 
El Paso, Colo. 


Monterey, Cal. 
Chatham, Ga. 
Chester, Pa... 
Wichita, Texas 
Yakima, Wash. 
Butler, Ohio 
McLennan, Texas 
Buncombe, N. C..... 
Hinds, Miss. 
Greene, Mo. 


Champaign, Iil.. 
Lehigh, Pa. 

Will, tl. 

Stanislaus, Cal. 
Clark, Ohio 
Hidalgo, Texas 
Prince Georges, Md. 
Racine, Wis. 

Scott, lowa 
Madison, Ind. 


Total Above Counties 


% of U.S. A. 


| Lincoln 
| Lancaster 


| Newport News 
| Coder Rapids 
| Rock Island =| 


| Beaver Falls 


| Wichita Falls 


, Champaign 
| Allentown 


LEADING 


Albuquerque 


| Fort Lauderdale | 


Reading | 
Albany 
St. Joseph 
Muskegon 
Jackson | 
Lexington 
Columbia 
Bethiehem 


Niagara Falls 
Scranton 
Portland 
Greenville 
Utica 


Washington 


Santa Barbara | 


Rockville 
Newburgh 
New London 
East St. Louis 


Yakima 
Hamilton 
Waco 
Asheville 
Jackson 


Springfield 


Joliet 
Modesto 
Springfield 
McAllen 
Hyattsville 
Racine 
Davenport 
Anderson 


Honolulu County, with Drug Store Sales of 
$11,766 thousand, would, if included above, 


have a rank of 67. 
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FURST 80: of 


Consumer Brand Preferences 


“tiQWH 


A MAJOR AMERICAN MARKET 


The Honolulu Star-Bulletin joins such progressive papers 
as the Milwaukee Journal, Sacramento Bee, 

Columbus Dispatch, Seattle Times and many others in 
publication of the invaluable, unparalleled 


1953 


~ LIDATED CONSUMER 
WANS a, INFORMATION 
Yo 


ee, 
‘os 


\ Newspaper 
\ Research 


\ for 
\ 17 WARRKETS 


Here for the first time is significant, re- 
vealing data concerning consumer prefer- 
ences and buying habits in the rich, impor- 
tant, $1,500,000,000 Hawaiian market. ; 


For the full story, call, wire or write our representatives / 


O’MARA & ORMSBEE 


San Francisco * Los Angeles * Chicago * Detroit * New York 


finnnlulu Star-Bulletin 
REACHES MORE JHAN 
4 out o—r 5 HONOLULU HOMES 


SEE FOOTNOTE BOTTOM OF EACH “200 LEADING” RANKINGS. 


FOR ADDITIONAL MARKET DATA ON THE RICH HAWAIIAN MARKET SEE PAGE 678. 
MAY 10, 1953 


RUG PROFITS 


= * floor covering industry’ lading 
merchandising publication is 


colebrating oe 


2 5th 
YEAR OF PUBLICATION | 


Over the years the country’s 

top floor covering buyers 

in department stores, 

furniture stores and specialty 

stores have learned to depend 

on RUG PROFITS each month for 
inspiring merchandising articles, 
writeups on new products in the 
market and timely editorial comments. 


he complete information aiid for Rug Pr its 
Wlarket and Whe ia Fl 


(Based on the outline recommended by the National Industrial Advertisers’ Association.) 


RUG PROFITS 


—_—_—_—_—_— 386 FOURTH AVE., NEW YORK 16 


SALES MANAGEMENT 


The Leading 


Cities Section 


Many marketing people prefer to 
work with the city as a marketing unit 
on the principle that the city will 
generally account for the bulk of the 
retailing volume of a given market 
area. As in the case of counties, the 
economic activity of cities is highly 
centralized. In 1952, the leading two 
hundred cities accounted for 35 per- 
cent of total population, 48 percent 
of total retail sales and 65 percent of 
total general merchandise sales. 


Multiple Cities 


In the rankings of the 200 leading 
cities presented here, we treat “mul 
tiple” cities as single urban marketing 
units. Multiple cities are defined as 
those incorporated places which are 
sufficiently close to each other to wa 
rant regarding the combined popu- 
lation as constituting a single urban 
marketing unit, providing the retail 
sales of the combined cities totaled 
over $10 million in 1948. The market 
data for such cities appear separately 
in the county-city sections of the Sur 
vey (for each city qualifying for in 
clusion in the Survey), but we also 
show the combined data in italics. In 


MAY 10, 1953 


the ranking of the leading 200 cities 
the combined data for multiple cities 
are used to establish relative posi 
tions. The following cities have been 
recognized as multiple cities. 

Alabama:  Florence-Sheffield-Tus 
cumbia-Muscle Shoals; 
Northport; West Point 
(Ala.). 

Arkansas: Little Rock-North Little 
Rock; Helena-West Helena; Texarkana 
(Ark.)-Texarkana (Tex.). 
Valley-Nevada 


Tuscaloosa 
(Ga.)-Lanett 


California: Grass 
City; Ontario-Upland. 
Meriden-Wallingford 

Georgia: West Point (Ga.)-Lanett 
(Ala.). 

Illinois: Carbondale-Herrin-Mur 
physboro; Champaign-Urbana; La 
Salle-Peru-Oglesby; Moline-East Mo 
line-Rock Island. 

Louisiana: Monroe-West Monroe. 

Maine: Lewiston-Auburn. 
Marlborough-Hud 


Connecticut: 


Massachusetts: 
son. 

Michigan: Benton Harbor-St. Jo- 
eph; Iron Mountain-Kingsford. 

Minnesota: Mankato-North 
kato. 


Man- 


Mississippi: Biloxi-Gulfport. 

Montana: Butte-Anaconda. 

New Jersey: Passaic-Clifton. 

New York: Dunkirk-Fredonia; Glov 
ersville-Johnstown; Herkimer-Ilion 
Newburgh-Beacon; North Tonawanda 
Tonawanda. 

North Dakota: Bismarck-Mandan. 

Ohio: Martins Ferry-Bellaire; Ra 
venna-Kent. 

Oklahoma: 
denville. 

Oregon: Coos Bay-North Bend. 

Pennsylvania: Beaver Falls-New 
Brighton; Aliquippa-Rochester-Beaver; 
Homestead-West Homestead-Munhall 
Huntingdon-Mount Union; New Ken 
sington-Arnold; State College-Belle 
fonte; Stroudsburg-East Stroudsburg. 

Texas: Brownsville-Harlingen-McAl 
len; Texarkana (Ark.)-Texarkana 
(Tex.). 

Tennessee: 
(Va.). 

Virginia: 
(Va.). 

Washington: Centralia-Chehalis 
Pasco-Kennewick-Richland. 

Wisconsin: Neenah-Menasha 


Seminole-Wewoka-Hol 


Bristol (Tenn. )-Bristol 


Bristol (Tenn.)-Bristol 


GD Esti 


Population and Rank, 200 Largest Cities 


sae | POPULATION 


1/1/53 


CITY and STATE @ 


Esti- 
mates 


| (in thousands) 


New York City, N. Y.. 
Chicago, tii.. } 
Los Angeles, Cal.. 
Philadelphia, Pa... . 
Detroit, Mich... . 
Baltimore, Md. 
Cleveland, Ohio 

St. Louis, Mo. 
Washington, D. C. 
Boston, Mass. 


San Francisco, Cal. 
Pittsburgh, Pa. 
Houston, Texas. . 
Milwaukee, Wis. 
New Orleans, La. 
Buffalo, N. Y. 
Dallas, Texas 
Minneapolis, Minn. 
Cincinnati, Ohio 
Seattle, Wash. 


Hempstead Town- 
ship, N. Y. 
Kansas City, Mo. 
San Antonio, Texas 
San Diego, Cal. 
Atlanta, Ga. 
Denver, Colo. 
Newark, N. J. 
Indianapolis, Ind. 
Memphis, Tenn. 
Oakland, Cal. 


Portiand, Ore 
Columbus, Ohio 
Louisville, Ky. 
Birmingham, Ala. 
Rochester, N. Y. 
St. Paul, Minn. 
Toledo, Ohio 

Fort Worth, Texas 
Jersey City, N. J. 
Akron, Ohio 


Miami, Fia. 

Long Beach, Cal. 
Omaha, Neb. 
Dayton, Ohio 
Oklahoma City, Okla. 
Providence, R. 1. 
Richmond, Va. 
Syracuse, N. Y. 
Norfolk, Va. 
Jacksonville, Fla. 


Tulsa, Okla. 
Worcester, Mase. 
Wichita, Kans. 

Salt Lake City, Utah 
Des Moines, lowa 
Hartford, Conn. 
Grand Rapids, Mich. 
Nashville, Tenn. 
Spokane, Wash. 
Youngstown, Ohio 


Springfield, Mass. 
New Haven, Conn. 
Flint, Mich. 
Bridgeport, Conn. 
North Hempstead 
Township, N. Y. 
Yonkers, N. Y. 
Little Rock-North 
Little Rock, Ark. 
Austin, Texas 
Tacoma, Wash. 
Shreveport, La. 


8,022.7 


BPenooonaws 


Neeowoeoone 


8 
6 
3 
9 

8 
4 
0 
s 
8 

0 


ween -oenae+a 


RPONNewWe ae aw 


Rank 
in 
Group 


% 
Accumu- 
lation 


5.1047 

7.4367 

8.7760 
10.1154 
11.3329 
11.9466 
12.6338 
13.0856 
13.6096 
14.1212 


14.6296 
16.0625 
15.4872 
15.8997 
16.2751 
16.6448 
16.9820 
17.3190 
17.6466 


23.1357 
23.3044 
23.4691 
23.6312 
23.7932 
23.9510 
24.1038 
24.2471 
24.3851 
24.5220 


24.6565 
24.7870 
24.9162 
25.0365 
25.1532 
25. 2686 
25.3829 
25.4950 
25.6051 
25.7140 


25.8213 
25.9276 
26 .0334 
26.1374 


26.2390 
26.3393 


26.4378 
26.5354 
26.6306 
26.7243 


mates, January 1, 1953, for the 200 cities leading in population 


CITY and STATE 


Sacramento, Cal... 
Charlotte, N.C. 
Mobile, Ala. 
Baton Rouge, La. 
Gary, Ind. 

El Paso, Texas 
Paterson, N. J.... 
Fort Wayne, Ind. 
Albany, N. Y. 
Erie, Pa. 


Kansas City, Kans. 
Chattanooga, Tenn. 
Evansville, Ind. 
Corpus Christi, Texas 
Trenton, N. J. 
Camden, N. J. 
Passaic-Clifton, N. J 
Knoxville, Tenn. 
Tampa, Fla. 
Savannah, Ga. 


Phoenix, Ariz... 
Scranton, Pa.......... 
Cambridge, Mass... . 
South Bend, ind. 
Canton, Ohio 
Berkeley, Cal 
Albuquerque, N. M. 
Peoria, Ill... 
Elizabeth, N. J 

Fall River, Mass. 


Pasadena, Cal. 
Wilmington, Del 
Glendale, Cal. 

New Bedford, Mass. 
Montgomery, Ala. 
Reading, Pa. 
Allentown, Pa. 

St. Petersburg, Fla. 
Waterbury, Conn. 
Dearborn, Mich 


Rockford, ll. 
Jackson, Miss. 
Duluth, Minn. 
Moline-East Moline- 
Rock Island, til. 
Fresno, Cal. 
Somerville, Mass. 
Beaumont, Texas 
San Jose, Cal. 
Lynn, Mass. 
Richmond, Cal. 


Utica, N. Y. 

Lincoin, Neb. 
Madison, Wis. 
Lowell, Mass. 
Lansing, Mich. 
Niagara Falls, N. Y. 
Saginaw, Mich. 
Biloxi-Gulfport, Miss. 
Roanoke, Va. 
Lubbock, Texas 


Upper Darby Town- 
ship, Pa. 
Hammond, Ind. 
Topeka, Kans. . 
Schenectady, N. Y. 
Waco, Texas 
Harrisburg, Pa. 
Winston-Salem, N. C.. 
Columbia, S$. C. 
Amarillo, Texas 
Brownsville-Harlingen- 
McAllen, Texas 


: 125.1 
‘a  ", 
4 123.3 


| POPULATION) 
1/1/53 | Rank % 
Esti-| in | Accumu- 
mates | Group | tation 
(in thousands) | 


146.0 
143.5 
142.1 
141.8 
140.3 
139.9 
139.2 
138.5 
136.1 
134.7 


26.8172 
26.9085 
26.9989 
27.0881 
27.1784 
27.2674 
27.3560 
27.4441 
27.5307 
27.6164 


SSAIASAPANS | 


132.6 
132.1 
131.4 
130.2 
129.9 
129.2 
127.5 
127.2 
126.9 
126.0 


27.7008 
27.7848 
27.8685 
27.9513 
28.0340 
26.1162 
28.1973 
28.2782 
28.3590 
28.4391 


SSSSeaetsegs 


28.5187 
28.5981 
28.6765 
28.7530 
28.8288 
28.9042 
28.9779 
29.0511 
29.1240 
29.1966 


29.2686 
29.3395 
29.4103 
29.4811 
29.5519 
29.6226 
29.6924 
29.7613 
29.8299 
29.8979 


29.9650 
30.0321 
30.0991 


30.1653 
30.2310 
30.2966 
30.3622 
30.4272 
30.4921 
30.5568 


30.6216 


30.6858 
30.7498 


~~ | POPULATION) | 
VV/83 | Rank) % 
CITY and STATE Esti- | in | Accumu- 
LD nies Greup | lation 


Augusta, Ga. 
Huntington, W. Va. 
Columbus, Ga. 
Quincy, Mass... 
Sioux City, lowa 
Manchester, N. H. 
Portsmouth, Va. 
East St. Louis, til. 
Newton, Mass. 
Binghamton, N. Y. 


31.8187 
31.8744 
31.9299 
31.9847 
32.0396 
32.0932 
32.1472 
32.2010 
32.2647 
32.3080 


Pawtucket, R. |. 
Springfield, ti. 
Burbank, Cal. 
Springfield, Ohio 
East Orange, N. J. 
Lawrence, Mass. 
St. Joseph, Mo. 
Portiand, Maine 
Stamford, Conn. 
Bayonne, N. J. 


32.3608 
32.4131 
32.4653 
32.5171 
32.5683 
32.6189 
32.6694 
32.7198 
32.7693 
32.8189 


Greensboro, N. C. 
Davenport, lowa 
Altoona, Pa. a 
Wichita Falls, Texas... . 
Stockton, Cal. 

Pontiac, Mich. 
Wilkes-Barre, Pa.. 

New Britain, Conn. 
Cedar Rapids, lowa 
Alexandria, Va. 


32.8683 
32.9177 
32.9670 
33.0162 
33.0650 
33.1134 
33.1617 
33.2097 
33.2578 
33.3056 


Macon, Ga. 

Evanston, Il. 

Racine, Wis. 

Charleston, W. Va. 

Mount Vernon, N. Y... 

Santa Monica, Cal. 

San Bernardino, Cal... . 

Troy, N.Y...... 

Oyster Bay Town- 
ship, N. Y. 

Durham, N. C. 


33.3532 
33.4007 
33.4480 
33.4953 
33.5425 
33.5896 
33.6365 
33.6831 


33.7294 
33.7757 


Alameda, Cal. 
Springfield, Mo. 
Charleston, S. C. 
Galveston, Texas 
Raleigh, N. C. 
Lakewood, Ohio 
Chester, Pa. 
Cicero, tl. 
Waterloo, lowa 
Hampton, Va. 


33.8216 
33. 8668 
33.9114 
33.9560 
34.0002 
34.0441 
34.0878 
34.1314 
34.1750 
34.2185 


Medford, Mass. 
Bethlehem, Pa. 

Pueblo, Colo. 

Decatur, Ill. 
Champaign-Urbana, II1. 
Covington, Ky. 

Terre Haute, ind. 
Brockton, Mass. 
Lewiston-Auburn, Maine 
Lancaster, Pa. 


34.2617 
34.3048 
34.3480 
34.3911 
4.4336 
34.4760 
34.5177 
34.5591 
34.6003 
34.6414 


66.8 
66.6 
65.6 
65.0 
64.7 
64.6 


Total Above Cities 54,442.9 


% of U.S. A. 


Honolulu city, with Population of 255.4 thousand, 
would, if included above, have ? rank of 44. 


150 


SALES MANAGEMENT - 


A QUESTION FOR THE ADVERTISER 
USING NATIONAL MAGAZINES EXCLUSIVELY 


‘TS NATIONAL RATIONAL 


politan areas the average number of families 


reached by Locally-Edited Newspaper Mag- 


azines is 79 per cent... while the leading 


national magazine averages only 13 per cent 


coverage. 


Local retailers know that your national mag- There’s the “rational” answer to your re- 


azine advertising can't do a complete selling tailer’s request for advertising that reaches 


job for them. They know it can’t be timed to his customers... magazine advertising at the 


their selling seasons or to their merchandising Local Level. 


eriods. They know that national magazines ~ — a 
P age lake your retailer's advice. Test your next 
reach only a small number of families that are 

magazine schedule at the Local Level... in 
their customers. 
the fourteen markets served and sold by 


Take the cities in the Locally-Edited LOCALLY-EDITED GRAVURE 
Group, for example. In these fourteen metro- MAGAZINES. 


MAGAZINE COLUMBIA STATE 
ADVERTISING COLUMBUS DISPATCH 
AT THE SAN ANTONIO EXPRESS 
LOCAL LEVEL ST. LOUIS GLOBE-DEMOCRAT 
AKRON BEACON-JOURNAL 


yy-EDITED CRAVURE ATLANTA JOURNAL AND CONSTITUTION 


AL NEW ORLEANS TIMES-PICAYUNE-STATES 
Loc LOUISVILLE COURIER-JOURNAL 

THE NASHVILLE TENNESSEAN 

HOUSTON CHRONICLE 

INDIANAPOLIS STAR 


— kl , a a a TOLEDO BLADE 
ourteen weekly newspaper magazines featuring The Loca 
Touch for highest reader inter2st, greater advertising value. ] NEWARK NEWS 


DENVER POST 
TOTAL CIRCULATION OVER 3,500,000 COPIES WEEKLY 


For further information contact any of the following representatives: The Branham Company, The John Budd Company, (resmer & Woodward, Inc., 
Jann & Kelley, Inc., Kelly-Smith Company, Moloney, Regan & Schmitt, Inc., O'Mara & Ormsbee, Inc., Scolaro, Meeker & Scott, Inc., Story, Brooks & Finley, Inc 


MAY 10, 1953 


Total Net Effective Buying Income, 200 Leading Cities 


Estimates, 1952, for the 200 cities leading in this category 


NET E. B. |. | NET E. B. |. | | NET E. 8. 1. 


Esti-| Rank |  % Esti-| Rank |  % Esti-| Rank| % 
CITY and STATE BY mates | in | Accumu- CITY and STATE | JM mates in Accumu- CITY and STATE | JM mates in Pu 
(in thousands) Group lation | (in thousands) | Group | tation | (in thousands) | Group | lation 


6.1835 Tacoma, Wash. 

9.2719 | South Bend, ind. 

10.9461 Shreveport, La. 

12.5027 Albany, N. Y. 

13.9201 Passaic-Clifton, N. J. 
} 
| 


New York City, N. Y. 

Chicago, Il. 

Los Angeles, Cal. 

Philadelphia, Pa. 

Detroit, Mich... . 

Cleveland, Ohio.... | 1,716,832 
San Francisco, Cal. 1,628 690 
St. Louis, Mo... . 1,630,608 
Washington, D. C. 1,419,031 
Baltimore, Md. . 1,390,929 


32.3341 St. Petersburg, Fla. 156,441 141 38.1412 
32.4463 | Evanston, Ill. 156 , 355 142 38 . 2086 
32.5511 New Britain, Conn. 155,245 143 38.2755 
32.6553 | Brookline, Mass. 155, 209 144 38.3423 
32.7577 | Duluth, Minn. ; 153,264 145 38.4084 
32.8578 | New Bedford, Mass... | 152,357 146 38.4740 
32.9671 Montgomery, Ala...... 151,804 147 38.5394 
33.0563 | Saginaw, Mich...... 151,377 148 38.6046 
33.1561 West Hartford, Conn... | 148,190 149 38.6685 
33.2538 | New Rochelle, N. Y. 147,479 160 38.7320 


14.6587 | Erie, Pa.... 

16.3615 | Paterson, N. J. 
16.0208 Corpus Christi, Texas 
16.6322 Evansville, ind... 
17.2316 | Charlotte, N. C. 


eeqeaneqgeswn -— 
SSsIsaAsana 


= 


Boston, Mass. 1,238,068 
Houston, Texas 1,232,439 18.2958 E! Paso, Texas 
Milwaukee, Wis. 1,168, 165 18.7991 Glendale, Cal. 
Hempstead Township Kansas City, Kans. 
N.Y. 1,136 ,637 19.2887 Peoria, Hl. 
Pittsburgh, Pa. 1,132,822 19.7768 Dearborn, Mich. 
Buffalo, N. Y. 1,011,621 20.2126 Trenton, N. J. 
Dallas, Texas 1,003,479 20.6449 Pasadena, Cal. ... 218,814 
Seattle, Wash. 949,424 21.0639 Upper Darby Town- 
New Orleans, La. 887 ,950 21.4365 ship, Pa. 217,764 
Cincinnati, Ohio 887,422 21.8188 Austin, Texas . 217,743 


33.3518 | Binghamton, N. Y...... 145,935 151 38.7949 
33.4491 Springfield, Ohio } 144,389 152 38.8571 
33.5460 | Davenport, lowa 144,140 153 38.9192 
33.6423 | Cicero, lll..... 154 38.9810 
33.7374 Sioux City, lowa 155 39.0426 
33.8320 Pawtucket, R. |. F 156 39.1040 
33.9267 | Racine, Wis. 157 39.1652 
34.0208 | Stockton, Cal. 158 39.2263 
Springfield, Il. 159 | 39.2869 
34.1148 | Alameda, Cal. 160 39.3464 
34.2086 


17.7649 Nashville, Tenn. 


a 
eon = 


23 885882885 


SSeerseasd 


Lowell, Mass. 161 39.4059 
Kansas City, Mo. 860,314 22.1894 | Waterbury, Conn. 211,085 34.2995 | Bayonne, N. J. 162 39.4649 
Minneapolis, Minn. 858 130 22.5591 Berkeley, Cal. 210,496 34.3902 Waco, Texas ‘ 163 39.5235 
Indianapolis, Ind. | 849,619 22.9252 Canton, Ohio 209 673 34.4805 Irvington, N. J. 164 39.5818 
Newark, N. J. 617,964 23.2776 Albuquerque, N. M. 207 , 866 34.5701 Santa Monica, Cal. 165 39.6396 
Portland, Ore. 798 ,463 23.6216 | Mobile, Ala. 205 ,684 34.6587 | Columbia, S. C. 132,712 166 39.6967 
San Diego, Cal. 782,751 23.9588 Phoenix, Ariz. 205,282 34.7471 Huntington, W. Va. 129,218 39.7524 
Oakland, Cal. 770,223 24.2906 Rockford, til. 204 226 34.8351 Cedar Rapids, lowa... 128,559 168 39.8078 
Denver, Colo. 766 ,431 24.6208 Elizabeth, N. J. 203 ,636 34.9228 Columbus, Ga..........| 128,269 39.8631 
Columbus, Ohio 725,406 24.9333 | Hammond, Ind. 199,215 | 35.0087 | Medford, Mass..... 127,778 | 39.9181 
Atlanta, Ga. 711,215 25.2397 Moline, East Moline- } 
Rock Island, Ii! 196,918 35.0935 Manchester, N. H..... | 127,016 | 39.9728 
Louisville, Ky... . 660 492 25.5243 San Mateo, Cal. 126,168 40.0272 
Toledo, Ohio. . 629,788 25.7956 | Camden, N. J | 194 420 35.1773 | East St. Louis, tll...... 125,404 40.0812 
San Antonio, Texas 622,119 26.0636 Newton, Mass. 187,774 35.2582 St. Joseph, Mo. 124,817 40.1350 
Rochester, N. Y. 600,631 26.3224 Fresno, Cal. 187, 160 35.3388 Berwyn, til. 124,229 40.1885 
Memphis, Tenn. 590 942 26.5770 Allentown, Pa. 186 , 206 35.4190 Waterloo, lowa 123,365 | 40.2417 
Fort Worth, Texas 651,439 26.8146 | Stamford, Conn. 183,029 35.4979 | Pontiac, Mich.. 122,709 | 40.2945 
Akron, Ohio 535,719 27.0454 | Cambridge, Mass. 182,233 35.5764 Wilkes-Barre, Pa. 122,581 | 40.3473 
St. Paul, Minn. 530, 266 27.2738 Reading, Pa.......... 181,482 35.6546 | Bloomfield, N. J. 122,453 40.4001 
Long Beach, Cal. 521,837 27.4986 Wilmington, Del. 180,888 36.7325 Meriden-Wallingford, 
Birmingham, Ala. 506 994 27.7171 Richmond, Cal. 180,831 35.8104 ae 122,195 40.4527 
Beaumont, Texas 180,050 35.8880 
Jersey City, N. J. 498,403 | 27.9318 Lower Merion Town- 
Dayton, Ohio 486 668 | 28.1415 Savannah, Ga. 180 ,034 35.9655 ship, Pa. 122,024 
Omaha, Neb... .. 459 ,860 28.3396 Knoxville, Tenn. | 179,479 36.0429 San Bernardino, Cal 121,985 
Miami, Fla. 439,449 28.5289 | Scranton, Pa. 178,760 36.1199 | Port Arthur, Texas 121,672 
Oklahoma City, Okla. 424,164 | 28.7116 Tampa, Fla. 177,914 36.1965 Biloxi-Gulfport, Miss. 119,646 
Hartford, Conn. 419,196 28.8922 Lansing, Mich. 176 ,843 36.2727 Norwalk, Conn. 119,468 
Richmond, Va. 416,333 29.0716 | Mount Vernon, N. Y 176,481 | 36.3487 | Decatur, Ill... . 119,426 
Wichita, Kans. 395,030 29.2418 East Orange, N. J. } 174,927 | 36.4241 Bethlehem, Pa. 119,318 
North Hempstead | San Jose, Cal. 174,494 36.4993 Portland, Maine 119,019 
Township, N. Y. 392,878 29.4111 Cleveland Heights, Ohio 173,289 36.5739 | Winston-Salem, N. C 118,713 
Tulsa, Okla. 374,183 | 29.5723 Jackson, Miss. 171,879 36.6480 Greenwich, Conn. 117,687 


oo of 
eon = 


Syracuse, N. Y. 372,256 29.7326 Somerville, Mass. 171,628 36.7219 | Beverly Hills, Cal. 117,001 
Providence, R. |. 363,797 29.8894 Topeka, Kans. 171,488 36.7958 | Wichita Falls, Texas 115,705 
Des Moines, lowa 327,669 30.0305 | Niagara Falls, N. Y. 170,046 36.8691 Shaker Heights, Ohio 114,951 
Yonkors, N. Y. 326 ,040 30.1710 Schenectady, N. Y. 169,794 36.9422 Troy, N.Y... | 114,631 
Spokane, Wash 324,669 30.3108 Utica, N. Y. | 168,275 37.0147 | Galveston, Texas } 114,030 
Youngstown, Ohio 321,171 30.4492 Lincoin, Neb. 167,981 37.0871 Chester, Pa... .. | 114,010 
Norfolk, Va. 318 626 30.5865 | Amarillo, Texas 167,027 37.1590 Royal Oak, Mich. 114,001 
Bridgeport, Conn... 313,671 | 30.7216 Alexandria, Va. 166 ,995 37.2310 | Lancaster, Pa.. 113,518 
Worcester, Mass. 312,603 | | 30.8563 | Harrisburg, Pa. 165,641 37.3024 | Greensboro, N. C. 113,171 
Salt Lake City, Utah 310,363 | | 30.9900 Chattanooga Tenn. 165, 257 37.3735 Lawrence, Mass. | 112,577 


New Haven, Conn. 31.1225 Lynn, Mass. 164,823 37.4446 Total Above Cities 96 239,294 
Jacksonville, Fla. . } | 31.2548 Madison, Wis. 164 , 505 37.5154 
Flint, Mich. . ° 31.3834 Lubbock, Texas 164 , 256 37.6862 % of U.S.A 
Sacramento, Cal. J 31.5094 Burbank, Cal. 164,241 37.6570 
Little Rock-North Little Lakewood, Ohio 163,840 37.7275 
Rock, Ark. . 31.6327 Quincy, Mass. 163,571 37.7980 
Fort Wayne, Ind. 31.7546 | Oyster Bay Town- Honolulu City, with Net Effective Buying Income 
Grand Rapids, Mich. 31.8759 ship, N. Y. 163, 167 37.8683 of $455,664 thousand, would, if included above, 
Springfleld, Mass. | 31.9922 Oak Park, til. 161,321 37.9378 have a rank of 44. 
Baton Rouge, La. ° 32.1077 Roanoke, Va... és 157,880 | 38.0058 
Gary, Ind. . 32.2217 Fall River, Mass. 157 845 38.0738 
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_ YOu CANT READ . 
= A NEWSPAPER 


Los Angeles and Southern 


We California have one of the 
= Ly . 

x } worst public transportation 
7 / —— on ! 


systems in the country 


There are literally thousands of areas where, 
if vou don’t drive, you don’t get there! And 
in a city of 452 square miles of area, it’s noth- 
ing to drive 35 miles to work. 


That's why the Los Angeles Examiner—with 
the largest home delivered circulation in its 
history, GOES HOME AND STAYS HOME! 
There’s nowhere else for it to go, for the man 
of the house is on his way to the office, and 
YOU CAN'T READ A’ NEWSPAPER 
WHILE YOU'RE DRIVING! 


That's why morning newspapers here, con- 
trary to Eastern papers, are leaders in FOOD 
Linage. That's why morning newspapers here 


are great WOMEN’S papers. 


And with 85% of new home Los Angeles 
construction owner-occupied, that means 
something, Mr. Space Buyer. 


Get into The Examiner to get out of this 


market all that that HOME coverage can 
give vou 


LOS ANGELES 


: 50 Yoars of becomplishment 
Examiner t 


Represented Nationally by Hearst Advertising Service am », 
Los Angeles New York Chicago Baltimore Pittsburgh eneres 


Philadelphia Boston Seattle San Francisco Ft. Lauderdale, Fla. 
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Per Family Effective Buying Income, 200 Cities 


Estimates, 1952, for the 200 cities leading in population 


[NETE BL) 


PER FAMILY. 


CITY STATE | Esti- 


Oyster Bay Township 

Stamford. . 

Newton 

Mount Vernon 

North Hempstead 
Township 

Hempstead Township. | 

Upper Darby Township 

Hartford 

Alexandria 

Lakewood 


Evanston 
Hammond 
Dearborn 
New Britain 
South Bend 
Medford 
Yonkers 
Youngstown 
East Orange 
Waterbury 


Cicero 
Trenton 
Gary 

Baton Rouge 


Passaic-Clifton 
Niagara Falls 
Raleigh 
Richmond 


Corpus Christi 
Indianapolis 
Detroit 
Richmond 
Rockford 
Chester 

Flint 
Milwaukee 
Buftalo 

El Paso 


Davenport 
Somerville 
Albuquerque” 
Alameda 
Houston 
Dallas 
Little Rock- 
North Little Rock 
Washington 
Philadeiptia 
Lansing 


Seersese2eR8e 


SSfSR=2 


CITY 


Lubbock 
Omaha 
Madison 
Erie 
Rochester 
Wichita 
Waterloo 
Portiand 
Lancaster 
Seattle 


Wilkes-Barre 
Schenectady 
Jackson 
Champaign-Urbana 
Allentown 

Pontiac 

San Francisco 


Springfield 
New York City 
St. Louis 
Amarillo 
Harrisburg 
Roanoke 
Jersey City . 
Charlotte 
Syracuse 
Fresno 


Spokane 
Fort Worth 
Albany 
Wichita Falls 
Louisville 
Evansville 
Wilmington 
Columbia 
Decatur 
Greensboro 


Oakland 
Utica 
Glendale 
Des Moines 
Pawtucket 
Kansas City 
Pasadena . 
Topeka 
Springfield 
Shreveport 


St. Paul 
Kansas City 
Worcester 
Boston 
Atlanta 
Berkeley 
Reading 
Lynn 
Saginaw 
Sioux City 


Salt Lake City 
Troy 
Galveston 
San Jose 
Paterson 
Covington 
Los Angeles 
Cambridge 
Cincinnati 
Tulsa 


| PER FAMILY | Rank 
STATE Esti- | in 
@ 5 Group 
Texas x 71 
Neb 
Wis. 
Pa. 
N.Y. 
Kans. 


| lowa 


Ore. 
Pa. 
Wash. 


NETE 8.1.) 


| NET EB. I. | 
PER FAMILY | 
city STATE | gry Ext 


Camden 

Cedar Rapids 
Durham 

Pueblo 
Biloxi-Gulfport 
Denver 

Long Beach 

San Diego 
Lewiston-Auburn 
Austin 


Columbus 
Springfield 
Minneapolis 
Lincoin 
Tacoma 

New Orleans 
Norfolk 

San Bernardino 
Grand Rapids 
St. Joseph 


Oklahoma City 
Miami 
Baltimore 
Providence 
Birmingham 
Phoenix 
Jacksonville 
Waco. 

Santa Monica 
Mobile 


Knoxville 
East St. Louis 
Portiand 
Lowell 
Manchester 
Huntington 
Charleston 
Savannah 
Scranton 
Memphis 


San Antonio 
Terre Haute 
Duluth. . 
Brockton 
Brownsville-Harlingen- 
McAllen 
Lawrence 
Fall River 
Portsmouth 
Montgomery 
Winston-Salem 


Tampa 
Augusta 
Springfield 
New Bedford 
Nashville 
Macon 
Charleston 
Chattanooga 
Altoona 

St. Petersburg 


U. S. Per Family Income 


Honolulu City, with Per Family Income of $7,198, 
would, if included above, have a rank of 15 
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SALES MANAGEMENT 


Reach Over Two Million active minded — active buying families! " 


1946 1947 1948 1950 1951 


“An All Time High 


in voluntary circulation brings a new low 


in the cost per 1,000 readers of advertising. 
Since 1945, 804,701 more families have joined 
The National Geographic, 
and along with the rest of the members, 


they own the publication that they read. 


.For the complete advertising story call any 
of our representatives .. . 


THE NATIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


MAY 10, 1953 


North Hempstead 

» Township 

Mount Vernon 
Hempstead Township 
Lakewood 

Stamford 

Upper Darby Township 
Hartford 

Oyster Bay Township 
Newton 

Alexandria 


East Orange 
South Bend 
Hammond 
Evanston 
Cicero 
Yonkers 
Dearborn 
New Britain 
Fort Wayne 
San Francisco 


Portland 
Glendale 
Sacramento 
Burbank 
Toledo 
Long Beach 
Seattle 
Waterbury 
Chicago 
Wichita 


Rockford 
Indianapolis 
Pasadena 
Peoria 
Bridgeport 
Alameda 
Dayton 
Racine 
Oakland 
Quincy 


Dallas 
Akron 
Moline-East Moline- 
Rock Island 
Baton Rouge 
Gary 
Medford 
Spokane 
Youngstown 
Passaic-Clifton 
Cloveland 


Davenport 
Little Rock-North Little 
Rock 
Los Angeles 
Houston 
Stockton 
Columbus 
Lansing 
New Haven 
Topeka 
Newark 


Schenectady 
Amarillo 
Kansas City 
Fresno 

Santa Monica 
Milwaukee 
Waterloo 
Harrisburg 
Flint. . 
Rochester 


Per Capita Effective Buying Income, 200 Cities 


STATE 


Estimates, 1952, for the 200 cities leading in population 


NET E. B. I. 
| PER CAPITA | Rank 


SM Esti- | in 


mates Group 
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Albuquerque 
New York City 
Des Moines 


Elizabeth 
Niagara Falls 


Tulsa 

Fort Worth 
Corpus Christi 
St. Louis 
Decatur. 
Canton 
Bayonne 
Bethlehem 
Lancaster 
Beaumont 


Evansville 
Tacoma 
Buffalo 
Binghamton 
Lubbock 
Richmond 
Cincinnati 
San Diego 
Erie. 
Washington 


Detroit 
Pawtucket 
Philadelphia 
Springfield 
Denver 

San Jose 
Cedar Rapids 
Allentown 
Trenton 
Kansas City 


Covington 
Louisville 
Sioux City 

St. Paul 
Roanoke 
Oklahoma City 
Pittsburgh 
Somerville 
Lincoin 
Chester 


Paterson . 

San Bernardino 
Syracuse 
Shreveport 
Utica 

Jersey City 
Salt Lake City 
Phoenix 
Madison 
Reading 


Jackson 
Galveston 
Wilmington 
Puebio. 
Minneapolis 


Wilkes-Barre 
El Paso 
Pontiac 
Miami 


STATE 


| NET E. B. 1. | 
| PER CAPITA | Rank 


SM Esti- | in 


mates Group 
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CITY 


Terre Haute 
Springfield 
Charlotte 
Hampton 
Saginaw 
Atlanta 

St. Joseph 
Grand Rapids 
Troy 

Raleigh 


Boston 

Worcester 
Lewiston-Auburn 
Springfield 

New Orleans 
Camden 

Portland 
Champaign-Urbana 
Wichita Falls 
Charleston 


Birmingham 
Manchester 
East St. Louis 
Cambridge 
Huntington 
Waco 
Columbus 
Norfolk 
Providence 
Greensboro 


Duluth 
Columbia 
Mobile 
Brockton 
Baltimore 

St. Petersburg 
Scranton 
Savannah 
Jacksonville 
Austin 


Lawrence 
Knoxville 
Durham 
Tampa 
Memphis 
Lowell 

Fall River 
New Bedford 
Montgomery 
San Antonio 


Portsmouth 
Macon 
Winston-Salem 
Nashville 
Augusta 
Charteston 
Biloxi-Gulfport 
Chattanooga 
Brownsville-Harlingen- 
McAllen 
Altoona 


U. S. Per Capita Income 


Honolulu City, with Per Capita Income of $1,784, 


STATE Esti- | 
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would, if included above, have a rank of 74. 


NET EB. 1. |. 
PER CAPITA 


BY 


Rank 
in 


mates | Group 
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SALES MANAGEMENT 


FURNITURE, HOUSEHOLD 
& RADIO SALES TOTAL 


U e RETAIL SALES 
19.5% 


thera l 


Sales are still soaring in 


Lucky Long Beach | 


California! 


“pec wm we amcor e sere e* 


Sree ece eww aw = 2 eee ms 
. 


* 


Y 


AUTOMOTIVE \ 


These substantial, ‘‘across-the-board’’ sales 
increases for 1952 help to dramatize the healthy, 
upward trend of business activity in Lucky Long 


Beach, California....a fast qrowing market of 
over 300,000! 


But that’s only part of the story! 


Sales in Long Beach are still soaring. Both local 
and national advertisers have become increas- 
ingly aware of the tremendous potential within 
this rich, eager market. Consequently, during 
the last quarter of 1952, the Independent- 
Press Telegram showed a greater gain in 
advertising linage than any other Morning- 
Evening-Sunday combination newspaper 
in the United States. Get the facts from Cresmer and Woodward and 
you'll realize that no ‘‘A’’ Schedule is com- 
plete without both Long Beach newspapers. 


dollar annual Effective Buying Income, adver- 
tise in the Independent-Press Telegram. No 
other medium will carry your message to 
92.4% of all Long Beach city zone families 


To get your share of Long Beach’s 521 million 


, & MORNING EVENING 


CI INDEPENDENT Press - Telegram 


SUNDAY INDEPENDENT—PRESS-TELEGRAM 


Source: All figures from Sales Management Survey of Buying Power, May 10, 1952 and May 10, 1953 
MAY 10, 1953 


CITY and STATE 


New York City, N. Y. 
Chicago, Ill. , 
Los Angeles, Cal...... 


Baltimore, Md. 
St. Louis, Mo... 


San Francisco, Cal... .. 
Pittsburgh, Pa. 
Houston, Texas........ 
Milwaukee, Wis. 
Kansas City, Mo. 
Dallas, Texas 
Minneapolis, Minn. 
Buffalo, N.Y... 

Seattle, Wash. 
Cincinnati, Ohio 


Indianapolis, ind. 
Newark, N. J. 
Portiand, Ore. 
Atlanta, Ga. 
Oakiand, Cal... . 
Denver, Colo... ..... 
New Orleans, La... 
Memphis, Tenn... 
Columbus, Ohio 
Hempstead Town- 
ship, N. Y. 


Louisville, Ky. 

Fort Worth, Texas 
San Diego, Cal... 
Miami, Fla. 

San Antonio, Texas 
Rochester, N. Y.... 
St. Paul, Minn.. . 
Toledo, Ohio ‘ 
Birmingham, Ala. 
Dayton, Ohio 


Long Beach, Cal. 
Akron, Ohio 

Omaha, Neb. 
Richmond, Va. 
Oklahoma City, Okla. 
Providence, R. 1. 
Hartford, Conn. 
Syracuse, N.Y... 
Jacksonville, Fla. 
Tulsa, Okla 


Norfolk, Va. 
Nashville, Tenn... . 
Sacramento, Cal... . 
Des Moines, lowa 
Phoenix, Ariz.. 
Grand Rapids, Mich.. 


Wichita, Kans. 

Bridgeport, Conn. 
Worcester, Mass. 
Jersey City, N. J. 


Sait Lake City, Utah... 
New Haven, Conn. 
Flint, Mich. 


Total Retail Sales, 200 Leading Cities 


@7D Estimates, 1952, for 


(in thousands) | 
9,830,830 
5,136,862 
2,967,091 
2,577,667 
2,610,301 
1,451,756 
1,399,882 
1,298,127 
1,262,101 
1,178,070 


SSSSERSESS 
SPE PEE: 


SSSRISFRLSBR=2 


SSesse2eR82 


22.8397 
23.2944 
23.7404 


24.1853 
24.6292 
25.0568 
26.4832 
25.8935 
26.2878 
26 .6808 
27.0305 
27.3629 


27.6910 


28.0144 
28 .3373 
28.6556 
28.9719 
29.2832 
29.5918 
29.8834 
30.1626 
30.4401 
30.7050 


30.9432 
31. 1808 
31.4130 
31.6423 
31.8717 
32.0996 
32.3187 
32.6356 
32.7378 
32.9367 


33.1255 
33.3124 
33.4985 
33.6846 
33.8697 
34.0845 
34.2387 
34.4159 
34.5924 
34.7597 


34.9240 
35.0872 
36.2451 
35.3973 
35.5486 
35.6987 
35.8481 
35.9966 
36.1439 
36.2847 


CITY and STATE 


Fort Wayne, Ind. 
Erie, Pa. 

Tacoma, Wash. . 
Tampa, Fla.. 
Chattanooga, Tenn. 
Trenton, N. J... 
Knoxville, Tenn. 


Little Rock-North 


Little Rock, Ark... .. 


Shreveport, La. 
San Jose, Cal. 
El Paso, Texas 
Peoria, til. 
Lansing, Mich. 
North Hempstead 
Township, N. Y. 
Canton, Ohio 
Gary, Ind. 
Camden, N. J.. 


Corpus Christi, Texas 
Glendale, Cal. 
Harrisburg, Pa. 
Rockford, tl. 

Austin, Texas 
Allentown, Pa... 
Mobile, Ala. 
Greensboro, N. C. 
Evansville, ind. 
Albuquerque, N. M. 


Stockton, Cal. 
Reading, Pa. 
Charleston, W. Va. 
St. Petersburg, Fla. 
Passaic-Clifton, N. J. 
Schenectady, N. Y. 
Lubbock, Texas 
Amarillo, Texas 
Elizabeth, N. J. 
Scranton, Pa. 


Tueson, Ariz. 
Columbia, S. C. 
Beaumont, Texas 
Springfield, 11 
Atlantic City, N. J. 
Bakersfield, Cal. 
Baton Rouge, La. 
Yonkers, N. Y. 
Madison, Wis. 
Moline-East Moline- 
Rock Island, Il. 


Waterbury, Conn. 
Cambridge, Mass. 
Utica, N. Y. 
Roanoke, Va. 
Duluth, Minn. 
Binghamton, N. Y. 
Lincoln, Neb. 
Santa Monica, Cal 
Saginaw, Mich 
Hammond, tnd. 


Miami Beach, Fia..... 
Savannah, Ga. 

Kansas City, Kans...... 
Montgomery, Ala....... 
Beverly Hills, Cal....... 


Pontiac, Mich 
Jackson, Miss... .. 
Portland, Maine. . 


| 
| 


TOTAL 

RETAIL 

SALES 
Esti- | in 


mates | Group | 


(in thousands) | 
225,677 
223,099 
219,032 
215,126 
214,657 
214,531 
213,895 
211,926 
211,145 
207 ,733 


207 ,655 
203,123 
197,209 
196 043 
192, 386 
183 613 


181,518 
181 , 356 
181,158 
179,672 


179,668 
178,917 
177,834 
177,012 
176 , 786 
174,554 
174,090 
170,512 
169,531 


152,757 
152,614 
152,614 
151,234 
149, 383 
148 ,633 
147,872 
146 ,504 
146 264 


144 ,683 


144,644 
144,633 
144,552 
142,161 
140,767 
139,416 
138 433 
137,169 
136 884 
135,379 


134,844 
133 , 547 
131,850 
131,708 
131,678 
130,747 
130,444 
130,252 
129,046 
128 364 


Rank | 


37.6032 


37.7302 
37.8544 
37.9749 
38.0948 
38.2124 
38.3247 


38.4356 
38.5465 
38.6573 
38.7671 


38.8770 
38.9863 
39.0951 
39.2033 
39.3114 
39.4181 
39.5245 
39.6287 
39.7324 
39.8352 


39.9374 
40.0395 
40.1406 
40.2414 
40.3414 
40.4398 
40.5373 
40.6338 
40.7294 
40.8241 


40.9175 
-0108 
1041 
- 1966 
. 2879 
. 3788 
4692 
- 5587 


the 200 cities leading 


in this category 


TOTAL 


| 


RETAIL 
SALES 


CITY and STATE | 


Esti- 
mates | Group 


| (in thousands) | 


127,470 
126,900 


San Bernardino, Cal... . . 
Wilkes-Barre, Pa....... 
Brownsville-Harlingen- 
McAllen, Texas..... 
Berkeley, Cal. 
Kalamazoo, Mich. 
Dearborn, Mich... . 
Evanston, Ill. . 
Davenport, lowa. 
Augusta, Ga. 
Cedar Rapids, lowa 


126 ,899 
126,512 
126 458 
126,265 
125, 152 
125,069 
125,040 
124,294 


New Bedford, Mass. 
Niagara Falls, N. Y.. 
Lexington, Ky. 
Lynn, Mass.. 

Fall River, Mass.. 
White Plains, N. Y.. 
Columbus, Ga. 
Topeka, Kans. 

Oak Park, ti. 
Orlando, Fla. 


123,941 
122,907 
122,082 
121,805 
120,996 
120,620 
119,437 
118,746 
118,701 
117,520 


Huntington, W. Va. 
Lowell, Mass...... 
Springfield, Ohio. . 
Greenville, S. C. 
Charleston, S.C... 
Troy, N. Y. 
Stamford, Conn. 
Raleigh, N. C. 
Decatur, til. 
Alexandria, Va. 


116,014 
114,670 
114,463 
114,225 
112,142 
112,104 
112,101 
111,606 
110,793 
110,749 


Lancaster, Pa... 

Terre Haute, ind. 
Racine, Wis. 
Winston-Salem, N. C... .| 
Durham, N. C. 
Lawrence, Mass. 

East St. Louis, til. 
Quincy, Mass. 
Galveston, Texas 
Wichita Falls, Texas 


110,226 
110,201 
110,065 
109,992 
109,222 
108 ,934 
108 ,723 
108 , 233 
106 , 893 
106 , 596 


Richmond, Cal... . . 
Battle Creek, Mich... .. 
Chester, Pa............ 
Johnstown, Pa...... 
Springfield, Mo... . 
Jackson, Mich. 
Hackensack, N. J. 
Waterloo, lowa 

Joliet, Hl. 

Manchester, N. H. 


104,944 
104,644 
104 , 550 
104 405 
104 , 283 
104,239 
104,216 
104 031 
103 ,085 
102,927 


West Palm Beach, Fia.. 
East Orange, N. J. 
Pawtucket, R. |. 

Macon, Ga. 
McKeesport, Pa. 

York, Pa. coeneel 
Mount Vernon, N. Y.. .. 
Highland Park, Mich. 
Asheville, N. C. 

Newport News, Va. 


102,695 
102,603 
101,673 
101,402 
101,329 
100,447 
99, 385 
99,136 
98,473 
98 ,465 


Total Above Cities... .|77,716,953 


Rank 
in 


os 
c 
Accumu- 
lation 


141 
142 


43.4753 
43.6528 


Honolulu city, with Total Retail Sales of $300,196 
thousand, would, if included above, have a rank of 


SALES MANAGEMENT 


1953 Buying Habits in 
17 GREAT MARKETS 


Consumer Analysis surveys were conducted by 
newspapers in 17 metropolitan markets in 1953 to 
bring you current comparable data on buying habits, 
brand preference and product usage in 150 product 


classifications. 


All data has been compiled since January 1, 1953, 
and all surveys used identical questions. More than 
1,400 brands are listed by the survey sample of over 
40,000 families in the 17 metropolitan areas where 


retail sales exceed eight billion dollars. 


The Consolidated Report combines the 17-market 
data in one convenient 172-page digest with side-by- 
side tabulations showing comparative brand position 


and product use in each market. 


Subjects covered include family income, 
grocery products, soap and detergents, toi- 
letries, foundation garments, home owner- 
ship, home heating, appliances, painting, 
dog food, beer, television sets, alcoholic 
beverages, soft drinks, cigars, cigarettes, 
pipe tobacco, gasoline, oil, automobile re- 


pairs, antifreeze, tires, vacations. 


MAY 10, 1953 


1953 Consolidated Consumer 
Analysis Compiled and Published 
by These Newspapers 


PORTLAND, ME. — Portland Press 
Herald-Evening Express 


WASHINGTON, D. C.—The Wash- 
ington Star 


COLUMBUS —The Columbus Dis- 
patch-Ohio State Journal 


CINCINNATI — Cincinnati Times 


Star 


INDIANAPOLIS — The Indianapolis 


Star and News 


MILWAUKEE—The Milwaukee 


Journal 


ST. PAUL — St. Paul Dispatch and 


Pioneer Press 


DULUTH—Duluth Herald and News 


Tribune 


OMAHA The Omaha W orl d- 
Herald 


SALT LAKE CITY — The Salt Lake 
City Tribune and Deseret News 


SEATTLE—The Seattle Times 
LONG BEACH — Long Beach Press 


Telegram and Independent 


SACRAMENTO — The Sacramento 
Bee 


MODESTO—The Modesto Bee 
FRESNO—The Fresno Bee 
SAN JOSE—The San Jose Mercury- 


News 


HONOLULU—Honolulu Star Bulletin 


CITY and STATE 


New York City, N. Y 
Chicago, II, 

Los Angeles, Cal. 
Philadelphia, Pa.. 
Detroit, Mich... . 
Cleveland, Ohio 
Baltimore, Md. 
Washington, D. C. 
Boston, Mass. 

St. Louis, Mo. 


Pittsburgh, Pa. 
San Francisco, Cal. 
Houston, Texas 
Milwaukee, Wis. 
Buffalo, N. Y. 
Cincinnati, Ohio 
Hempstead Town- 
ship, N. Y.. 
Minneapolis, Minn 
Newark, N. J. 
Kansas City, Mo. 


Seattle, Wash. 
Oakland, Cal. 
Indianapolis, Ind. 
Dallas, Texas 
Portland, Ore. 
New Orleans, La. 
Loulsville, Ky. 
Denver, Colo. 
Rochester, N. Y. 
Atlanta, Ga. 


San Antonio, Texas 
Columbus, Ohio 
San Diego, Cal. 
Toledo, Ohio 
Memphis, Tenn. 
Akron, Ohio. . . 

St. Paul, Minn, 
Dayton, Ohio. ... 
Miami, Fla. 
Birmingham, Ala. 


Jersey City, N. J. 
Fort Worth, Texas 
Long Beach, Cal. 
Syracuse, N. Y 
Providence, R. |. 
Bridgeport, Conn. 
Omeha, Neb. 
Richmond, Va. 
Worcester, Mass. 
Jacksonville, Fla. 


Hartford, Conn. 
Grand Rapids, Mich. 
Norfolk, Va. 
Oklahoma City, Okla. 
Flint, Mich. 

Tulsa, Okla. 
Youngstown, Ohio 
New Haven, Conn. 
Sacramento, Cal 
Springfield, Mass. 


Des Moines, lowa 
Albany, N. Y. 
Nashville, Tenn. 
Erie, Pa. 
Wichita, Kans. 
Trenton, N. J. 
Yonkers, N. Y. 
Sait Lake City, Utah 
Wilmington, Dei. 
North Hempstead 
Township, N. Y. 


_Food Store Sales, 200 Leading Cities 


Estimates, 1952, for the 200 cities leading in this category 


FOOD 
STORE 
SALES Rank 
Esti- in 
JM mates Group 
in thousands 


2,746,126 
1,046,734 
667,835 
584,150 
550,978 


ns 
Accumu- 
lation 


6.8443 

9.4532 
11.1177 
12.5736 
13.9469 
14.8453 
15.6692 
16.3784 
17.0874 
17.7570 


18.4111 
19.0456 
19.6925 
20.1361 
20.6520 
21.0819 


21.5068 
21.9267 
22.3153 
22.6881 


23.0676 
23.4239 
23.7898 
24.1464 
24.4959 
24.8355 
25.1513 
25.4529 
25.7508 
26,0451 


26.3363 
26.6251 
26.9028 
27.1689 
27.4298 
27.6794 
27.9254 
28.1702 
28.4140 
28.6522 


28.8837 
29.1115 
29.3363 
29.5603 
29.7718 
29.9689 
30.1625 
30.3527 
30.5417 
30.7305 


30.9059 
31.0801 
31.2510 
31.4196 
31.5845 
31.7465 
31.9058 
32.0596 
32.2093 
32.3536 


32.4945 
32.6334 
32.7718 
32.9090 
33.0460 
33.1812 
33. 3096 
33.4369 
33.5629 


33.6878 


CITY and STATE 


Camden, N. J. 
Paterson, N. J. 
Spokane, Wash. 
Phoenix, Ariz. 

Fort Wayne, Ind. 
Gary, Ind. 
Pasadena, Cal. 
Tacoma, Wash. 
Canton, Ohio 
Chattanooga, Tenn. 


Glendale, Cal... 
Passaic-Clifton, N. J. 
Peoria, tli 

Elizabeth, N. J. 
Fresno, Cal. 

South Bend, Ind. 
Lansing, Mich. 

San Jose, Cal. 
Berkeley, Cal. 
Rockford, ll. 


Richmond, Cal. 
Charlotte, N.C... 
Shreveport, La. 
Schenectady, N. Y. 
New Bedford, Mass. 
Scranton, Pa... 
Lynn, Mass... 
Mobile, Ala... . 
Waterbury, Conn. 
Tampa, Fila...... 


Little Rock-North 
Little Rock, Ark. 
Evaneville, Ind. 
Corpus Christi, Texas 
E! Paso, Texas 
Utica, N. Y. 
Cambridge, Mass. 
Austin, Texas. . 
Knoxville, Tenn. 
Alexandria, Va. . 
White Plains, N. Y. 


Allentown, Pa.. 
Saginaw, Mich.. . 
Fall River, Mass... 
Kansas City, Kans. 
Reading, Pa..... 
Quincy, Mass. 
Moline-East Moline- 
Rock Island, til. 
Mount Vernon, N. Y. 
Lowell, Mass. 
Portand, Maine 


Pontiac, Mich. 
Albuquerque, N. M. 
Charleston, W. Va. 
Beaumont, Texas 
Duluth, Minn. 
Atlantic City, N. J. 
Harrisburg, Pa. 
Chester, Pa. 
Stockton, Cal. 
Savannah, Ga. 


Binghamton, N. Y. 
McKeesport, Pa. 
Roanoke, Va.. . 
Manchester, N. H. 
Niagara Falls, N. Y. 


Poughkeepsie, N.Y... 


Santa Monica, Cal. 
Lawrence, Mass. 
Springfield, Ii. 
Dearborn, Mich. 


SM 


(in thousands 


FOOD 
STORE 
SALES 


48,742 
48,399 
47,704 
47,003 
45,684 
45,607 
45,206 
44,949 
44,600 
43,315 


42,490 
42,489 


Esti- | 
mates | Group | 


Rank 
in 


2sese 


SSSSsatEeqgs 


or 
¢ 


| Accumu- 


lation 


35.0491 
35.1545 
35.2596 
35.3647 
35.4688 
35.6730 
35.6767 
35.7796 
35.8822 


35.9841 
36.0843 
36.1831 
36.2817 
36.3796 
36.4768 
36.5739 
36.6687 
36.7635 
36.8581 


36.9527 
37.0473 
37.1417 
37.2354 
37.3289 
37.4214 
37.5136 
37.6057 
37.6976 
37.7872 


37.8766 
37.9658 
38.0546 
38.1428 
38.2310 
38.3180 


38.4047 
38.4912 
38.5764 
38.6609 


38.7450 
38.8288 
38.9127 
38.9963 
39.0778 
39.1593 
39.2399 
39.3202 
39.4003 
39.4805 


39.5602 
39.6399 
39.7188 
39.7965 
39.8723 
39.9479 
40.0222 
40.0857 
40.1689 
40.2421 


CITY and STATE 


Racine, Wis. 


Newburgh-Beacon, N. Y. 


Madison, Wis. 
Tucson, Ariz. 
Troy, N. Y. 
Hackensack, N. J. 
Stamford, Conn. 
Hammond, Ind. 
Springfield, Ohio 
Somerville, Mass. 


Baton Rouge, La. 
East St. Louis, Ill. 
Amaritio, Texas 
New Britain, Conn. 
Altoona, Pa. 
San Bernardino, Cal. 
East Orange, N. J. 
Kalamazoo, Mich. 
Oyster Bay Town- 
ship, N. Y... 
Burbank, Cal. 


Columbus, Ga. 
Cleveland Heights, Ohio 
Evanston, Ill. 

Augusta, Ga. 
Montgomery, Ala. 
Joliet, lil.......... 
Columbia, S.C... 
Waco, Texas 
Pawtucket, R. |. 
Greensboro, N. C. 


Oak Park, til. 
Charleston, S. C. 
Covington, Ky. 
Hamilton, Ohio 
Sioux City, lowa 
Upper Darby Town- 
ship, Pa... 
Wilkes-Barre, Pa. 
Jackson, Mich. 
Battle Creek, Mich. 
Huntington, W. Va. 


Bethlehem, Pa... 
Brockton, Mass. 
Topeka, Kans. 
Plainfield, N. J. 
Lancaster, Pa.. 
Bayonne, N. J. 
Decatur, tll... 
Galveston, Texas 
Warren, Ohio 
Newton, Mass. 


Brownsville-Harlingen- 
McAllen, Texas 
Union City, N. J 
St. Petersburg, Fla. 
Muskegon, Mich. 
Portsmouth, Va. 
Lincoln, Neb... 
Johnstown, Pa. 
Lexington, Ky. 
Holyoke, Mass. 
Lorain, Ohio... 


Total Above Cities 


| FOOD 

STORE 

SALES 
Esti- 


mates late | 


| (in thousands) 


17,677,710 


| 
| 


141 
142 
143 
144 
145 
146 
147 
148 
149 
150 


151 
162 
163 
154 
155 
156 
187 
158 


169 
166 


v/ 
Accumu- 
lation 


40.3153 
40.3881 
40.4608 
40.5335 
40.6059 
40.6775 
40.7490 
40.8198 
40.8904 
40.9601 


41. 
41. 
41. 
41. 
41. 
41. 
41. 
41. 


41.5667 
41.6327 


41.6987 
41.7645 
41.8300 
41.8947 
41.9594 
42.0237 
42.0880 
42.1514 
42.2141 
42.2764 


42.3387 
42.4007 
42.4622 
42.5235 
42.6847 


42.6454 
42.7058 
42.7662 
42.8265 
42.8868 


42.9469 
43.0070 
43.0670 
43.1269 
43.1867 
43.2464 
43.3061 
43.3657 
43.4249 
43.4840 


44.0595 


Honolulu city, with Food Store Sales of $92,871 
thousand, would, if included above, have a rank 


of 42. 


160 


SALES MANAGEMENT 


3865558.” 
4.011643.” 


€150,34/--~ 
4,237,758- 


q q 4 60 QO oust 


widening influence...Month by month, period by 
period, since 1950...McCall’s has been breaking 

its own all-time circulation records « McCall’s 
circulation for the last six months of 1952 was 

the highest six month period in the magazine’s 

history « McCall’s circulation for the last quar- 

ter of 1952 hit 4,488,000... highest quarter 


ey in our history + Why the steady growth? The 
answer is the special way in which McCall’s 

serves its readers and their families »« To 

the advertiser this means...MeCall’s 


isa continuously better buy. 


MAY 10, 1953 


General Merchandise Store Sales, 200 Leading Cities 


CITY and STATE 


Chicago, I. 

New York City, N. Y. 
Philadeiphia, Pa. 
Los Angeles, Cal. 
Detroit, Mich. 
Pittsburgh, Pa. 
Boston, Mass. 
Cleveland, Ohio 
Baltimore, Md. 
Kansas City, Mo. 


St. Louis, Mo. 
Washington, D. C. 
Dallas, Texas 
Milwaukee, Wis. 
Atlanta, Ga. 
Minneapolis, Minn. 
Buffalo, N. Y. 

San Francisco, Cal. 
Portiand, Ore. 
Seattle, Wash. 


Newark, N. J. 
Fort Worth, Texas 
Denver, Colo. 
Memphis, Tenn... 
Houston, Texas 
Indianapolis, Ind. 
Cincinnati, Ohio 
St. Paul, Minn. 
Oakland, Cal. 
New Orleans, La. 


Columbus, Ohio 
Rochester, N. Y.. 
San Antonio, Texas 
Dayton, Ohio 
Richmond, Va. 
Birmingham, Ala. 
Hartford, Conn. 
Akron, Ohio 
Toledo, Ohio 
Louisville, Ky. 


Miami, Fla. 
San Diego, Cal. 


Oklahoma City, Okla. 


Greensboro, N. C. 
Pasadena, Cal. 

Salt Lake City, Utah 
Providence, R. 1. 
Syracuse, N. Y. 
Long Beach, Cal. 
Omaha, Neb. 


Des Moines, lowa 
Nashville, Tenn. 
Grand Rapids, Mich. 
Spokane, Wash. 
Tulsa, Okla. 
Phoenix, Ariz. 
Sacramento, Cal... . 
Jacksonville, Fla. 
Wichita, Kans. 
Youngstown, Ohio 


Fort Wayne, Ind. 

Little Rock-North 
Little Rock, Ark... 

St. Petersburg, Fla. 

Knoxville, Tenn. 

Peoria, ti. 

South Bend, Ind. 

E! Paso, Texas 


| 


| 
| 
} 


Estimates, 1952, for the 200 


GEN’L MDSE. 


STORE SALES) Rank = -% 


JM 


1,125, 268 
979,758 
485 592 
459,516 
381,253 
308 639 
291 627 
258 434 
245 986 
230,410 


206 ,378 
201 ,069 
185 ,087 
178,924 
177 ,662 
174,310 
148 044 
147,719 
146 846 
145, 309 


136 , 289 
135, 958 
134,244 
131,906 
129,181 
126,116 
124 , 285 
123,334 
122,503 
108 , 200 


36,446 
36 , 266 
36 , 259 
35,011 
34,813 
33,782 
43, 567 
33,139 
31,867 


Esti- 
mates Group | lation 
(in thousands) 


in Accumu- 


6.0247 


11.2705 | 


13.8704 


16.3307 | 
18.3720 | 


20.0239 
21.5864 
22.9701 
24.2872 
25.6208 


26.6258 


27.7023 
28.6932 
29.6612 


30.6019 | 


31.5351 
32.3278 
33.1187 


33.9049 | 


34.6829 


35.4126 | 


36.1406 
36. 8593 
37.5656 
38.2572 
38.9325 
39.5979 
40.2583 
40.9142 


41.4935 | 


41.9781 | 
42.3812 | 


42.7782 


43.1732 | 


43.5554 


43.9355 | 
44.3127 | 
44.6863 | 


45.0565 


45.4119 | 


45.7298 | 


46.0442 


46.3477 | 


46.6368 
46.9119 


47.1848 | 


47.4564 
47.7267 
47.9904 
48. 2404 


CITY and STATE 


Springfield, Mass. 
Bridgeport, Conn. 
Wilkes-Barre, Pa. 
Allentown, Pa. 


Trenton, N. J. 
Harrisburg, Pa.. . 
Chattanooga, Tenn. 
Paterson, N. J. 


Erie, Pa. 

San Jose, Cal. 
Johnstown, Pa. 
Flint, Mich. 
Tacoma, Wash. 
Binghamton, N. Y. 
Charleston, W. Va. 
Lansing, Mich. 
Fresno, Cal... .. 
Jackson, Miss, 


Hempstead Town- 
ship, N.Y... 
Lubbock, Texas 
Lincoln, Neb... 
Hammond, Ind. 
Sioux City, lowa.... 
Canton, Ohio. .... 
Reading, Pa. 
Baton Rouge, La. 
Mobile, Ala. . 
Glendale, Cal... 


Seranton, Pa... 
Bakersfield, Cal. 
Tueson, Ariz. 

New Haven, Conn. 
Rockford, tl. 
Evanaville, Ind. 
Cambridge, Mass. 
Terre Haute, Ind. 
Davenport, lowa 
Shreveport, La. 


Corpus Christi, Texas 
Augusta, Ga 
Evanston, til. 
Pontiac, Mich. 
Highland Park, Mich. 
Beaumont, Texas 
Lancaster, Pa. 
Madison, Wis. 
Dearborn, Mich. 


Brownsville-Harlingen- | 


McAllen, Texas 


San Bernardino, Cal. 
Springfield, tl. 
Greenville, S. C. 
Schenectady, N. Y. 
Waco, Texas 
Oak Park, ti. 
Austin, Texas 
Moline-East Moline- 
Rock Island, tl. 
Bossier, Wh... cccccese 
Joliet, Hi. 


Camden, N. J. 


Wheeling, W. Va.. 
Columbia, S. C. 


Asheville, N. C. 


GEN'L MDSE | 
STORE SALES| Rank 


DD sete 
(im Hhousande) | 


31,573 
30, 866 


| 


In 
Group 


SSSSSRSESSES SSSISASATS 


S8SsaeteR2 


cities le 


CITY and STATE 


Cedar Rapids, lowa 
Montgomery, Ala. 
Albuquerque, N. M. 
Santa Monica, Cal. 
Stockton, Cal. 
Winston-Salem, N. C. 
Roanoke, Va. 

Duluth, Minn. 
Savannah, Ga. 
Saginaw, Mich. 


Durham, N. C 
Waterloo, lowa 
Huntington, W. Va. 
Eugene, Ore. 
Muskegon, Mich. 
Elizabeth, N. J. 
Portland, Maine 
Raleigh, N. C. 
Macon, Ga. 
Kansas City, Kans. 


Utica, N.Y 
Columbus, Ga. 
Pueblo, Colo 

Boise, ida. 
Newport News, Va. 
Lima, Ohio 
Sheboygan, Wis. 
Springfield, Ohio 
Niagara Falls, N. Y. 
Green Bay, Wis. 


Danville, Va. 
Dubuque. lowa 
Topeka, Kans. 
Jackson, Mich. 
Springfield, Mo. 
New Bedford, Mass. 
Mansfield, Ohio 
Poughkeepsie, N. Y. 
Yakima, Wash. 
Altoona, Pa. 


ading in this category 


~/GEN'L MOSE,, 


STORE SALES) Rank 


Esti- | 


@ 


(in thousands) 


Champaign-Urbana, Ill. 


Battle Creek, Mich. 
Kalamazoo, Mich. 
Sioux Falls, S. D. 
Fayetteville, N. C. 
Spartanburg, S. C. 
Lynchburg, Va. 
East St. Louis, Ill... 
Abilene, Texas 
Salem, Ore. 


Elgin, Wi 
Aurora, Wl. 
Charleston, S. C. 


Wichita Falls, Texas. . 


Danville, Wl.. 
Hackensack, N. J. 
Union City, N. J. 
Alexandria, La. 
Amarilio, Texas 
Waukegan, Ill. 


Total Above Cities 


% of U.S. A. 


.|12,113,408 


« 
G 


Accumu- 


mates | Group |_ lation 


-6042 
-6848 
- 7653 
61.8453 
61.9252 
62.0048 
62.0843 
62.1631 


62.2403 
62.3167 
62.3926 
62.4675 
62.5421 
62.6161 
62.6893 
62.7623 
62.8351 
62.9077 


62.9796 
63.0515 
63.1221 
63.1923 
63.2621 
63.3313 
63.4000 
63.4682 
63.5363 
63.6038 


63.6711 


Editor's note: About one-quarter of the syndicate 
mail order sales are credited to Chicago. 


Honolulu city, with General Merchandise Store 
Sales of $37,534 thousand, would, if included 
above, have a rank of 61. 


SALES MANAGEMENT 


Furniture-Household-Radio Store Sales, 200 Leading Cities 


Estimates, 1952, for the 200 cities leading in this category 


Esti- | Group 


CITY and STATE “— SALES| in 


|e 


New York City, N. Y...., 
Chicago, Ill. 

Los Angeles, Cal. 
Philadelphia, Pa. 
Detroit, Mich. 

San Francisco, Cal. 

St. Louis, Mo... . 
Cleveland, Ohio 
Washington, D. C. 
Baltimore, Md... 


Houston, Texas 
Boston, Mass... 
Newark, N.J...... 
Oakland, Cal..... 
Milwaukee, Wis... 
Pittsburgh, Pa. 
Buffalo, N. Y. 
Dalias, Texas. . 
Minneapolis, Minn... 
Kansas City, Mo... 


indianapolis, ind. . . 
San Diego, Cal... 
Miami, Fia. 
Cincinnati, Ohio 
Seattle, Wash.. 
Portiand, Ore. 
New Orleans, La. 
Hempstead Town- 
ship, N. Y. 
Denver, Colo. 
Long Beach, Cal. 


Rochester, N. Y.. 
Atlanta, Ga. 
Columbus, Ohio 
Louisville, Ky. 
Birmingham, Ala. 
San Antonio, Texas 
Memphis, Tenn. 
Omaha, Neb. 
Sacramento, Cal. 
Toledo, Ohio... 


Richmond, Va.. 
Phoenix, Ariz. . 
Oklahoma City, Okia. 
Fort Worth, Texas 
Salt Lake City, Utah 
Dayton, Ohio. . 
Providence, R. |. 
Norfolk, Va. 
Wilmington, Del. 
Jersey City, N. J. 


St. Paul, Minn... 
Paterson, N. J. 
Hartford, Conn. 
Tulsa, Okla. 
Bridgeport, Conn.. . 
Jacksonville, Fla. 
Nashville, Tenn... . 
Camden, N. J. 
Worcester, Mass. 
Wichita, Kans. 


Syracuse, N. Y. 
Springfield, Mass. 
Grand Rapids, Mich. 
New Haven, Conn. 

Des Moines, lowa 
Pasadena, Cal. 

Akron, Ohio 

Knoxville, Tenn. . . . | 
Fresno, Cal... . save 
Flint, Mich. | 


mates | 


lation 


39.1451 
39.3496 
39.5539 
39.7537 
39.6534 
40.1456 
40.3376 
40.5213 
40.6980 


CITY and STATE 


Albany, N. Y. 
Passaic-Clifton, N. J. 
South Bend, ind. 
Chattanooga, Tenn. 
Allentown, Pa. 

Erie, Pa. 
Albuquerque, N. M. 
San Jose, Cal. 
Reading, Pa. 

Peoria, til. 


Tampa, Fla. 
Stockton, Cal. 
Beverly Hills, Cal. 
Fort Wayne, Ind 
Shreveport, La. 

E} Paso, Texas ‘ 
Harrisburg, Pa... 
Tacoma, Wash. 
Corpus Christi, Texas 
Tucson, Ariz 


Canton, Ohio 
Youngstown, Ohio 
Roanoke, Va 
Trenton, N. J. 

Fall River, Mass. 
Charleston, W. Va.. 
Scranton, Pa. 
Spokane, Wash. 
McKeesport Pa. 
Greensboro, N. C 


Charlotte, N. C 
Rockford, Il 
Glendale, Cal. 
Evansville, Ind. 
Bakersfield, Cal. 
Beaumont, Texas 
Amarillo, Texas 
Little Rock-North 
Little Rock, Ark. 
Elizabeth, N. J. 
Baton Rouge, La. 


Binghamton, N. Y. 
Wilkes-Barre, Pa. 
Gary, Ind. 
Mobile, Ala. 
Waterbury, Conn. 
North Hempstead 
Township, N. Y. 
Austin, Texas 
Santa Monica, Cal 
Yonkers, N. Y 
New Kensington- 
Arnold, Pa. 


Springfield, ll. 
Lubbock, Texas 
White Plains, N. Y. 
Troy, N. Y. 
Chester, Pa. 

St. Petersburg, Fla. 
Manchester, N. H. 
Charleston, S. C. 
Santa Ana, Cal. 
Savannah, Ga. 


New Brunswick, N. J 
Mount Vernon, N. Y. 
Cedar Rapids, lowa 
San Bernardino, Cal 
Kalamazoo, Mich... 
Utica, N. Y. 

Duluth, Minn. 
Lawrence, Mass... . 
Greenville, S. C. 
Hackensack, N. J. 


~~ FURN.- 
HOUSE.- 


RADIO Rank 


STORE SALES in 


Esti- | Group 
DD wrtes | 


' (in thousands) 


15,773 


o 
“ 
Accumu- 
lation 


42.3712 


42.5288 
42.6862 
42.8419 
42.9957 
43.1481 


47.1074 


47.2173 
47 .3260 
47.4335 
47.5384 


47.6430 


47.7472 
47.8510 
47.9543 
48.0570 
48.1593 
48.2611 
48.3629 
48.4642 
48.5649 
48 .6655 


48.7660 
48.8650 
48.9640 
49.0621 
49.1602 
49.2677 
49.3549 
49.4520 
49.5484 
49.6442 


FURN.- 


CITY and STATE (STORE SALES in 


SM Esti- | Group 


mates | 
| (in thousands) | 


Lancaster, Pa. 
Columbus, Ga. 
Columbia, S. C. 
Portland, Maine 
Schenectady, N. Y. 
Atlantic City, N. J. 
Lansing, Mich. 
Alhambra, Cal. 
Pontiac, Mich. 
Perth Amboy, N. J. 


Inglewood, Cal. 
Waterloo, lowa. 
Altoona, Pa. 
Stamford, Conn. 
Richmond, Cal. 
Jackson, Miss. 
Montgomery, Ala. 
Durham, N. C. 
Waco, Texas 
York, Pa. 


Huntington Park, Cal... | 
Newport News, Va. 
Galveston, Texas 
Topeka, Kans. 
New Bedford, Mass. 
Racine, Wis. 
Hammond, tnd. 
Brownsville-Harlingen- | 
McAllen, Texas ; 1619 
Raleigh, N. C. | : 52.2456 
Orlando, Fla. | 62.3292 


-0782 


Eugene, Ore. 52.4122 
Monroe-West Mon- 

roe, La. 
Hamtramck, Mich. 
Madison, Wis. 
Wheeling, W. Va. 
Pawtucket, R. |. 
West Palm Beach, Fla. 
Davenport, lowa 
Kansas City, Kans. 
Colorado Springs, Colo. . | 
Winston-Salem, N. C.. 
Huntington, W. Va. | 
Evanston, Ill. 
Berkeley, Cal. 
Spartanburg, S. C. 
Springfield, Ohio 
Saginaw, Mich. 
Springfield, Mo. 
Augusta, Ga 
Fort Lauderdale, Fla. 


53.2238 
53.3030 
53.3821 
53.4606 
53.6388 
53.6169 
63.6949 
53.7723 
53.8490 
53.9252 


Dearborn, Mich. 
Cambridge, Mass. 
Lexington, Ky. 

New Rochelle, N. Y. 
Moline-East Moline- 
Rock Isiand, Hil. 
Wichita Falls, Texas 
Green Bay, Wis... . 
Riverside. Cal. 
Lowell, Mass. 
Johnstown, Pa. 


54.0006 
54.0760 
54.1513 
54.2260 


54.3004 
54.3746 
54.4486 
54,5221 
54.6953 
54.6683 


Total Above Cities 
% of U.S. A... 


Honolulu city, with F.-H.-R. Store Sales of 
$17,122 thousand, would, if included above, have 
a rank of 69. 


MAY 10, 1953 


Automotive Store Sales, 200 Leading Cities 


@7D Estimates, 1952, for the 200 cities leading in this category 


AUTOMOTIVE AUTOMOTIVE | ~ |AUTOMOTIVE| 


CITY and STATE 


New York City, N. Y. 
Chicago, Iii. 

Detroit, Mich. 

Los Angeles, Cal. 
Philadelphia, Pa. 
Cleveland, Ohio 
Heuston, Texas 
Washington, D.C. 
St. Louis, Mo. 
Dallas, Texas 


San Francisco, Cal. 
Milwaukee, Wis. 
Baltimore, Md 
Minneapolis, Minn 
indianapolis, Ind. 
Buffalo, N. Y. 
Portiand, Ore. 
Kansas City, Mo. 
Pittsburgh, Pa. 
Seattie, Wash. 


Atianta, Ga. 
Memphis, Tenn. 
Denver, Colo. 
Cincinnati, Ohio 
Oakland, Cal. 
Boston, Mass... + 
San Diego, Cal. 
Miami, Fia. 
Columbus, Ohio 
Louisville, Ky. 


San Antonio, Texas 
Birmingham, Ala. 
Hempstead Town- 
ship, N. Y. 
Fort Worth, Texas 
Toledo, Ohio 
Oklahoma City, Okla. 
Rochester, N. Y. 
Omaha, Neb. 
Newark, N. J. 
New Orleans, La 


Long Beach, Cai 
Tulsa, Okla. 
Akron, Ohio 

St. Paul, Minn. 
Dayton, Ohio 
Jacksonville, Fla. 
Des Moines, lowa 
Wichita, Kans. 
Phoenix, Ariz. 
Syracuse, N. Y. 


Sacramento, Cal. 
Nashville, Tenn. 
Flint, Mich. 
Providence, R. |. 
Richmond, Va. 
Shreveport, La. 
Norfolk, Va. 
Hartford, Conn. 
Spokane, Wash. 
Little Rock-North 
Little Rock, Ark 


Tacoma, Wash. 
Pasadena, Cal. 
Grand Rapids, Mich. 
Glendale, Cal. 
Lubbock, Texas 
Fresno, Cal... 
Albany, N. Y. 
Tampa, Fla...... 
Salt Lake City, Utah 
Youngetown, Ohio . 


STORE 
SALES 
Esti- 


mates | Group 


‘in thousands) 


746,443 
623, 191 
571,763 
506 813 
259, 333 
206 515 
199,479 
196 552 
176 , 384 
175,474 


169,996 
169,520 
153,777 
152,474 
148 049 
138 , 681 
134 ,632 
133,030 
127,240 
122,686 


120,849 
120,589 
115,343 
114,640 
105,744 
105,078 
102,611 
98 612 
97,772 
95,514 


94,119 
94,011 


Rank 
in 


eoe@eeneqaeswn — 


or 


Accumu- 
lation 


2.6600 
4.8838 
6.9240 
8.7325 
9.6579 
10.3848 
11.1066 
11.8080 
12.4374 
13.0636 


13.6702 
14.2394 
14.7881 
15.3322 
16.8605 
16.3660 
16.8361 
17.3098 
17.7638 
18.2016 


18.6328 
19.0632 
19.4747 
19.8838 
20.2612 
20.6361 
21.0030 
21.3845 
21.7034 
22.0442 


22.3801 
22.7155 


23.0496 
23.3760 
23.6883 
24.0169 
24.3348 
24.6382 
24.9169 
25.1898 


25.4598 
25.7260 
25.9912 
26.2483 
26 .6037 
26.7524 
26.9845 


CITY and STATE 


Corpus Christi, Texas 
Lansing, Mich. 
Charlotte, N.C. 

El Paso, Texas 
South Bend, ind. 
Bridgeport, Conn. 
Worcester, Mass. 
Fort Wayne, Ind. 
New Haven, Conn. 
Knoxville, Tenn. 


Wilmington, Del. 
Chattanooga, Tenn. 
Columbia, S. C. 
Amarillo, Texas 
Springfield, Mass. 
Oak Park, til. 
Kaneas City, Kans. 
Mobile, Ala. 
Austin, Texas. . 
Peoria, Il. 


Stockton, Cal... 
San Jose, Cal... 
Charteston, W. Va. 
Erie, Pa. 

Jackson, Miss. 
Beaumont, Texas 
Bakersfield, Cal. 


Moline-East Moline- 
Rock Island, tl. 
Waco, Texas 
Rockford, tl. 
Albuquerque, N. M. 
Brownesville-Harlingen- 
McAllen, Texas 
Harrisburg, Pa.. . 
Allentown, Pa. 
North Hempstead 
Township, N. Y. 
Camden, N. J. 
Santa Monica, Cal 


Evaneville, Ind. 
Highland Park, Mich 
Columbus, Ga. 
Evanston, Ill. 

Baton Rouge, La. 
Burbank, Cal. 

West Paim Beach, Fia. 
Trenton, N. J. 
Schenectady, N. Y 
Elizabeth, N. J. 


Wichita Falls, Texas 
Orlando, Fla. 
Beverly Hills, Cal 
Binghamton, N. Y 
Huntington Park, Cal. 
Monroe- 

West Monroe, La. 
Stamford, Conn. 
San Bernardino, Cal 
Greensboro, N. C. 
Charleston, S. C. 


Montgomery, Ala. 
Jersey City, N. J. 
Tucson, Ariz.. . 
Hammond, ind. 
Abilene, Texas 
Duluth, Minn. ; 
Greenville, S.C... .. 
Salem, Ore. 


| 


| 


STORE 
SALES 


JM ee 


(in thousands 


43,362 
42,169 
41,896 
41,491 
41,323 
41,016 
40,314 
39,474 
38,948 
38 654 


38 ,832 
38,719 
37,921 
37,140 
36 ,694 
35,943 
35 026 
34,937 
34,682 
33,870 


33, 687 
33,275 


Rank 
in 


mates Group 


SSSAISAPANA 


SSSSsetRRqgs 


% 
Accumu- 
lation 


31.3554 
31.5069 
31.6654 
31.8034 
31.9508 
32.0973 
32.2411 
32.3820 
32.5210 
32.6596 


32.7962 
32.9363 
33.0716 
33.2042 
33.3351 
33.4634 
33.5884 
33.7130 
33.8364 
33.9673 


44.0771 
34.1968 
34.3136 
34.4297 
4.5456 
34.6614 
34.7760 
34.8900 
35.0019 
35.1138 


35.2253 
35.3348 
35.4434 
36.5618 


35.6593 
35.7667 
35.8740 


35.9813 
36 .0871 
36.1920 


36 . 2964 
36.4007 
36.5038 
36 .6067 
36.7092 
36 .8093 
36 .9087 
37.0078 
37.1062 
37.2044 


37.3020 
37.3994 
37.4953 
37.6912 
37.6871 


37.7822 
37.8772 
37.9720 
38 .0661 
38. 1601 


38.2537 
38.3471 
38.4402 
38.5334 
38.6264 
38.7192 
38.8109 
38.9024 


CITY and STATE 


Cedar Rapids, lowa 
Pontiac, Mich. 


Reading, Pa. 
Springfield, Mo. 
Cambridge, Mass. 
Alhambra, Cal. 
Spartanburg, S. C. 
Kalamazoo, Mich. 
Canton, Ohio 
Yakima, Wash. 
Gary, Ind... 
Savannah, Ga. 


Waterbury, Conn. 
Madison, Wis. 
Augusta, Ga. 
Raleigh, N. C. 
Davenport, lowa 
Alexandria, Va. 
Utica, N. Y. 
Decatur, lil. 

Terre Haute, Ind. 
St. Petersburg, Fla. 


Huntington, W. Va. 
Lincoln, Neb... 
Fort Smith, Ark. 
White Plains, N. Y. 
Roanoke, Va. 

Sioux City, lowa 
East Orange, N. J. 
Battie Creek, Mich. 
Yonkers, N. Y. 
Irvington, N. J. 


East St. Louis, Il. 
Saginaw, Mich. 
Eugene, Ore. 
Springfield, Ohio 
Pensacola, Fla. 
Topeka, Kans. 
Lakewood, Ohio 
Sioux Falls, S. D. 
Richmond, Cal. 
Berkeley, Cal. 


Santa Ana, Cal. 

Troy, N. Y. 

Tyler, Texas 

Aurora, Il. 

Lawton, Okla. 
Macon, Ga. 
Passaic-Clifton, N. J. 
Winston-Salem, N. C. 
Durham, N. C. 
Riverside, Cal. 


Jackson, Mich. 
Portland, Maine 
Cicero, Il. 
Fort Lauderdale, Fla. 
Compton, Cal. 
Joliet, W...... 
Scranton, Pa... . 
Ferndale, Mich. 
Upper Darby Town- 
ship, Pa. 
New Rochelle, N. Y. 


Total Above Cities 


% AU. S.A..... 


| 
| 


LSM 


STORE 

SALES 
Esti- In 

mates | Group 


Rank % 
Accumu- 
lation 


| @in thousands) 


25, 368 
26,231 


24,931 
24,872 
24,773 
24,711 
24,557 
24,539 
24,534 
24,442 
24,088 
23,953 


23,766 
23,701 
23, 556 
23,404 
23,336 
23,299 


23,055 
22,958 
22,898 


22,764 


Honolulu city, with Automotive Store Sales of 
$42,465 thousand, would, if included above, have 


a rank of 72. 
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MIRES: 


TBA MERCHANDISING 


e e e| e e Covers the Cream 


of the Nation's 

Fastest Growing Market 
—-TBA— 

By Selective Screening 
of Top Volume 


* Tire, Battery and Accessory Stations 


* Tire Recappers and Tire Repair Shops 

* Service Stations—large establishments with TBA departments 
* Car Dealers—large establishments with TBA departments 

* Independent Oil Jobbers with TBA programs 

* TBA Management in oil refiner marketers with TBA programs 
* Automotive Jobbers 


32,000 Circulation 


Strikes the real Buying Power of an Important Branch of the 


Automotive Industry. An editorial policy based on practical 


experience in the field that has earned 


the consistent support of advertisers 


for 34 years. For advertisers—a direct TBA MERCHANDISING 


route to the outlets that do the The Blue Book 


of the Business 


bulk of the TBA business. 


386 Fourth Avenue 
New York 16, New York PUBLICATION 


Ask for TBA Market Analysis 


MAY 10, 1953 


Drug Store Sales, 200 Leading Cities 


@> Estimates, 1952, for the 200 cities leading in this category 


DRUG STORE! 
| SALES Rank 


| 
@ i in 


DRUG STORE 
SALES Rank % 

SM Esti- | in | Accumu- 

mates mates | Group | lation 

(in thousands) (in thousands) (in thousands) 


240,135 Little Rock-North 141 | 46.6393 


" |DRUG STORE 


CITY and STATE CITY and STATE CITY and STATE 


New York City, N. Y. 


Chicago, tl. 
Detroit, Mich. 
Los Angeles, Cal. 
Philadelphia, Pa. 
Washington, D. C. 
Kansas City, Mo. 
Cleveland, Ohio 
Baltimore, Md. 

St. Louis, Mo. 


Boston, Mass. 

San Francisco, Cal. 
indianapolis, Ind. 
Houston, Texas 
Pittsburgh, Pa. 
Minneapolis, Minn. 
Dallas, Texas 

New Orleans, La. 
Denver, Colo. 
Milwaukee, Wis. 


Miami, Fla. 
Louisville, Ky. 
Atlanta, Ga. 
Buffalo, N. Y. 
Seattle, Wash. 
Cincinnati, Ohio 
Oakiand, Cal. 
Newark, N. J. 
Columbus, Ohio 
San Diego, Cal. 


Fort Worth, Texas 
Dayton, Ohio 
Memphis, Tenn. 

San Antonio, Texas 
Toledo, Ohio 
Portiand, Ore. 
Oklahoma City, Okla. 
Grand Rapids, Mich. 
Long Beach, Cal. 

St. Paul, Minn. 


Richmond, Va. 
Omaha, Neb. 
Jacksonville, Fla. 
Rochester, N. Y. 
Hempstead Town- 
ship, N. Y. 
Hartford, Conn. 
Birmingham, Ala. 
Sacramento, Cal. 
Tulsa, Okla 
Akron, Ohio 


Flint, Mich 
Providence, R. |. 
Norfolk, Va. 
Phoenix, Ariz. 
Wichita, Kans 
Bridgeport, Conn. 
Des Moines, towa 
Salt Lake City, Utah 
Syracuse, N. Y. 
Nashville, Tenn. 


Mobile, Ala 
Fresno, Cal. 
Springfield, Mass. 
New Haven, Conn. 
Miami Beach, Fla. 
Jersey City, N. J. 
Pasadena, Cal. 
Spokane, Wash. 
Tampa, Fla. 
Austin, Texas 


162,815 


37.3613 
37.6217 
37.6908 
37.8585 
38.0244 
38. 1858 
38.3470 
38 . 6062 
38 6650 
38.8174 


Little Rock, Ark. 
Shreveport, La. 
Fort Wayne, Ind. 
El Paso, Texas 
Tucson, Ariz. 
Madison, Wis. 
San Jose, Cal. 
Harrisburg, Pa. 
Evansville, Ind. 
Worcester, Mass. 


Charlotte, N.C. 
South Bend, Ind. 
Knoxville, Tenn. 
Lubbock, Texas 


Chattanooga, Tenn... . 


Wilmington Del. 


7,177 
7,165 
7,041 
6,956 


Corpus Christi, Texas 


Glendale, Cal. 
Tacoma, Wash... 
Baton Rouge, La. 


Kansas City, Kans. 
Peoria, til. 


Santa Monica, Cal... . j 


Springfield, I. 
Reno, Nev... 
Lansing, Mich. 
Amarilio, Texas 
Youngstown, Ohio 
Gary, ind. 
Albuquerque, N. M. 


Berkeley, Cal. 
Rockford, tll. 
Beverly Hills, Cal. 
St. Joseph, Mo. 
Lincoln, Neb..... 
Columbia, S.C... 
Lexington, Ky.. ? 
St. Petersburg, Fla. 
Paterson, N. J. 

Ann Arbor, Mich. 


Saginaw, Mich. 
Kalamazoo, Mich. 
Alexandria, Va. 
Moline-East Moline- 
Rock Island, tl. 
Atlantic City, N. J. 
Beaumont, Texas 
New Bedford, Mass. 
San Bernardino, Cal. 
Jackson, Mich. 
Canton, Ohio 
Cedar Rapids, lowa 


Orlando, Fla... 
Trenton, N. J. . 
Waterbury, Conn. 
Erie, Pa. 
Charleston, W. Va. 
Savannah, Ga. 
Schenectady, N. Y. 
Duluth, Minn. 
Albany, N. Y 


Battle Creek, Mich. 
Roanoke, Va. 
Sioux City, lowa 
Galveston, Texas 
Cambridge, Mass. 
Highland Park, Mich 
Pontiac, Mich. 
Upper Darby Town- 
ship, Pa. 
Evanston, tl. 
Springfield, Mo. 


SSeSseseesess 
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Newton, Mass. 
Elizabeth, N. J... 
Stockton, Cal. 
Springfield, Ohio 
Fall River, Mass. 


Colorado Springs, Colo. | 


Dearborn, Mich. 

Reading, Pa. 

Camden, N. J. 

Brownsville-Harlingen- 
McAlien, Texas. . 


Montgomery, Ala. 
North Hampstead 
Township, N. Y. 
Champaign-Urbana, III. 
Pawtucket, R. 1. 
Wichita Falls, Texas 
Binghamton, N. Y. 
Topeka, Kans. 
Davenport, lowa 
Raleigh, N. C. 
Durham, N. C. 


Pasco-K ennewick- 
Richland, Wash. 
Terre Haute, Ind... . 

Jackson, Miss. 
Huntington, W. Va. 
Winston-Salem, N. C.. 
Greensboro, N. C. 
Racine, Wis. * 
Asheville, N. C. 
Lawrence, Mass. 

Oak Park, ttl. 


Greenville, S. C. 
Augusta, Ga. 
Charleston, S. C. 
Muskegon, Mich. 
Waco, Texas 
Burbank, Cal. 
Yonkers, N. Y. 
Lynn, Mass. 
Joliet, ti. 
Benton-Harbor- 
St. Joseph, Mich. 


Inglewood, Cal. 
Lakewood, Onio 
Bakersfield, Cal. 

Santa Barbara, Cal 
Allentown, Pa. 

West Paim Beach, Fia.. 
Bay City, Mich. 

Santa Ana, Cal. 
Newport News, Va 
Macon, Ga. 


Utica, N. Y. 

Fort Lauderdale, Fla. 
Huntington Park, Cal.. 
Portland, Maine 
Niagara Falls, N. Y. 


Cleveland Heights, Ohio. 


Holyoke, Mass... 
Columbus, Ga. 
Yakima, Wash. 
Lancaster, Pa. 


Total Above Cities 


3,858 
3,857 
3,838 
3,811 
3,755 
3,750 
3,747 
3,731 
3,722 


3,719 


3,708 


3,704 


3,697 
3,682 


3,675 
3,644 


3,494 
3,445 
3,426 


3,378 
3,305 


3,291 


3,256 
3,216 
3,205 
3,168 
3,164 
3,161 
3,160 
3,140 
3,136 
3,120 


3,118 
3,095 
3,075 
3,064 
3,057 
3,033 
3,015 
3,009 
2,980 
2,974 


2,401 , 283 


142 
143 
144 
145 
146 
147 
148 
149 


46.7211 
46.8025 
46 .8833 
46 .9630 
47.0425 
47.1220 
47.2011 
47.2801 


47.3590 


47.4376 


47.5162 
47.5947 
47.6731 
47.7512 
47.8282 
47.9071 
47.9844 
48.0615 
48. 1382 


48.2149 
48.2914 
48 3674 
48.4433 
48.5185 
48.5936 
48.6682 
48.7427 
48.8171 
48.8913 


48 .9654 
49.0396 
49.1137 
49.1878 
49.2609 
49.3336 
49.4060 
49.4776 
49.5477 


49.6175 


49. 6866 
49.7548 
49.8228 
49.8900 
49.9571 
50.0242 
50.0912 
50.1578 
50.2243 
50.2905 


50 . 3566 
50.4223 
50.4875 
50.5525 
50.6173 
50.6817 
50.7456 
50.8095 
50.8727 
50.9358 


Honolulu city, with Drug Store Sales of $10,878 
thousand, would, if included above, have a rank of 


48. 
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you've heard it until 
you're bored stiff... but 


Keystone Merchandising Follows Your Product to the Retail Counters! 


It’s the kind of follow-through even your most 
active sales staff couldn’t deliver, because local 
KEYSTONE station management arranges per- 
sonal contact with local stores almost simul- 
taneously with your merchandising package! 
Stocks are checked and recorded, order cards 
distributed personally, window streamers and 
counter cards installed, all by the personnel of 


STATIONS who air your message. What sets 
this merchandising machinery in action? your 
ORDER! The single order you place for any 
length announcement or program, for any part 
of the farflung KBS network. This is one of the 
many fine points of KEYSTONE service that add 
up to the biggest and best buy in radio today. 
It will pay you to investigate the KEYSTONE 


KEYSTONE’S 650 HOMETOWN AND RURAL AMERICA story if you want the most for your money! 


®@wRITE, WIRE OR PHONE FOR COMPLETE MARKET INFORMATION AND RATES 


CHICAGO NEW YORK 
111 W Washington St 580 Fifth Avenue 
Plaza 7.1460 


LOS ANGELES 
1330 Wilshire Biva 


Tate 26303 OUnkirk 3.2910 


TAKE YOUR CHOICE 


A handful! of stations or the network... 
@ minute or a full hour . it’s up to 


you, your needs 


Keystone 


BROADCASTING SYSTEM, inc. 


i MORE FOR YOUR DOLLAR 


No premium cost for individualized pro- 
gramming. Network coverage for less 
than ‘‘spot’’ cost for same stations 


i ONE ORDER DOES THE JOB 


All bookkeeping and details are done 
by KEYSTONE, yet the best time and 
place ore chosen for you. 


THE VOICE OF HOMETOWN AND RURAL AMERICA 
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| WANTED YOUR 
PRODUCT, BUT | 
DIDN'T SEE IT SO | 
TOOK ANOTHER 
BRAND! 


You made her want your product by 
concentrating your entire advertising 
appropriation on selling her. Every 
time she picked up a magazine or 
newspaper, tuned in on the radio or 
television or rode on the subway, she 
was reminded of your product. It 
isn’t hard to make her want your 
brand, because she selects only about 
30 grocery items a week. 


Yes, you can make her want your 
brand, but you can’t change human 
nature or overcome human inertia. If 
your brand isn’t on the gondola, easily 
seen and reached, she will take a com- 
petitive brand. 


At the very moment when she was 
about to buy she didn’t see your brand, 
so she took a competitor’s product 
despite all your concentration of con- 


sumer advertising. 


Why? Her grocer failed to put your 
product where she could easily see 
and reach it, and since she serves 
herself, she had no chance to ask for 
it from the owner or manager. 


GROCER-GRAPHIC 


The newspaper of the NEW YORK Food Market 


New York MID WEST 
386 Fourth Ave., New York 16, N. Y. 333 N. Michigan Ave., Chicago 1, Ill. 


THE MAJOR MARKET 


/ronicatian’, Custom made to help you sell 
168 SALES MANAGEMENT 


SHE DIDN'T SEE YOUR 
BRAND, BECAUSE IT 
WAS NOT ON THE 
GONDOLA! 


Yes, your collsumer cCampaipn Was Very 
effective—you convinced the housewife 
with repeated sales messages. But at 
the point-of-purchase when she tried 
to make your advertising pay off, your 
brand wasn’t there. 


You relied on one sales impact—your 
sales force—to sell the most important 
of all links in your sales chain, the 
retail grocer. He is a very busy fellow 
concerned with 3,000 to 4,000 grocery 
items to buy in addition to managerial 
problems, It’s hard to impress him with 
only one sales tool. 


Your brand would have been in that 
empty spot on the gondola and Mrs. 
Shopper would have bought it if you 
had rounded out your campaign by 
backing up your sales force with an- 
other powerful selling tool 

The Major Food Market ‘Trade 
Papers custom-made to help you sell 
America’s two most important markets. 


YANKEE FOOD MERCHANT 


The newspaper of the NEW ENGLAND Food Market 


New England PACIFIC COAST 
376 Boylston St., Boston 16, Mass. Monadnock Bidg., San Francisco 5, Calif. 


“OOD TRADE PAPERS 


{merica’s two most important markets Pubucation 
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Metropolitan County 
Area Section 


SALES MANAGEMENT now recognizes 
165 standard metropolitan county 
areas, a gain of three over the 162 
areas presented in the preceding Sur 
vey. The new areas, now officially 
tabbed by the Bureau as 
“standard” are Dubuque, Fort Smith 
and Hampton - Newport News - War- 
wick 


Census 


When the Government first issued 
its list of standard metropolitan areas, 
it will be recalled that 168 separate 
area designations were provided for. 
In the official set of 168 area defini- 
tions, all areas consist of one or more 
entire counties, except for New Eng- 
land, where the area definitions are 
based on groups of townships. SALEs 
MANAGEMENT believed that the Gov- 
ernment’s decision to define the met 
ropolitan areas of New England in 
terms of townships, rather than 
counties, would prove to be unwise 
because of the lack of statistical data 
for townships that would permit com- 
parisons with other areas. According- 
ly, SALES MANAGEMENT'S New Eng- 
land area definitions follow county 
lines, although conforming as closely 
as possible to the “township” areas 
recognized by the Federal Committee 
on Standard Metropolitan Areas. In 
this decision we have been joined by 
most marketing men and agencies, 
including the J. Walter Thompson Co. 

The general concept adopted by 
the Federal Committee and followed 
by SALES MANAGEMENT is one of an 
integrated economic unit with a large 
volume of daily travel and communi- 
cation between the central city and 
the outlying parts of the area. The 
following principles were adopted as 
a guide in applying this general con 
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cept to the definition of individual 
areas: 

1. Each standard metropolitan area 
must include at least one city of 
50,000 or more. Areas may Cross 
state lines. 

2. Where two cities of 50,000 or 
over were within 20 miles of 
each other, they were ordinarily 
included in the same area. 

3. Each county included in the 
standard metropolitan area had 
either 10,000 non-agricultural 
workers or 10% of the non-agri- 
cultural workers in the area, or 
more than one-half of the coun 
ty’s population must have been 
included in the “metropolitan 
district” as defined by the Bu- 
reau of the Census. In addition, 
non-agricultural workers must 
constitute at least two-thirds of 
the total employed labor force 
of the county. 

Each county included in the 
standard metropolitan area must 
be economically and socially in- 
tegrated with the central coun- 
ties of the area. A county has 
been regarded as integrated (a) 
if 15% of the workers living in 
the county work in the central 
county of the area or (b) if 
25% of those working in the 
county live in the central county 
of the area or (c) if telephone 
calls from the county to the cen- 
tral city of the area average 
more than four calls per sub- 
scriber per month. Where satis- 
factory data are lacking, con- 
siderable reliance is necessarily 
placed on informed local opinion. 
However, in some cases, this may 


also be a matter of controversy. Thus, 
in defining the Norfolk-Portsmouth 
area, the Government decided to ex 
clude Newport News on the ground 
that there was insufficient — traffic 
across the James River to justify the 
inclusion of Newport News in the 
larger area. However, for certain mar- 
keting purposes, such as radio cover 
age, Newport News would be re 
garded as belonging in the area. 

The Government now recognizes 
Hampton-Newport News-Warwick as 
a separate standard metropolitan area 
and we follow suit. In this connection 
it should be noted that the inclusion 
of Hampton and Warwick in the title 
reflects the fact that in 1952 the 
counties of Elizabeth City and Wa 
wick adjacent to Newport News, and 
part of the Newport News area 
changed their status to that of in 
dependent cities, entitled respectively 
Hampton and Warwick. Thus, we 
now have three independent cities 
grouped into a single metropolitan 
area. It is necessary to assign these 
cities to a county so that the Virginia 
county totals are additive to the 
state totals. Accordingly we include 
the three cities in a “Newport News” 
county, although such a county has 
no legal existence. 

For all areas SALES MANAGEMEN1 
has followed the Government criterion 
of including in each area the county 
containing the central city (or cities ) 
and any other contiguous county con 
sidered by the Government authori 
ties to be closely integrated with that 
city. SALES MANAGEMENT has applied 
this principle even in the case of 18 
New England areas which the Gov- 
ernment, yielding to local pressures, 
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defined in terms of townships despite 
the obvious marketing difficulties in- 
herent in the use of townships. To 
do this it was necessary to consolidate 
these 18 New England township areas 
into 12 areas which follow county 
lines, thus reducing the 168 officially 
recognized areas to 162 standard 
metropolitan county areas. The 18 
areas involved are: Boston, Bridge 
port, Brockton, Fall River, Hartford, 
Lawrence, Lowell, Manchester, New 
Bedford, New Britain-Bristol, New 
Haven, Portland (Me.), Providence, 
Springfield - Holyoke, Stamford-Nor- 
walk, Waterbury and Worcester. 

That the use of such township defi- 
nitions would be impractical and un- 
realistic we believe was demonstrated 
following 1940 when “Metropolitan 
Districts” were set up by the Bureau 
of Census but not used by sales or- 
ganizations because of difficulties in 
assembling sales and other data for 
such minute geographical units. Con- 
sequently SALES MANAGEMENT has 
stuck to county boundary lines, and 
the areas mentioned above are defined 
in terms of whole counties 


Potential Metropolitan 
County Areas 


What makes the metropolitan area 
concept particularly useful to market 
ing men is the fact that it makes it 
possible to focus attention on a rela- 
tively small number of areas which 
account for the bulk of trading ac- 
tivity. Thus, promotion budgets fre- 
quently are too small to permit blanket 
coverage of all areas of the nation. 
Concentration on the 165 standard 
metropolit in areas, however, will ac 
count for nearly two-thirds of the 
national retail total. The same prin- 
ciple, however, can be applied to 
cover additional smaller market cen- 
ters which without involving too great 
an increase in the number of areas 
to receive separate attention, can step 
up the degree of retail coverage to 
any required degree 

The editors of SALES MANAGEMENT 
have long been aware that the heavy 
emphasis given to the standard metro- 
politan areas, while beyond doubt 
well warranted, frequently involved 
a disservice to those smaller, but rap 
idly developing market centers, which 
failed in 1950 to meet the require- 
ments for inclusion in the official list 
of standard metropolitan areas. 

In former years the editors of SALES 
MANAGEMENT decided to pick out 
those areas whose central city had 
a population total just below the 50,- 
000 mark set by the Census Bureau 
as necessary for a metropolitan area 
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designation. Such areas were called 
“potential” areas and we listed them 
separately after the standard areas, 
for the consideration of those who 
wished to work with a more extensive 
metropolitan area concept. However, 
such a decision always raises the 
question that the population of the 
central city is by no means the only, 
or even the most imoprtant charac- 
teristic of a metropolitan market area. 
Thus, for instance there are many 
market areas whose retail sales ex- 
ceed that of some of the officially 
designated metropolitan areas. Fol- 
lowing this line of thought, we de- 
cided to examine all marketing cen 
ters, which by virtue of either 
population or retail sales activity, 
could in the opinion of marketing men 
qualify for inclusion in a list of im- 
portant market areas having many 
of the characteristics of metropolitan 
areas. We have come up with 60 such 
areas, which by and large have a 
central city with a population over 
35,000, serving an area of at least 
60,000 persons, with an annual retail 
sales total of about $75 million. We 
did not use this criterion rigidly, and 
more often than not gave the area 
the benefit of any doubt. Neverthe 
less we commend these 60 new po- 
tential areas to those who wish to 
apply the metropolitan area concept 
to a more detailed level. These “po 
tential” areas are assigned area num 
bers from 166 to 225 in alphabetic 
sequence, so that they may be readily 
distinguished from the standard areas. 

Five basic tables are included in 
this metropolitan area section. 


We | first the _ basic 
SALES MANAGEMENT data for all 
standard and potential areas, 
from | to 225, along with the 
county definitions for each area 
(pages 172 to 186). 


present 


We then present, for all stand 
ard and potential areas, sales 
estimates for 1952 in seven new 
categories: eating and drinking, 
apparel, gasoline service sta 
tions, lumber and building mate 
rials, hardware, liquor, and 


jewelry (pages 187 to 191). 


Next we show, for all standard 
and potential areas per family 
ratios of sales for total retail 
sales and for the 12 types of 
store outlets (pages 192 to 195). 


We next publish eight separate 
listings in which all standard 
and potential metropolitan areas 
from 1 to 225, are grouped and 
ranked according to their size 
in the following categories: pop 


ulation, number of families, re- 
tail sales, food sales, general 
merchandise sales, furniture- 
household-radio sales, automo- 
tive sales and drug sales (pages 
196 to 210). 


We finally rank in a single sum- 
mary table all standard and po- 
tential metropolitan areas, from 
1 to 225, with respect to the 
following different market fac 
tors: population, families, Net 
Effective Buying Income, per 
capita and per family income, 
retail sales, retail sales per fam 
ily, and sales for all listed types 
of outlets, food, general mer 
chandise, furn.-house-radio, au- 
tomotive, drug, eating and drink 
ing places, apparel, gasoline serv- 
ice stations, lumber and building 
materials, hardware, liquor, jew- 
elry and finally, buying power 
quota (pages 212 to 216). 


These tables offer marketing peo 
ple the most complete and up-to-date 
reference material for metropolitan 
areas available anywhere. Many in- 
tersting and surprising marketing 
characteristics will emerge from a 
serious study of these tables. General 
ly it will be noted that the population 
or family ranking should determine 
the general location of most other 
rankings, with the exception of the 
per capita and per family ratios. 

Large departures from the popula 
tion ranking will therefore indicate 
significant deviation from the average, 
and can give rise to much speculation 
and further research on the part of 
experts familiar with local marketing 
peculiarities. Why, for example, 
should Akron’s ranking in lumber, 
building materials and hardware di 
verge so far from its population 
ranking? Why do some of the smaller 
metropolitan areas like Amarillo and 
Atlantic City outrank the larger areas 
with respect to retail sales per family? 
Factors which produce the variations 
include size of surrounding trade 
areas, seasonal population changes as 
in the case of resort cities, differences 
in per capita living standards, degree 
of retail concentration, regional varia- 
tions in degree of urbanization, and 
in marketing habits. 

Thus, marketing characteristics of 
the very large metropolitan areas in 
clude a heavier-than-average empha 
sis on the sale of food, eating and 
drinking and the purchase of apparel 
and jewelry. Smaller metropolitan 
areas in turn tend to have a heavier 
than-average emphasis on sales of 
automobiles, gasoline, lumber, build- 
ing materials and hardware. 
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Summary of Data for Metropolitan County Areas 


See explanation of “Standard Metropolitan County Areas,” pages 170, id 


p Esrimares EFFECTIVE BUYING RETAIL SALES—1952 
oD @ ESTIMATES—1952 ESTIMATES 


| . i as : a a STORE GROUPS 
Ur- (in thousands of dollars—add 000) 
% Fami- | bani- Net 


lies | zation} Dollars pa l , 
% | (add |U.S.A. 'U. S.A] - | Auto- 
000) F; Mdse. | H motive 


. Akron (Summit Co., | 
Ohio). trees . : 127.0 85.9 , -3463 1,876 6,330] 485,875 .2971| 3,826; 129,012 74,476) 92,457 
. Albany-Schenectady- | 
Troy (Albany, Rens- | | | 
selaer, and Sche- | | | 
nectady Cos., N.Y.) a. | 164.6) 80.5 -4042 1,771 5,700 ° ‘ , 208) y 38,006, 107,564 
. Albuquerque (Ber- | | | | | | 
nalillo Co., N. M.) +5) .1058, 46.2 76.6 , -1175 1,639 5,905 ; - 1095) 3, ° 14, 670) 31,143 
. Allentown-Bethie- | | | | 
hem-Easton (Lehigh 
and Northampton | | 
Cos., Pa.; Warren } | 


Co., N. J.) ce 127.7] 72.5 | 3149 1,642 5,728 583). ’ ’ 84,508 
. Altoona (Blair Co., | 


| s ° 40.3, 71.8 ° -0696 1,164 4,004 , -0798 3,243 ’ 18,350 
. Amaritio (Randall | 
and Potter Cos., | 


| | | 
Texas)... ‘rf 29.8) 90.4 .0745 1,787 5,803 .653| 1056) 5,794 ’ , ’ 39,612 
. Asheville (Bun- | | 


combe Co., N. C.) : , | 33.8) 47.0 | -0689)1,257/4,731 827.0696, 3,368 ° , 747) 18,997 
Ashland, Ky. (See | | 

Schedule 66) | 
Atlanta (Cobb, De- 
Kalb, and Fulton | | 


Cos., Ga.) 9. 6 | 1,177,211 ‘0711.67 8,09 852,905) .6214, 4, i ‘ 156 489 
. Atlantic City (Atlan- | | } 


tie Co., N. J.).. 0. ‘ : ; pm ih wa. 512] 212,874, .1301 . 406) i 21,621 
. Augusta (Richmond 
Co., Ga.; Alken Co., 


8.C.).. = 2. ‘ y 7 ,tvesls.svele.ees 165,801| -1014) 2,834) J 30,107; 4,310 
. Austin (Travis Co., | | | | 


Texas) . | ° . ‘ 243,424, .1049 1,381 5,269 182,914 .1118 3, ° ° , 996) 35,293) 7,294 

Baltimore (Balti- | | } } 

more City, Anne | | } 

Arundel and Balti- } | } | | 

more Cos., Md.) ,433.2)  .9119 .0 | 2,138,743). ,492 5,343] 1,476, j , 407,355 : 75,674) 182,814 51,048]  .9140 100 
- Baton Rouge (East | | | | 

Baton Rouge Parish | 


La.) , 1167 , . 326,085 . ,778 6,457 ° . R 33,726 : 10,992 32,951, 6,345 -1249) 107 
. Bay City (Bay Co., | | | | 


Mich.). . P y 0605 a ’ 139,197 . 489 5,253 y ‘ , 25,888 ‘ 6,770 14,558) 3,477 -0604, 102 
. Beaumont-Port Ar- j | | 

thur (Jefferson Co., } 

Texas)...... é . 1351 : 7 : : ‘ y , ; F ' 18,158, 51,423 8,187 -1604 119 

Bethlehem, Pa., | 

(See Schedule 4) 
. Binghamton | 


(Broome Co., N. Y.) 5.1218) 6 78. : ,792,6,064] 218,973. ’ 55,471 ’ 13,712) 38,758) 5,577) 1385, 114 
. Birmingham § (Jeft- | | 


| } 
erson Co., Ala.) , ‘ ; + i ‘ ,4776,283} 586,202 . 3,599 144,185 : 34,377) 104,863 14,583 -3670' 99 
. Boston (Essex, Mid- } 
dlesex, Norfolk and | | | | | | 
Suffolk Cos., Mass.) | 2,931.9| 1. ‘ -5 | 4,831,092 2. F : 3,220,272 1.9687 3,853 908,871 : 152,790 398,317,100,549] 2.0043) 107 
. Bridgeport-Stam- | | | 
ford-Norwalk (Fair- | | | | 
field Co., Conn.) ° ° | . 1,096,559 .4724 2,076 7,167 726,709 .4442 4,750 210,853, 47,457 44,037) 116,958) 21 ,596 -4367, 130 
. Brockton (Plymouth | | } | | | | 
Co., Mass.)... ‘ . ’ A 278,113 .1198 1,416 4,666 202,851 .1240 3,404 61,462 11,970 9,488, 29,558 5,456 -1221; 98 
. Buffalo (Erie and | } } | | | 
Niagara Cos., N.Y.) | 1,129. ’ ‘ 1] 2,002,024 .8625 1,773 6,093] 1,307,748 .7996 3,980 337,272 174,075) 65,865) 226,918 32,976]  .8148) 113 
Canton (Stark Co., | | | 


| 
Ohio)... ' . . . 521,368, .22461,7596,062} 323,480 .1977 — 82,361, 33,721, 20,663) 52,248, 7,570} .2084) 111 
| 


. Cedar Rapids (Linn | 

Co., lowa) , ° } . . 175,478 .0756 1,632 5,146 146,705 .0897 4,302 25,467, 16,845 9,386 27,202, 4,837 .0783) 114 
. Charleston (Char- | 

leston Co., S. C.) , ‘ ’ . 220,558 .0950 1,300 4,805 144,172 .0881 3,141 38,686 7 9,366} 29,130 4,510 -0955, 89 
. Charleston (Fayette | | 

and Kanawha Cos., | | | 

W. Va.)..... ’ ‘ ‘ ‘ 449,555 .1938 1,386 5,221 \ -1837| 3,489 73,360, 51,160) 19,369 54,994 6,950} .1932, 94 
. Charlotte (Meck. | } | | 

lenburg Co., N. C.) ° e . ‘ 325,307; .1402 1,547 5,819 \ -1496 4,377 47,390 35,102) 13,578 “ns 6,692 1418) 106 
. Chattanooga (Ham- | | | | 

ilten Co. Tenn.; | } | | | 

Walker Co., Ga.) : , ; ’ 324,323’ .1398 1,282 4,523 . -1547' 3,531 58,923' 30,046 17,286 44,519 7,810 -1485 92 
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Industries 


Can Best Serve the Nation's 
Fastest Growing Market 
from Central... 


OWENSBORO 


®@ 
~~ BOWLING GREEN ae 
_ ‘ 
nioge > aan 
KNOXVILLE ASHE E 


“WASHVILLE 
JACKSON 
® 


- D N — 
ae eg RUNTSYLE ; 
DECATUR = howe , 
EaDso ATHENS 


E dective buying income in the Southeastern 
States is growing at a faster rate than any 
other section of the U. S. A. From 1940 to 

1952, it soared from $6,826,542,000 to $27,193,- ASPENS ApSOER 
761,000 or more than 298%. This compares GREENWOOD  IAIRFIELIN, . \ANMISTON 
, taytabeca \ 


@CLARKSDALE 


. 


oy 
. ” , ATLANTA 
with 197% for the country as a whole. Y BUS "BESSEMERG. 


Birmingham is the logical location from ‘ TUSCALOOSA, * ols GRANGE acon 
which to serve the rich and rapidly expanding J ¥ wx CITY . 
Southeastern market because it is the geo- 
graphic center of the South. From Birming- 
ham the average distance to other major buy- 
ing centers in the South is shorter than from 
any other city in this region. This means 
shorter hauls, faster shipments, substantial 
savings in freight charges. 

In the central Birmingham district you'll 
find superior facilities for distributing your 
product by rail, truck, water or air. These 
include: 

Nine major rail systems plus three belt and 
connecting lines. The district originates more 
freight tonnage than any other point in the 
South. 

Sixty-eight truck lines—42 of which have 
headquarters in Birmingham—maintain regu- 


AUGUSTA 


PENSACOLA 


ALLANASSE 


ORLEANS 250 
300 


Twenty barge lines offer service from Bir- 
mingham Port on the Warrior-Tombigbee 
River system—the Southeast’s most important 
river highway. This system offers a 9-foot 
channel to the Port of Mobile, New Orleans, 
Houston, Corpus Christi, Brownsville and in- 
termediate ports. 


lar daily or overnight service. These have made 
Birmingham known as the “No. 1 Gateway” 
to Alabama and the South. 


Four major air lines and three interconnect- 
ing lines, with 59 flights daily, operating from 
a close-in modern airport. 


* * * * * ok * * * * * * 


The Birmingham Committee of 100 invites you to write for 
detailed data on the Birmingham district's unexcelled 
advantages for serving or selling the Southeast. 


BIRMINGHAM COMMITTEE OF 100 


1914 Sixth Ave., N., Birmingham, Ala. 


Executive Committee 


Gordon Persons 
Governor of Alabama 


Donald Comer 
Chairman Exec. Com. 
Avondale Mills 
William P. Engel 
Engel Companies 


Clarence B. Hanson, Jr. €E. L. Norton 

Publisher Chairman of the Board 

The Birmingham News The Television Coro 

Pres., Coosa River Newsprint Co. 


Pratt Rather 
President 
Southern Natural Gas Co 


rank E. Spain 


F 
Bradford C. Colcord Attorney 


President 
Woodward tron Co. 


Claude S$. Lawson 
President 
U. 8. Pipe & Foundry Co 


Thomas W. Martin 
Chairman of the Board 
Alabama Power Co. 


J. C. Persons 
Chairman of the Board 
First National Bank 


Mervyn H. Sterne 
Sterne, Agee & Leach 


A. Vv. Wiebel 
President 

Tenn. Coal & tron Div. 
United States Stee! Co. 


W. W. French, Jr. 
President 

Moore- Handley 
Hardware Co. 


John S$. Coleman 
President 
Birmingham Trust 
National Bank 


Isadore Pizitz 
President, Pizitz 
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pages Libel i 


See explanation of “Standard Metropolitan County Areas,” 


Chicago (Cook, Du- 
Page, Kane, Lake, 
and Will Cos., lil; 
Lake Co., ind.) 

. Cincinnati (Hamil- 
ton Co., Ohio; Camp- 
bell and Kenton 
Cos., Ky.) 

. Cleveland (Cuya- 
hoga and Lake Ces.) 

. Columbia (Richland 
Co., 8. C.) 

. Columbus (Chatta- 
hoochee & Musko- 
gee Cos., Ga.; Rus- 
sell Co., Ala.) 

. Columbus (Franklin 
Co., Ohio). . 
Corpus Christi (Nue- 
ces Ce., Texas) 

. Dallas (Dallas Co., 
Texas).... 

. Davenport-Rock is- 
land-Moline (Rock 
island Co., il.; 

Scott Co., lowa) 

. Dayton (Greene & 
Montgomery Cos.) 

(Macon 
Co., til.) 

. Denver (Adams, 
Arapahoe, Denver, 
and Jefferson Cos.) 

. Des Moines (Polk 
Co., lowa) 

. Detroit (Macomb, 
Oakland,andWayne 
Cos., Mich.) 

. Dubuque (Dubuque 
Co., lowa) 
Duluth-Superior 
(St. Louis Co., 
Minn.; Douglas Co., 
Wis.) 

. Durham 
Co., N.C.) 
Easton, Pa. 
Schedule 4) 

. El Paso (El Paso 
Co., Texas) 

Elyria, Ohio (See 
Schedule 82) 

. Erie (Erie Co., Pa.) 

. Evaneville (Vander- 
burgh Ce., Ind.) 

. Fail River-New Bed- 
ford (Bristol Co., 
Mass.).... 

. Flint (GenesseeCo., 
Mich.) 

. Fort Smith ‘Sebas- 
than Ce., Ark. 

. Fort Wayne (Allen 
Co., ind.). 

. Fort Worth (Tarrant 
Co., Texas 

. Fresno (Fresno Co., 
Cal.) 


(Durham 


(See 


(Etowah 
Co., Ala.) 


55. Galveston (Galves- 


ton Co., Texas) 


56. Grand Rapids (Kent 


Co., Mich.) 


roe 
; 1 
JIM Bi 


6043 1,720.4 95.0 
931.2) 291.6, 91.1 
1,511.4 449.7, 96.0 
161.0 40.4| 77.6 
46.5) 69.5 
156.4) 87.8 
| 
50.3| 85.3 
209.0) 89.8 
73.7) 82.6 
142.4 


80.7 


33.0! 74.6 


196.6| 90.7 
74.3, 88.5 


| 


904.1 92.0 


19.5) 69.6 


53.8) 74.3 


JHE 


223 890 


439,261 


912,016 


EFFECTIVE pas 


11,233,832 4 


1,614 389) 


2,987,037, 1 


173 , 232) 


| 


401,830 


INCOM 
ESTIMATES -1952 


% Per Per 
of Cap-  Fam- 
S.A, ita | ily 


| 


8396 1,983 6,530) 


.6954 1,734 5,536 
- 28691 ,976 6 642 


0965'1, 3915, 542 


.1000 1, 26114, 992 
-4267/1 859 6,333 
] 
| | 
.1373/1,670'6,335 


- 5582 1,879 6, 


- 1892 1,814 5,960) 


-3929)1,871/6 , 405) 


.0746|1 ,659|5, 24 
| 
- 4570) 1,696 5, 395) 


| 
-1732|1,731|5,408 


-4027|1 ,748 6, 169 


.0502) 1590/5 968 
ee 
.1507|1,347/4,431 
haar saz 


| ! 


.0641 


1424/1 ,476 6,145) 
} ' 
.1632|1 663 5, 782 


1258 1,697 5.519 


- 2346 1 ,400)\4 677 
2147\1,735 5,954 
0410 1,485)4 ,831 
- 1616 1,933 6 312 
3084 1, 754'5, 829) 
. 2055 1,551 5,147 
-0512 1,199 4,415 


0937 1,754 5,987) 


- 2034 1,551 5, 138) 


7,163,753) 4. 


1,035,997 .6333 3,553 


1,887,482 1.1000 
165,756 


| 
-1013) 4,103 


2,936 


3,826 


| 
| 
vad 


asa 
| 


4,102) 


a 


3,838) 
| 


3,027 
4.204 
} 
| 
} 


| 
| 
280, 207) ma 3, eat 


115,321) 


220,628) 
| 


wl 
eS 


283,570 4,329) 


182,517 3,450 


3,136 
| 3,885 
4,207 
4,082 
4,678 
3,985 
2,986 
4,142 


4,044 


RETAIL SALES—1952 


BY) 


General 
Mdse. | H 


276,211 
31,397 


33,686) 
132,811| 
1a 
104, 627| 


65,863, 
139,761) 
27,653 
159,377) 
| 


62,076) 


886 , 067 
| 


18,165 

| 
74,487 
21,997 


— 


73,888 


40,500 


111,936 
82,863 
14,341 
52,582 

108 ,641 
86 982 
21,431 
35,190 


90,716 


ESTIMATES 


FIVE STORE GROUPS 
thousands of dollars—add 000) 


| 


4,158 1,587,720 1,314,440 


137,420 


4,197) 612,106, 272,707 


17,485 
} 
15,992 
| 
91,062 
| 
21,381) 


1960 


| 
138 ,875 


46,085 


482 , 869 


14,707 


| 
Furn.- 
jouse- 
Radio 


saa 
31,740 
13,45 


52,380) 
| 
14,343 
| 
27.818 


7,037| 
| 


| 
39,105 


18, 148| 


182,796 


3,485) 


3,578 
13,880 
24,913 
21,797 

5,482 


10,625 


20,620) 


Auto- 
motive 


990 ,097/210,111 


162, 652) 


299, 765 
} 
40,221) 


182,326 
| 


57,538| 
93,168) 


8,728 


| 20,189 
24,78) 


10.20 


2,784 


31,832) 


69,146) 9,787 
| 
063,171)181,377 
14,672| 1,423 
| 

53,381) 


20,569 


46 907 
71,530 
22,872 
43,174 
97,024 
64 525 
18,399 


2,180 


22,729, 5,854) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


-0902 


- 2086 
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if 


your advertising schedule 


in the Detroit Market 
does not include 

The Detroit Times 
you are missing 
“HALF” 

of your Detroit 
customer potential— 
“HALF” 

of your Detroit 

sales 


prospects. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
MAY 10, 1953 


Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 170, 171 


. Green Bay (Brown 
Co., Wis.) 

. Greensboro-High 
Point (Guilford Co., 
N.C 

. Greenville (Green 
ville Co., $. C. 

. Hamilton-Middle- 
town (Butler Co., 
Ohio). 
tHampton-Newport 
Neows-Warwick 
(Hampton, War- 
wick, Newport News 
Independent Cities, 
Va.) . 

. Harrisburg (Cum- 
berland and Dau- 
phin Cos., Pa.) 

. Hartford-New Bri- 
taln (Hartford Co., 
Conn. 

Hazelton, Pa. (See 
Schedule 160) 

High Point, N. C. 
(See Schedule 58) 

. Houston(Harris 
Co., Texas) . 
Holyoke, Mass. (See 
Schedule 141 

. Huntington-Ash- 
land (Cabell and 
Wayne Cos., W. 
Va.; Boyd Co., Ky.; 
Lawrence Co., Ohio) 

. Indianapolis (Mari- 
on Co., Ind.) 

. Jackson (Jackson 
Co., Mich.) 

. Jackson (Hinds Co., 
Miss.) 

. Jacksonville (Duval 
Co., Fla.) 

. Johnstown (Cam- 
bria and Somerset 
Cos., Pa.) 

. Kalamazoo (Kala- 
mazoo Co., Mich.) 

. Kansas City John- 
son and Wyandotte 
Cos., Kans.; Clay 
and Jackson Cos, 
Mo.) 

. Kenosha (Kenosha 
Co. Wis.) 

. Knoxville (Ander- 
son, Blount, and 
Knox Cos., Tenn.) 

. Lancaster (Lancas- 
ter Co., Pa.) 

. Lansing (Ingham 
Co., Mich.) 


. Laredo (Webb Co., 


Texas) 

. Lexington (Fayette 
Co., Ky.) 

. Lima (Allen Co., 
Ohio) ; 
Lincoln (Lancaster 
Co., Neb.)... 

. Little Roeek-North 
Little Rock (Pulaski 
Co., Ark.) 


POPULATION 
SM ESTIMATES 
1/1/83 


| Ur- 
Fami- | bani- 
lies | zation 
(thou- | % 


Total % 
thou- of 
sands) \U. 


27.8 71.3 


282.9 88.5 


23.6) 72.3 


92.5 
74.8 
60.9 


85.4 


202.5 1289 60.2! 78.1 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES - 1952 


// Per | Per 
of | Cap- | Fam- 
. S.A. ita ily 


-0710 1,607 5,924 


-1230 1,417 5,450 


.1117,1,491 5,485 


-1162 1,742\6, 157 
| 


247,311 = .1066 1,519 5,874 


458,640 .1975 1,525 5,206 


167,131, .6028 2,076 7,231 


.726,757| .7435|1,888 6,389 
} 


327,725 .1411.1,296 4,695 


127,736, .4859 1,933 6, 186 


174,406 .0752,1,535 5,301 
| | | 
215,272| .0927 1,413 5,200 


487,770, .2101 1,438 5,151 


378,104 .1629 1,308 4,904 


217,142 -0936 1,597 5,402 


= 


| 
613,556, .6951 1,860 5,704 


135,113) .0582 1,712 5,725 


| 
477,861; .2059 1,339 5,020 


394,358 .1699 1,649 5,825 


«1381 1,719 5,902 


| 
-0218 


—_— 


50,769 855 3,817 


-0630 1,426 5,023 


-0637 1,609 5,378 


| 
146, 165 
147,882 


201,831; .0869 1 


| 


622 5,149 


| 
343,035 .1478 = 


114,251) 


243,827 


169,577 


171,431 


| 
| 


157,149 
| 


| 


339,017 


743,110) 


211,807 
779,039 
135,950 
144,908 


363 505 


, 209 , 883 


— 


303 , 348 
263 , 381 
237,882 
53,919 
131,627 
110,139 


147,356 
| 


| 
216,839 


.S,A\ Per 


-0831, 4,132 


RETAIL SALES 


ESTIMATES 


| ~~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| Coun- | 
% | yy = 
of | Sales | 
|Fam-| Food 
ily 


-0699 4,110 24,158 


-1491 4,653 47,860 


-1037, 3,585 36,971 


-1048 3,914 47,641 


| 
6960, 4,215 
| 


-1295 3,034 62,982 


-4763, 4,273, 165,593 
| | 


33,892 
| 


25,575. 


} 


-0886) 3,500 


-2223) 3,838, 89,404 


08,304 
37,463) 


-1505) 3,191 


| 
.0951) 3,870 


26 , 286 


24,726 


| | 
- 1326 3,002 41,957 


| General Furn.- | 
Mase. 


132,937 


1952 


a — j — » 
| 

Auto- 

| House- | motive 


Radio 


7,495, 17,771 


16,425, 39,445 


35,074 
| 


12,107 


10,225, 29,183 


32,249 


59,359 10,318 


121,689 23,565) 


41,282) 6,215 


153,411, 33,600 


24,946 
35,236, 


5,201 
4,140 


73,766, 13,633 


4,086 


6,374 


208,043 61,097 


15,561, 2,314 


52,086 9,838 


45,786 5,110 
52,674 7,330) 
7,672, 1,809} 
17,868 5,197 
18,102 2,560 


23,110 5,114 


| 
48,030 7,194 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying |Qual- 
Power | ity 
Quota | In- 

dex 


t Although in the official government definitions the Norfolk-Portsmouth and the Hampton-Newport News-Warwick 
areas are treated separately, for many marketing purposes the two areas constitute a single integrated market. 
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overage in America... 


Figures on map show per 


cent of Star subscribers 


——— RETAIL TRADING ZONE 


compared to households 
(1950 census) 


100-MILE AREA 


Percentages are based on 


circulation of evening issue 


only. if combined morning on \\ KANSAS CITY 


evening circulation were A city headed for the million mark, 


‘ | with o metropolitan area population of 
considered, per cent figures would nestiunenateieainaiaintly 
asec 50,000 persons since the 

1950 census) 


otar 
Households Subscribers Percentage of 
(1950 Census) (March 31, 1952) Coverage 
Kansas City Metropolitan Ares 256.535 246.259 *. 
‘ jackson and Clay countion x 
Wyaneene 


MISSOURI 
The Kansas City Star has the most thorough circulation 


coverage (morning, evening and Sunday) of all daily 
newspapers. 


96% coverage of all households in Jackson County, Mo., 
Clay County, Mo., Wyandotte County, Kan., and Johnson Dekalb 


Gentry 
County, Kan.—the four counties comprising the ster 


Harrison 


Metropolitan County Area of Kansas City as defined Hon” 
Johnson 

by the U. S. Census bureau. This area includes Kansas Laloyotte 

City, Mo., Kansas City, Kan., Independence, Mo., and aoe 


Nodaway 


North Kansas City, Mo. Pets 


Platte 
Ray 
St. Claw 
ee Saline 
24% to 65% coverage of households in remaining Vernon 
er 
counties in retail trading zone. on KANSAS 
Anderson 
Atchison 
PLUS—coverage up to 47% of households in other Bourbon 


Brown 


counties in Kansas City's 100-mile drive-in territory. Dene 


Domphan 
P i i Douglas 
Here is phenomenal coverage in a phenomenal city and Franklin 


Jackson 


area—a market which is rapidly surging ahead and spoons 


Leavenwort 


which is attracting national attention and comment. 


ome 


Waubaunsee 
Woodson 


Total 100-mile Zone (Including Metropolitan Area) 


THE KANSAS CITY STAR 


Tote! Net Paid Circulation (Average 6 Months Ended March 31, 1952! 


Morning 353,202 Evening 361,226 Sunday 378,881 


Kansas City Chicago New York 
1729 Grand Ave 202 S State St 1S € 40 St 
HArrson 1200 WeEbster 9.0532 Murray Hill 3.6161 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 170, 171 


SALES AND 
EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
INCOME 


ING 
ESTIMATES— 1952 ESTIMATES CONTROLS 
FIVE STORE GROUPS 
(in thousands of dollars—add 


$ 


000) 


Buying 
Power 
Quota 


U.S.A) ita | ily . General | Furn.- | Auto- 
Mdse. | House- | motive | Drug 
Radio 


82. Lorain-Elyria (Lo- a | 
.1199/1,773 6,1 : 47,215 : 8,760] 28,674 4,623] .1103 


83. 


6,660,412) 3.8172|1,852)5, J 1,430,016 429, 268| 1,067,373 208,234 
. Louleville (Jefferson 
Co., Ky.; Clark and 
Floyd Cos., Ind.).... y e -8 | 1,008,230) .4347|1,685 ° 160, 056 35,169} 125,696) 27,000 
Lubbock (Lubbock 
Co., Texas). ... d y . 204,241, .0880|1,670 . 27,633 9,808; 47,132) 6,647) 
Macon (Bibb and 
Houston Cos., Ga.) d J a 197,002) . 1,343 . 29,910 6,377; 22,160) 3,762 
. Madison (Dane Co., 
Wav ccccessecnes ° y J 276,993) . ‘ ° 41,873 8,616; 31,217; 7,54 
. Manchester (Hills- 
borough Co., N. H.) ° J ; 231,035) . ° 54,539 13,464; 21,960) 3,702 
. Memphis (Shelby 
Co., Tenn.) é ° 692,793) . ° 114,461 28,534, 122,177) 16,887; 
00. Miami (Dade Co., 
| See . é , 048,758) . d 188,176 | 680,604) 119,787) 
Middietown, Ohio 
(See Schedule 60) 
. Milwaukee (Mil- 
waukee Co., Wis.) le ° \ , 1,655,011) . \1, 1,142,562 
Minneapolis-St. 
Paul (Anoka, Da- 
kota, Hennepin and 
Ramsey Cos., 
Minn.).... aa . . ‘ d -9070| 4,282) 313,161 72,783) 
Mobile (Mobile Co., 
Ala.).. heed d ° ‘ x ° 1312) 3,111) 67,177 11,649 
Moline, Il!. (See 
Schedule 36) 
04. Montgomery (Mont- 
gomery Co., Ala.)... d ‘ . d 1,264/4,625] 139,582) .0853 
96. Muncie (Delaware 
Co., ind.) oer ‘ d i > -0674) 1634/5, 284 91,812) .0562 
96. Nashville (Davideon | 
Co., Tenn.).... ‘ ¢ td -2114/1,461/5,221] 356,597 
New Bedford, Mass. 


(See Schedule 48) 
New Britain, Conn. 
(See Schedule 63) 

. New Haven-Water- 
bury (New Haven 
Co., Conn.)........ . P . . -4676 1938/6, ¢ 184,192 
New Orleans (Jeff- | | 

| 


erson, Orleans, and 
St. Bernard Par- | 
4 eae i d 97.1 | 1,108,750) .4780\1,520/5, 712,613.) . 166,691) 111,181) 42,227, 84,355) 
. New York-N. E.New | 
Pe ceakaheccend 96.3 j24, 980,710 10.7623) 1872/6, 165]15,693,382) 9. ,873)4,526 615 1,358,582) 1,041,767 
a. (Bronx, Kings, | 
New York, Queens, 
Richmond, Nassau, 
Rockland, Suffolk, 
and Westchester | 
Cos., N. Y.) 7 4 J 004. : A ,866|6 085) 11 861 , 982 
b. (Bergen, Essex, 
Middlesex, Hudson, 
Morris, Passalc, 
Somerset and Union 
Cos., N. J.) ‘ 546. i ’ x A . 1,131,933) 
Newport News, Va. | 
(See Schedule 61) 
100. |\Norfolk-Ports- 
mouth (Norfolk, 
South Norfolk, . | 
Portsmouth inde- | | | | | 
| 


1,612,680 


pendent Cities, Nor- 
folk and Princess | | 
Anne Cos., Va.) 401.7) .3120) 134.0 87.6 ' 716,121) .3085'1,4565,344' 463,621) .2834) 3,460’ 118,551' 38,018! 29,335’ 74,875 15,628° .3018) 96 


¢ Although in the official wmment definitions the Norfolk-Portsmouth and the Hampton-Newport News-Warwick areas are treated separately, for many marketing purposes 
the two areas constitute a single integrated market. 
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HAMPTON 7 
a. 

NEWPORT NEWS & a 
‘ \ 


\\ 
SS 
ay 


NORFOLK 


PORTSMOUTH 


ww re 


news 


Population 
Up 5% over 1952 
Income $963,432,000... 
Up 18% over 1952 
Sales $620,770,000... 
Up 20% over 1952 


NORFOLK HAS GROWL! 


is GROWING! 


tinea ge 


Population of 26th ranking metropolitan area 
Is now 654,500 — America’s Miracle Market 


* Metropolitan Norfolk — including the cities of Norfolk, Ports- 
mouth, Newport News, Hampton and Warwick — is the greatest 
concentrated population center of Virginia, and the second fast- 
est growing metropolitan area in America. 


You can sell more of almost everything that people eat, drink, 
wear and use in this dynamic Miracle Market, where 95% of 
the families listen to WTAR, and 157,340 television sets (as of 
Feb. 1, 1953) tune in to WTAR-TV regularly. 


Use the leaders... use both Dominant WTAR- 
AM and Exclusive WTAR-TV to sell Virginia’s 
number one market. Contact Edward Petry & 
Company, National Sales Representatives. 


WTAR: NBC Affiliate 
WTAR-TV: All Networks 
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* “Thus, in defining the Norfolk-Ports- 
mouth area the Government decided to 
exclude Newport News on the ground that 
there was insufficient traffic across the James 
River to justify the inclusion of Newport 
News in the larger area. However, for cer- 
tain marketing purposes, such as radj 
coverage, Newport News clearly 
the area. We have ta} wport News as a 
separate ma ig area but call attention 


arded as part of Norfolk-Portsmouth.” 
Survey of Buying Power, 1952. 


Summary of Data for Metropolitan County Areas—(Cont'd) 


OT 7 : SALES AND 
EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


> 1 ME — ING 
BYP ESTIMATES—1982 BYP ESTIMATES CONTROLS 
| | | FIVE STORE GROUPS 
| | in thousands of dollars—add 000) 
Net | YJ | Per| Per : . 
Dollars of | Cap- | Fam- 
(add U.S.A.) ita | ily 
000 


North Little Rock, 
Ark. See Schedule 
81 
Norwalk, Conn. (See 
Schedule 19) 

101. Ogden (Weber Co., 
Utah : d . ° -0566 1,.4315,029] 101,870 
Oakland, Cal. (See 
Schedule 130) 

102. Oklahoma City 
(Oklahoma Co., 
Okla ae " .2488 1,632 5, 167 

103. Omaha (Douglas 
and Sarpy Cos., 
Neb.; Pottawatta- 
mie Co., lowa) F . 644,955 .2777|1,702,'5,643 

104, Orlando (Orange | | 
Co., Fla 3 168,643, .0727 1,245 4,123 

105. Peoria (Peoria and | 
Tazewell Cos., til : F , 483,283' .2082 1,854 6,049 

106. Philadelphia | 
(Bucks, Chester, 
Delaware, Mont- 
gomery, and Phila- 
delphia Cos., Pa.; 
Burlington, Cam- 
den, and Glouces- | 
ter Cos. N. J.) ,807.1|) 2.4224 1,081.3) 87. ,618,332) 2.8513)1,738 6,121] 4, .4904| 3,767 1,048,023) 545,118 107,217 

107. Phoenix (Maricopa | 
Co., Ariz .2456 110.6) 71. 572,768} .2467/1,484 5,179 .2663| 3,939) 92,264 , 80,184 15,155} 

108. Pittsburgh (Alle- | 
gheny, Beaver, 
Washington, and 
Westmoreland Cos., | 
Pa , 233. .4212, 633.9 731,828) 1.6077 1,671 5,887] 2, 731,870, 392,680 130,131 

109. Pittsfield (Berk- | | 
shire Co., Mass 0654 «39.9 208.762, .0899|1,556 5,232 : ° 42,084, 12,915 7,847 
Port Arthur, Texas | 
See Schedule 15 

110. Portiand (Cumber- | ] 
land Co., Maine . 4 , 241,547, .1040 1,438 4,930 . ’ 680 10,512 

111. Portland (Clacka- 
mas, Multnomah, 
Washington Cos. 
Ore.; Clark Co., 
Wash ‘ i . -5554 1,721 5, 160) ‘ . 180, 252 
Portsmouth, Va } 
See Schedule 100 

112. Providence (Bris- 
tol, Kent, and Prov- } 
idence Cos., R. | e . ,079,930' .4653 1,548 5,245) 730,548 . 113,211 

113. Pueblo (Pueblo 
Co., Colo.) d . : 134,447, .0579 1,354 4,802 97,251, . ' | 20,034 

114. Racine (Racine | 
Co., Wis.) r d ’ . 210,617, .0907 1,848 6,268} 144,780 . . R ' 23,913 

115. Raleigh (Wake 
Co., N.C.) x , ‘ ' 185,919 .08011,2975,343] 141,570 . ’ , 29,162 

116. Reading (Berks 
Co., Pa.) : a 425,200 .18321,6495.632) 275.142 . . 47,239 

117. Richmond (Coloni- 
al Heights and 

Richmond Inde- 
pendent Cities 
Chesterfield and 
Henrico Cos., Va ’ 2 ; 615,203 .2651 1,734 6,342 . 56,994 
. Roanoke (Reanoke 
independent City, 
Roanoke Co., Va ‘ : ; . 0955 1,592 5,867 ° ° 25,521 
Rock Island, til. | 
See Schedule 36 
Rochester (Mon- 
roe Co. N.Y . x J ' 944,388 .4068 1,882 6,148 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of 


SALES AND 
WP, ESTIMATES COME ADVERTIS- 

y IN 
@D 1/1/53 @D ESTIMATES— 1952 BY ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total { Fami- | bani- o Per Per ‘ Buying Qual- 
thou- of lies | zation of Cap- Fam- | Power | ity 
sands) U.S.A.) (thou-| % .S.A. ita | ily 000 U.S. A. | General | Furn.- Auto- Quota | in- 
sands) | of 000 | | Mase. House- motive dex 
Count Radio 


120. Rockford (Winne- 
bago Co., Ill. 5 : 82.3 296, 851 5, 205, ’ t 21,852 13,138 32,832 
Rome, N. Y. (See 
Schedule 153 

121. Sacramento (Sac- 
ramento Co., Cal.) 

122. Saginaw (Saginaw 
Co., Mich. 

123. St. Joseph (Bu- 
chanan Co., Mo 

124. St. Louis (St. Louis 
City, St. Charles 
and St. Louis Cos., 
Mo.; St. Clair and 
Madison Cos., til 
St. Paul, Minn 
See Schedule 92 
St. Petersburg, Fla. 
See Schedule 147 

125. Salt Lake City (Salt : 
Lake Co., Utah ' 523 5,301 

126. San Angelo (Tom 
Green Co., Texas 5 22 , 656 473 5,140 

127. San Antonio Bexar 
Co., Texas . 20, 368 5,252 

128. San Bernardino 

San Bernardino 
Co., Cal 2. 5 g 533 4, 

129. San Diego (San 
Diego Co., Cal. 27 y 655 5, 

130. San Francisco- 
Oakland (Ala- 
meda, Contra 
Costa, Marin, San 
Francisco, San Ma- 
teo, and Solano 
Cos., Cal. 5 ‘ f ; , 699, y 921 5, 914, 5 328,659 205,186 461, 

131. San Jose (Santa 
Clara Co., Cal.) 27. . : : E 724 5, , 2292 3, 35,534 24,828 60,26 

132. Savannah (Chat- 
ham Co., Ga. 6 : t 387 4, ‘ d , 186 16,047 9,154, 24, 
Schenectady, N. Y. | 
See Schedule 2 

133. Scranton (Lacka- 
wanna Co., Pa.) o . 387 4, 232,817. J 25,104, 15,267} 26,970 

134. Seattle (King Co., 
Wash.) a. ’ : 461, F 910 5, "914, j y 152,268, 45,682) 143,054 

135. Shreveport (Caddo | 
Parish, La. , . .8) 75. ' ‘ 4715, ' y 23,074 13,718 56,503 

136. Sioux City (Wood- | 
bury Co., lowa ; ' ; : F 632 5, . é 22,884 5,290) 24,635 

137. Sioux Falls (Min- | 
nehaha Co., S. D. 9 : 900 6, 2 2 4, 12,547 5,515, 22,215 

138. South Bend (St. 
Joseph Co., Ind. 220. ; + ' 027 6, 2, 35,994 18,399 62,496 

139. Spokane (Spokane 
Co., Wash. 2 ' ; , ‘ 778 5, 2 ° , 42,310 13,458 56,679 

140. Springfield (San- | 
gamon Co., lil. i a 222, d 659 5, ; , 18,640 9,614 34,178 

141. Springfield-Holy- 
oke (Hampden and 
Hampshire Cos., 
Mass. . : ‘ 733,533. . ‘ 82 43,651 30,253 

142. Springfield 
Greene Co., Mo. 1 36. 153,927. ‘ : 2 ‘ , 333 14,148 7,605 

143. Springfield (Clark 
Co., Ohio w. . 195 , 595 . y . . 13,798 7,244 
Stamford, Conn. 
See Schedule 19 
Steubenville, Ohio 
See Schedule 157 

144. Stockton (San Joa- 
quin Co., Cal. 2 ‘ , . ' 20,237 17,589 
Superior, Wis. (See 
Schedule 43 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See dhensnsnseeen of “Standard Metropolitan County Areas,” pages 170, 171 


bags A apres 


@D es: ESTIMATES- 1952 


RETAIL SALES—1982 
BYLD ESTIMATES 


SALES AND 
ADVERTIS- 


TION 
y ESTimares ING 
CONTROLS 


o> 


Ur- 
% | Fami- | bani- 
of | ties | zation 
|U. $. A.) (thou- | % 
| sands) | of 
j County 


. Syracuse (Onon- 
daga Co., N. Y.) 

. Tacoma (Pierce 
Co., Wash.) 

. Tampa-St. Peters- 
burg (Hillsborough 
and Pinellas Cos., | | 
Fila.) 147.4 79.7 -2613|1, 288 4,116) 

. Terre Haute (Vigo | } 

Co., ind.) ‘ 35.1) 74.2 -0698 1,493 4,614 

. Toledo (Lucas Co., } 
Ohio)... 

. Topeka (Shawnee 
Co., Kans.) 

. Trenton (Mercer | 
Co., NJ.) | 65.5 84.9 -1823,1,725 6, 
Troy, N. Y. (See | | | | 
Schedule 2) . 4 

. Tulsa (Tulsa Co., 
| 


2281) 104.1. 79.7 


-1011) 86.6 66.4 


503,078) 81,111 


122,200 23,588 


122.7 89.3 513,611) 99,732 


3489 1,977 6,563} 
we 


35.8 84.5 -0864 1,810 5, 22,061 


| 


85.1 82.3 


. Utica-Rome (Her- 
kimer and Oneida 
Cos., N.Y.) 

. Waco (McLennan 
Co., Texas) 


1725 


-1856, 85.3 69.5 


0676 40.0) 73.4 


182,172 


| 


-2013 1,725 5,49: 


| | 


-0784'1 322 4,554 


Dubuque 


$116,000,000 
ADVERTISE 


HIT ALL 3 


Wisconsin-lIllinois 


$100,000,000 
IN DUBUQUE FOR DUBUQUELAND! 


One target isn’t enough to hit when you aim at 


Dubuque or Dubuqueland. No outside media gives 
you more than a low-scoring hit on one or two 
targets.. Only the Telegraph-Herald and KDTH give 
you bullseyes on all three targets at which you should 
be aiming if you sell in Dubuque. The Dubuque 


TELEGRAPH-HERALD 


Jann & Kelley, Inc. 
lowa Daily Press Assn. 


TARGETS! 


lowa 


metropolitan area, its Iowa trade territory and its 
even wealthier Wisconsin-Illinois trade territory 
%-mile from the city limits offer you a “plus” 
markets which can be sold only from Dubuque. 


P.S. For even greater sales, parallel your distribu- 


tion to the market. 
K DTH 


NBC 
John E. Pearson Co. 


$76,000,000 


For the complete story on Metropolitan Areas see Introduction, pages 170-171. 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 170, 171 


LATION 


DF a MATES 


eres BUYING 
@ “ry 
ESTIMATES — 1952 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES—1952 
OY. ESTIMATES 
~~ FIVE JE STORE GROUPS 
thousands of 


General 
Mase. 


| 


155. Washington (Dis- 
trict of Columbia, 
Alexandria and 
Falls Church Inde- 
pendent Cities, Ar- 
lington and Fairfax 
Cos., Va.; Mont- 
gomery and Prince 
George's Cos., 
Md.) ; 
Waterbury, Conn, 
(See Schedule 97) 

186. Waterloo (Black 
Hawk Co., lowa) 
Warwick, Va. (See 
Schedule 61) 

. Wheeling-Steu- 
benville (Brooks, 
Hancock, Marshall 
and Ohio Cos., W. | 
Va.; Belmont and | | 
Jefferson Cos, 
Ohio) 


2234/1, a 193} 
. Wichita (Sedgwick | 
Co., Kans. 88.5) 87.3 my me 804 
. Wichita Falls 
(Wichita Co., Tex- | 
as) | 28.3) 0688 1, 446 5,477 
Wilkes-Barre-Ha- 
ztleton (Luzerne | | | 
Co., Pa.) 106.1 ail 419 5,116] 
. Wilmington (New } 
Castie Co., Del.; | | 
Salem Co., N. J. 81.4 75.7 -2139 1,737.6, 100) 
. Winston-Salem | 
(Forsyth Co., | | 
N.C.) 40.9 65.8 -0878 1,347/4,981 
. Worcester (Wor- | | | % 
cester Co., Mass.) 160.1) 74.8 -3628 1,509 5,259) | m™ 
| 
| 


12,802 


43,227 


19,274 


16,911 


. York (York Co., 
Pa.) 61.7) 52.9 say hha i 
. Youngstown (Ma- | 
honing and Trum- 

bull Cos., Ohio; 
Mercer Co., P: 


3,508 21,128 


| 


| | 
} | 


642.6, .3453) 152.2 70.8 -4032 1, 7256, 149) .3459 3,718 153,859 62,423) 30,067) 98,624) 12,702 -~ 


Total Above Metropoli- | | 
tan Areas 190 600.0 57.5833 26970.0 86.1 1157215,791 67.7313 1,737 5,8291104,864,613 164.1095 3,888 25,007,685 13,433,880 6, 109,126 16,625,854 3175951] 64.6140) 


Potential Metropolitan County Areas 


See explanation of “Potential Metropolitan County Areas,” 


page 171 


, Abilene | (Taster | 
Co., Texas). . 20.2 71.9 

. Alexandria (Ra- | | } | | | 
pides Parish, La.) 26.3) 45.6 104,198, .0449 1,060 3,962 .0490| 3,047/ 19,267; 12,769) 5, 287) 

. Anderson (Madi- | | | | } | } | 


| | 
98,936 .0426 1,419.4, 898) 0563) 4,560, 16,631 12,608 4, 493, 27,741 2,637 
' | } | 


| 
16,378) 2,236) 
| 
son Co., Ind.) 34.2) 60.9 186,204 .0802 1,697.5,445 -0679, 3,247, 26,777; 12,082 6,137 
. Ann Arbor (Wash- | | | | 
tenaw Co., Mich.) . 38.4) 64.4 205,380 .0884'1,413/5,348 | .1000) 4,261) 42,682) 10,346 29,436 
Appleton (Outa- | | | | | 
gamie Co., Wis.) -0557|1,517 5,500) -0592' 4,121, 20,379) 10,508; 14,716 
. Auburn (Cayuga | | | | } 


22,188, 3,861 
7,601 


1,978 


Co., N. Y.).. 
Auburn, Maine 
(See Schedule 198) 


. Bangor (Penobscot 


Co., Maine) 


. Bakersfield (Kern 


Co., Cai.) 


.0433 1402/4, 764 


Pl 
| | 


-0615 1,348 5,058 


.1967'1,776 6.023 


.0475| 3,681) 


19,405) 


4,44 


12,151 


11,041 


28,060! 


1,536] 


“a 
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1953 


Potential Metropolitan County Areas—(Cont'd) 


See explanation of “Potential Metropolitan County Areas,” page 171 


, ~~] SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERT!S- 


ESTIMATES INCOM ING 
GD 1/1/53 JM ESTIMATES— 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 


Ur. in thousands of dollars —add 000 
Fami- | bani- Per Per 


ot lies zation of Cap- Fam- Power | ity 
S. A. (thou- S.A. ita ily General Furn.- Auto- Quota | In- 


sands) | of 000 F Food Mdse House- motive dex 
County Radio 


Buying |Qual- 


Battle Creek (Cal- 
houn Co., Mich 68.0 0810 1,443 4,975 13,717 7.611 
Beacon, N. Y. (See 
Schedule 209) 
Bellingham (What- 
com Co., Wash y 2 ) 424 4,324 
5. Biloxi-Gulfport 
Harrison Co., 
Miss 
Bloomington (Mc- 


Lean Co., 10 y 2 484 4,800 93,678 
Boise (Ada and 


315 5,073 71,939 


Canyon Cos., Ida. é 263 4,169 156.168 
Brownsville-Har- 


lingen-McAllen 
Cameron and Hi- 
dalgo Cos., Texas) : 5 921 3,923] 256,345 
Champaign-Ur- 
bana (Champaign 
Co., tH.) 

Colorade Springs 
E! Paso Co., Colo 2 : 396 4,313 
Cumbertand (Alle- 


432 5.466 


gany Co., Md 2 235 4,339 
Danville (Vermil- 
tion Co., I 2 . 537 4,851 
Danville (Danville 
Independent City, 
Pittsylvania Co., 


Va 5 25.2 22,313 191 4,854 85,368 
Elkhart (Elkhart 


Co., ind.) 5 2 5 2 745 5,593 110,505 
Elmira (Chemung 


Co., N.Y.) y 5 y 515 4,958 118,690 
Eugene (Lane Co 
Ore.) 0877 42 ‘ 2 583 5,100 151,007 
Everett (Snohom- 

ish Ce., Wash 0733 ¢ : 576 4,774 116, 886 

189. Fargo (Cass Co., 
N. D.) 0365 698 6,055 89,819 

90. Fayetteville (Cum- 
berland Co., N.C 0722 2 ; 038 5,118 85,438 

191. Fort Lauderdale 
Broward Co., Fla 0686 3 350 4.411 137 878 
Gulfport, Miss. ( See 

Schedule 176) 

.- Hagerstown 
Washington Co., 

Md 5. 3 263 4,468 
Harlingen, Texas 

See Schedule 179 

193. Jamestown (Chau- 
tauqua Co., N. Y 2 201, , 467 4,561 173, 596 14,059 

194. Joplin (Jasper and 


Newton Cos., Mo ; 36.6 : , 145 3,439 109,523. 11,999 


poem's mewesT TLE LAUDERALE-Browarpb County 


— i . aoe 
— RANKED 48 


MARKETS IN RETAIL 


SALES PER FAMILY 


THIS RICH MARKET IS COMPLETELY COVERED BY 
THE FT. LAUDERDALE W FTL — RADIO 


DAILY NEWS AND WFTL—TV 


SALES MANAGEMENT 


Potential Metropolitan County Areas—(Cont'd) 


See explanation of “Potential Metropolitan County Areas,” page 171 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


—— INCOME ING 
SM ESTIMATES — 1952 JM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- - in thousands of dollars—add 000 
Total Fami-  bani- Net Per Per] Dollars ty Buying Quat- 
thou- of lies zation] Dollars of Cap- Fam- add : Power ity 
sands S. A. (thou- add =U S.A. ita ily 000 General | Furn.- | Auto- Quota | In- 
sands of 000 F Food Mdse House- | motive | dex 
County Radio 
La Crosse (La 
Crosse Co. Wis. 20.1 74.1 108 456 547 5,396 y ' 20, 10,757 4,365 12,290 

Lafayette (Tippe- | 

canoe Co., Ind. 22.3 63.7 114, 367 430 5,129 . . : * 4,038 11,905 
Lake Charles (Cal- 
casieu Parish, La. 28.6 72.2 169 , 267 ,653 5,918 ; ‘ ‘ 6 4,338 20, 305 
. Lewiston-Auburn | 
Androscoggin Co., 
Maine y 2 120,335 ,452 5,056 
Lynchburg (Lynch- 
burg Independent 
City, Campbell Co., 
Va y 5 105 , 223 , 329 5,083 
McCallen, Texas 
See Schedule 179 
Mansfield (Rich- 
land Co., Ohio) 5 28.2 169,963 776 6,027 
. Monroe-West 
Monroe (Ouachita 
Parish, La. 27 107 ,062 345 4,696 
. Muskegon (Mus- 
kegon Co., Mich. 190,713 458 4,954 
Newburgh, N. Y 
See Sehedule 209 
. New London-Nor- 
wich (New London 
Co., Conn. q 2 723 5.964 


HAGERSTOWN 


Not’ a METROPOLI 


/ iil, \LITAN | 
Prey 
The metropolitan designation is new — but Hagerstown has been doing 


a metropolitan sales job for a long time . . . as the busy shopping center 
for families of three states. 


rp IP pr yrye 


In the city zone, manufacturers of aircraft. The thoroughly modern Herald-Mail . . . with 
transportation, textiles and machinery -provide circulation more than twice the number of city 
high-pay jobs for more than 13,000 wage-earners families . . . saturates this responsive market 

. while the trading area extends into four coun- And circulation is increasing steadily. 
ties with gross farm income totaling more than 
$70,000,000. 


The money these able-to-buy families... from if i" ve iy cA 
city zone and trading area ... poured into Hagers- H ERALD “AN AT 1 
town cash registers in 1952 exceeded the city’s 
total income by $4,106,000. Sales in Washington 
County alone are $74,256,000 — which the addi- 


tional counties in the trading area increase to 
more than $140.000,000. 


National Representatives 


BURKE, KUIPERS G MAHONEY, INC” 
New York Chicago Atlanta Charlotte 
Oklahoma City Dallas San Francisco 
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204. New Castie aon 
rence Co., Pa.)... 
Norwich, Conn. 


. Pensacola (Es- 
cambia Co., Fila.) 
. Port Huron (St. 
Clair Co., Mich.) 

. Portsmouth (Scioto 

Co., Ohio)... 

. Poughkeepsie- 
Newburg-Beacon 
(Dutchess and Or- 
ange Cos., N. Y.) 


Potential Metropolitan County Areas—(Cont'd) 


See explanation of “Potential Metropolitan County Areas,” 


page 171 
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ESTIMATES— 1962 


ei | 
0829)1 047 8,273 
eruh sale 
pn en 
| 
0549 1,478 8,101 
| | 


2037/1 anbeel 


RETAIL SALES—1952 
@D 14D ESTIMATES 
FIVE STORE GROUPS — 
(in thousands of dollars—add 000) 


General 
Mase. 


. Reno (Washoe Co., | 
Nev.) , 2). 19.1) 81.1 -0522 2,083 6,347; 0551 4,719) 

. Richmond (Wayne } 
Co., ind.) 21.6) 61.4 -0603/1,619/5,403 0528) 3,996) 

. Riverside (River- | 
side. Co., Cal.).. 

. Salem (Marion 
Co., Ore.) 

. Santa Barbara 
(Santa Barbara 
Co., Cal.)... : 

218. Sheboygan (She- | 
boygan Co., Wis.) re 24.7) 62.6 . .0564 1, 892/5, 303 
216. Spartanburg (Spar- = 
tanburg Co., 8. C.) ‘ ° 38.4 34.6 -0000)1.208 5,236) 
217. Texarkana (Miller 
Co., Ark.; Bowie 


62.8| 57.6 -1311) ate 
} 


31.6) 45.3 0759) 3,927 


® 


| 
34.2) 64.9 —_ 5,192 
| 


29.6) 48.5 MM 7” 930 
49.1) 65.5 


| 


a 62.2 


116,319) 


268,686) .1158'1,555 5,472 


| 


va 
em en d ms i 210 4,223 
i 


. West Paim Beach 
(Palm Beach Co., 


| 
111,914) 
| 
| 
| 


1028) 4,190 


Hanover Co., | 
N.C.) ‘ 0433, 3,747 
223. Williamaport (Ly- | | 
coming Co., Pa.).. 
224. Yakima (Yakima. 
Co., Wash.) } : 36,899) 
225. Zanesville (Mus- | | | | 
kingum Co., 


-0466|1 ,428/4,741 16, 7 


Sowa seam, ait: 


=e rf = 
| ie 


| } 
9,569,302) 4.1227/1,426 4,938 rane ma a 728.008 395,676 1,334,508 209,744 


Totals All Metropolitan 
 eererre 208.7 61. . =e 81.708 5,771,006 820 68.5209 8,877 27,708,760 14,154.08, 6,504,802 17,960,362 3385605 68.8539) 111 


6,708.7 4.2398) 99 


U. S$. Total | 3,584 — 177|8,972, 565 28,023,935 arvaszal (100) 


114,643) (100) ln, 477 6 086) 163,570,208 (100) 


The Explanatory foreword to this Metropolitan Area Section starts on page 170 


SALES MANAGEMENT 


Sales in 7 Store Groups for Metropolitan County Areas 


Estimates, 1952, for the 225 Standard and Potential Areas 


SM ESTIMATES RETAIL SALES, 1952 
(in thousands of dollars) 


CITY AND STATE 


“LumberYards) Ct) i 
Eating and | | Gasoline Service| and Building Liquor Stores 
Drinking Places | Apparel Stores | Stations Materials Hardware Stores| (Package) Jewelry Stores 


Akron (Ohio) 41,569 22,309 | , 37,540 6,801 4,476 
Albany-Schenectady-Troy (N. Y.).........- 58,621 65,384 23, 954 8,437 6,777 
Albuquerque (N. M.)............0.0eee0e- 13,500 13,314 | 13,370 3,406 2,066 
Allentown-Bethiehem-Easton (Pa.) 38,884 37,632 Y ; 8,941 5,271 
8,263 | 8,933 : 2,187 1,147 

9,763 16,050 . . 

MIN ios <scccseccexcesseses 5,583 7,456 ’ . 
Atlanta (Ga.) 52,625 54,767 31,192 
Atlantic City (N. J)... ......0cceeeeeeeees 33,893 17,962 . 4,440 
Augusta (Ga.) 9,242 9,523 | 8,894 


co@eo@noaqaean 


_ 


_ 
- 


13,479 13,245 } ’ 2,880 
155, 738 96,611 
11,805 10,730 
Bay GRy (Wa)... ccccccsccccccccccves 7,552 6,292 
Beaumont-Port Arthur (Texas) 16,640 17,494 
Binghamton (N. Y.)..... 17,431 13,066 
Birmingham (Ala.)...... aeenweaees 36 , 552 43,732 ’ 
Boston (Mass.) endeseeess 285 , 783 238,743 132,745 
Bridgeport-Stamford-Norwalk (Conn.)...... 47,737 55,403 39,664 
Brockton (Mass.) 16,832 17,157 12,017 


Ss 
SSeNteasan 


Buffalo (N. Y.)....... eee 122,039 4 65,218 
Canton (Ohio) 27,785 19,501 
Cedar Rapids (iowa) 7,672 8,498 
NE Na cccceyceccssececescees 7,327 9,175 
Charleston (W. Va.) 17,082 17,867 
Charlotte (N.C.)........... 11,731 14,284 1,880 
Chattanooga (Tenn.)........ ‘ 15,814 - 17,115 J 4,987 
Chicago (Ill.).......... 687 ,326 302,094 70,018 
Cincinnati (Ohio) : 110,380 53,035 : 10, 868 
Cleveland (Ohio) 176,216 101,838 21,411 


Columbia (S.C.)....... ~~ 8,522 11,792 6,194 
lis ccs ccbecccccces 8,636 3 6,836 1,303 
Columbus (Ohio)....... 51,365 34,024 7,799 
Corpus Christi (Texas) 14,487 A 10,674 2,647 
Dallas (Texas) 63 ,030 46 ,922 4,295 
Davenport-Rock Island-Moline (Ill.)........ 29,468 18 ,990 2,929 
Dayton (Ohio) 50,992 \ 37,201 5,139 
acti waseaeesdnbeaieenn 10,183 9,968 ’ 2,602 
ES ccc cscagenaunvareeasol 57,326 44,992 , 5,976 
Des Moines (lowa).... 19,133 R 16 ,987 ; 3,521 


SSesesse 


293,309 227,744 
7,282 4,034 
19,921 16,036 
4,940 6,715 
15,165 9,933 
18,356 15,425 
Evansville (ind.) 14,613 . 9,934 
Fall River-New Bedford (Mass.)........... 25,415 19,577 
Pind GIA). ...00006.. 20,380 , } 26,125 
Fort Smith (Ark.)....... ; 3,988 j 5,178 


SsexsetEEz 


Fort Wayne (ind.)........ 19,128 16,510 
Fort Worth (Texas).... 35,701 31,218 
CN sc ncnncnrenedeeteneeeeeeen 26,294 25,162 
Gadsden (Ala.).. 2,690 | y 4,254 
Galveston (Texas). . cenkmenaraee 15,268 8,435 
Grand Rapids (Mich.).. . . ete 20,756 : 25,890 
Green Bay (Wis.).... 10,718 : 7,319 
Greensboro-High Point (N. C.) - 9,788 14,527 
Greenville (S.C.).... eat 6,670 ’ 10,333 
Hamilton-Middletown (Ohio) 15,351 10,937 


S83 


weawe-anr ena 
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Hampton-Newport News-Warwick (Va.)... 8,911 8,012 
Harrisburg (Pa.) sees 28,088 ; 26 ,513 
Hartford-New Britain (Conn. 58,812 | 44,267 
77,532 } 62,772 
Huntington-Ashiand (W. Va.-Ky.) 13,227 10,999 
Indianapolis (ind.)..... os 55,265 e 46 469 


@ Withheld to avoid disclesure, 
MAY 10, 1953 


Sales in 7 Store Groups for Metropolitan County Areas—(Con't) 


Estimates, 1952, for the 225 Standard and Potential Areas 


GD ESTIMATES RETAIL SALES, 1952 
(in thousands of dollars 
CITY AND STATE 


Lumber Yards | 


Eating and Gasoline Service and Building | Liquor Stores 
Drinking Places Apparel Stores Stations Materials Hardware Stores (Package) Jewelry Stores 


Jackson (Mich 9,317 896 ! ' 4,215 
Jackson (Miss 8,669 630 : . 1,499 
Jacksonville (Fla 25,333 , 225 by * 4,262 
Johnstown (Pa 16,016 F i ‘ 3,721 
Kalamazoo (Mich 8,351 ; 2 : 3,614 
Kansas City (Mo. 82,049 ; i , 7,290 
Kenosha (Wis. R ° 4 ° 2,291 
Knoxville (Tenn ° y R 3,735 
Lancaster (Pa. ‘ . , 5 3,368 
Lansing (Mich. 
Laredo (Texas 
Lexington (Ky 
Lima (Ohio) 

Lincoln (Neb.) 


Little Rock-North Little Rock (Ark. 
Lorain-Elyria (Ohio 

Los Angeles (Cal.) 

Louisville (Ky. 

Lubbock (Texas 

Macon (Ga 

Madison (Wis.) 

Manchester (N. H 

Memphis (Tenn.) 

Miami (Fia.) 

Milwaukee (Wis.) 

Minneapolis-St. Paul (Minn 112, 167 
Mobile (Ala.) 13,700 
Montgomery (Ala. 9,752 
Muncie (ind.) 5,682 
Nashville (Tenn.) 20,974 
New Haven-Waterbury (Conn.) 58.790 
New Orleans ‘La. 80,218 
New York-N. E. New Jersey (N. Y.-N. J 824,418 
Norfotk-Portsmouth (Va. 


Ogden (Utah 
Oklahoma City (Okla 
Omaha (Neb.) 
Ortando (Fla. 

Peoria (Iil.) 
Philadelphia (Pa.) 
Phoenix (Ariz. 
Pittsburgh (Pa.) | : 101,319 
Pittsfield (Mass. ) : a 5,162 
Portland (Maine) : ° i 6,565 
Portland (Ore A P ‘ 4,092 
Providence (R. |.) ° 
Pueblo (Colo. 
Racine (Wis. 
Raleigh (N. C 
Reading (Pa.) 
Richmond (Va 
Roanoke (Va. 
Rochester (N. Y 
Rockford (1! 


N@WNn &@nN = = = 


Sacramento (Cal 
Saginaw (Mich. 

St. Joseph (Mo. 

St. Louis (Mo 

Sait Lake City (Utah 
San Angelo (Texas 
San Antonio (Texas 
San Bernardino (Cal 
San Diego (Cal.) 
San Francisco-Oakland Cal 
San Jose (Cal 
Savannah (Ga 
Scranton (Pa 
Seattle (Wash 


* Withheld to avold disclosure. 
t Liquor not legalized. 


188 SALES MANAGEMENT 


Go where the buying power is! 


s 
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@. E55 PRIVATELY LICENSED STORES AND BARS “xt 
2 » PRIVATELY LICENSED BARS ONLY < 
3. gx PRIVATELY LICENSED STORES ONLY 


a. ([} state ownen ounets 


Go with Liquor Store Go with Bar-Restaurant 


and reach every privately-owned liquor store and reach the 40,000 top bar-restaurant 
in the United States, Alaska and Hawaii... and operators who account for 75°¢ of the $4.8 


every buyer for stores in the monopoly states. billion annual eat-and-drink-out business. 


S$— Stores BR—Bar-Restaurants C—Combination Outlets 


ALABAMA FLORIDA LOUISIANA MONTANA OHIO TEXAS 
$61 BR 478 S 604 BR 231 $849 C5,115 S$ 152 BR 1,649 S 262 BR 7,936 S$ 3,320 
C 1,973 
ARIZONA MAINE NEBRASKA OKLAHOMA UTAH 
S 421 C 544 GEORGIA S 47 BR 244 S733 C 626 


Dry S69 
ARKANSAS o— NEVADA 
MARYLAND 
S 604 IDAHO S814 BR 115 S 156 BR 673 CRESS VERMONT 


<s aei -.. 5 160 BR 63 5 30 BR 414 
CALIFORNIA NEW HAMPSHIRE casita . 
' VANI VIRGINIA 
$7,608 BR 6,947 ILLINOIS MASSACHUSETTS $ 43 BR 290 hp Mp 1 
C 1682 $1,145 C€ 18,885 $3,066 BR 4,965 . saath anaes ows 
‘ ' NEW JERSEY 
COLORADO INDIANA ane $1,927 BR797 RHODE ISLAND WASHINGTON 
S907 BR 1,309 51,482 BR893 sisre on a.ses S 381 BR 1,404 $202 BR603 
C 2,142 ' ' NEW MEXICO 
CONNECTICUT S 201 BR 1,092 S AROLINA 
S 2,236 BR 2,705 1IOWA MINNESOTA se 905 m ca 
$ 179 S528 BR9S58 NEW YORK : : 
DELAWARE $4,347 BR 23,372 
S149 BR193 KANSAS MISSISSIPPI $. DAKOTA WISCONSIN 
ces S 840 ey nN. CAROLINA S439 BR298 $1,254 €12,134 


$ 120 c 88 
DISTRICT OF KENTUCKY MISSOURI 


COLUMBIA $726 BR 789 $2,833 BR 1,883 N. DAKOTA TENNESSEE 
S 388 BR774 C 224 C 960 S$ 49 C 839 


WYOMING 
S 47 BR 81 
S 383 C395 


Liquor Store Bar-Restaurant 


CONOVER-MAST PUBLICATIONS INC. 
205 E. 42nd Street, New York 17, N. Y. 
MAY 10 1953 


in 7 Store Groups for Metropolitan County Areas—(Cont'd) 


@7D Estimates, 1952, for the 225 Standard and Potential Areas 


SM ESTIMATES RETAIL SALES, 1952 
. (im thousands of dollars) 
CITY AND STATE 


Lumber Yards | 
Eating and Gasoline Service | and Building | 
Drinking Places | Apparel Stores | Stations =| Materials =| Hardware Stores | Jewelry Stores 


Shreveport (La.).......... iewasen 13,217 16,431 8,333 14,339 2,322 3 
Sioux City (lowa) seeces 9,232 7,920 6,736 11,589 3, 566 1 
Sioux Falis (8. D.)..... ; 5,601 6,223 4,986 “3 ” 

South Bend (ind.).. sees 19,907 20,870 18,557 18,040 2,431 
Spokane (Wash.)... eabe - 18,862 14,316 16,890 2,590 
Springfleld (1l.)........ e ‘ 16,487 11,144 11,475 1,799 
Springfleld-Holyoke (Mass.). . ° ° 38,826 37,477 27,369 
6,253 8,830 7,106 
9,630 7,078 8,754 
25,665 17,300 16,161 
43,361 30,991 22,525 


ew tr" a wr 


Tacoma (Wash.)......... oad 18,547 15,553 
Tampa-St. Petersburg (Fla.)............... 42,603 31,808 
Terre Haute (ind.). . ; ud 6,958 
Toledo (Ohio) ; ead t 32,132 
Topeka (Kans.) , | 8,786 
Trenton (N. J.) , | 14,294 
Tulsa (Okia.) .. - | 21,081 
Utica-Rome (N. Y.).......... - 20,151 
Waco (Texas)... jaeeeess 9,653 9,804 } 
Washington (D. C.) eavase 163 ,924 99,948 ° 104,211 


Waterloo (lowa) - ; 8,375 7,977 2,302 
Wheeling-Steubenvilie (W. Va.-Ohio) . 25,632 18,969 ’ | 7,944 
Wichita (Kans.).... vee ; 21,685 22,194 } . t 

Wichita Falis (Texas) ‘ senwnsee 7,753 9,508 | 7,549 
Wilkes-Barre-Hazleton (Pa.) ‘i 29,044 | 15,741 | 7,430 
Wilmington (Del.)...... 23,622 22,926 | ’ ; 10,737 
Winston-Salem (N. C.).. P 7,048 6,702 | ° 

Worcester (Mass.) e 62,740 | y 36,351 " | 12,692 
York (Pa.)... 10,660 11,075 | 1,989 
Youngstown (Ohio) 41,760 35,196 15,716 11,304 


: | 
Total Above Metropolitan Areas............] 9,090,052 8,114,177 5,412,975 | 3,966,942 | 1,125,073¢ 2,299, 361{ 


U. S. Total........ 12,681 ,025 10,572,811 9,996,413 | 7,556,491 | 2,677,410 3,157,614 


Potential 


166 Abilene (Texas). . , 3,191 4,350 5,869 

Alexandria (La.) 4,165 3,328 5,604 
168 Anderson (ind.) 6,991 5,636 7,176 
169 Ann Arbor (Mich.) ‘ 9,624 10,862 12,735 
170 = Appleton (Wis.).. 7,235 5,100 5,937 

Auburn (N. Y.) , 6,037 4,897 4,473 
172. ~—s- Bangor (Maine) sane 5,171 6,758 7,715 
173 ~=—- Bakersfield (Cal.) 24,481 12,675 23,465 
174 ~—s— Battle Creek (Mich. - 10,973 9,480 12,490 
175 ~—- Bellingham (Wash.) : 5,167 3,577 4,720 


e 
Ww 
= 


28 
z 


—_ 
e@wsteeeomee 


een——- © ens 6 © 
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176 ~—— Biloxi-Gulfport (Miss.) ae 7,316 4,444 5,001 
177 ~—s Bloomington (ind.).... 6,543 6,187 7,966 
178 = Boise (!da.).... : 8,837 4,032 10,666 
178 = Browneville-Harlingen-McAlien (Texas) 14,120 12,211 14,699 
180 =©Champaign-Urbana (Ill.).... 10,831 | 7,137 8,421 
181 Colorado Springs (Colo.) 6,852 6,228 6,592 
182 «Cumberland (Md. 6,242 7,185 5,064 
183 =: Danville (11. 6,486 | 6,033 6, 806 
184 = Danville (Va.) ‘ 3,264 4,461 5,440 
1862s Elkhart (ind.) 5,324 5,311 8,319 


a 
oe) 


wen~meeeaemeee 
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186 Elmira (N. Y.) 11,114 } 7,202 
187 Eugene (Ore.) 6,804 12,566 
188 Everett (Wash.).. 4,053 8,021 
188 = Fargo (N. D.) 6,539 3,904 


err 


+ Liquor not legalized. * Withheld to avoid disclosure. 
+ Sum does not include withheld or negligible data. 


190 SALES MANAGEMENT 


Potential Metropolitan County Areas—(Cont'd) 


Estimates, 1952, for the 225 Standard and Potential Areas 


—— — —— = 


SM ESTIMATES RETAIL SALES, 1952 
(in thousands of dollars) 


CITY AND STATE 


[Lumber Yards | 
Eating and Gasoline Service| and Bullding | 
Drinking Places | Apparel Stores Stations | Materials | Hardware Stores 


Fayetteville (N. C.).... 4,073 | 5,234 | 7.14 | . 


Fort Lauderdale (Fla.) 13,674 9,831 
Hagerstown (Md.) 5,713 | 
Jamestown (N. Y.) i 11,915 
Joplin (Mo.)..... oa 6,350 
La Crosse (Wis.) 6,250 
Lafayette (Ind.) 6,244 
Lake Charles (La.)... 6,072 
Lewiston-Auburn (Maine 3,960 
Lynchburg (Va.). ‘ 4,471 
Mansfield (Ohio) 9,020 


2 & 


3 


| 
| 
| 


Monroe-West Monroe (La.) 5,282 
Muskegon (Mich.)...... ' 10,258 
New London-Norwich (Conn.) 

New Castle (Pa.)... 

Oshkosh (Wis.). . 

Pensacola (Fla.) 

Port Huron (Mich.) 

Portsmouth (Ohio) 
Poughkeepsie-Newburgh-Beacon (N. Y.) 
Reno (Nev.)...... 


SS8SRZBR 


nN 
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Richmond (Ind.).. . 
Riverside (Cal.)... 
Salem (Ore.)...... 
Santa Barbara (Cal.) 
Sheboygan (Wis.) 
Spartanburg (S. C.) 
Texarkana (Ark.-Texas) 
Tucson (Ariz.). . 

Tyler (Texas) 
Watertown (N. Y.) 


West Palm Beach (Fia.) , ; i } 4,895 
Wilmington (N. C.) . 
Williamsport (Pa.) 
Yakima (Wash.) 
Zanesville (Ohio) 


110 2,277 


. 
1,300 1,358 
4 
° 1,195 


Total Potential Metropolitan Areas. . . . 421,621 78,873: | 93, 958; 


Total All Metropolitan Areas 


9,595,972 8,535,798 898, 1,203,948! 2,303,319; | 1,166,831; 


U. S. Total. . 12,681,025 10,572,311 2.677.410 | 3,157,614 | 1,494,412 


tSum does not include withheld or negligible data. 
* Withheld to avoid disclosure. 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 
The exclusive estimates of population, Effective Buying Income, retail sales, buying power 


quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC. 


MAY 10, 1953 


Per Family Sales for 225 Metropolitan County Areas 


G7) Estimates, 1952, for Thirteen Categories 


ESTIMATES RETAIL SALES 1952 


Eating Lumber Liquor 

Furn.- and Appare! Gasoline Yardsand,| Hard- Stores 
Retail House- Auto- Drug Drinking Stores Service Building ware | (Pack- Jewelry 
Sales Radio motive Places Stations Materials Stores age Stores 


Akron Ohio 
Albany-Schenectady-Troy N.Y 
Albuquerque ‘N. M) 
Allentown-Bethiehem-Easton Pa 
Altoona (Pa 

Amariilo (Texas 

Asheville (N. C.) 

Atlanta (Ga.) 

Atlantic City (N. J 

Augusta (Ga 


168 327 2 7 
231 

27 
283 Z 54 
256 
366 
193 
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251 
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Austin (Texas 

Baltimore (Md 

Baton Rouge (La 

Bay City ‘Mich.) 

Beaumont-Port Arthur ‘Texas 
Binghamton (N.Y 

Birmingham Ala 

Boston Mass 
Bridgeport-Stamford-Norwalk ‘Conn 
Brockton ‘Mass.) 


we wwwe www w 


Buffalo ‘N. Y.). 
Canton (Ohio 
Cedar Rapids ‘lowa 
Charleston (S$. C 
Charleston (W. Va 
Charlotte (N. C.) 
Chattanooga (Tenn 
Chicago (1 
Cincinnati ‘Ohio 
Cleveland (Ohio 


eawewe wweww 


Columbia (8. C 

Columbus (Ga. 

Columbus (Ohio 

Corpus Christi (Texas 

Dallas (Texas 

Davenport-Rock Island-Moline (Il! 
Dayton (Ohio 

Decatur (1. 

Denver ‘Colo 

Des Moines (lowa 


2 woweeheeeewn * 


Detroit ‘Mich 

Dubuque (lowa 
Duluth-Superior (Minn.-Wis 
Durham (N, C 

El Paso ‘Texas 

Erie (Pa.) 

Evansville (Ind 

Fall River-New Bedford Mass 
Flint (Mich 

Fort Smith Ark 


-wwwer ke ewes 


Fort Wayne (Ind 

Fort Worth (Texas 

Fresno (Cal 

Gadsden ‘Ala 

Galveston (Texas 

Grand Rapids (Mich 

Green Bay (Wis. 
Greensboro-High Point (N.C 
Greenville (S. C 
Hamilton-Middletown (Ohio 


os 


ewer ke 2 


Hampton-Newport News- 
Warwick (Va 

Harrisburg (Pa 

Hartford-New Britain Conn 

Houston (Texas 

Huntington-Ashiand (W. Va.-Ky 


*“ Withheld to avoid disclosure. 


SALES MANAGEMENT 


Per Family Sales for 225 Metropolitan County Areas—(Cont'd) 


Estimates, 1952, for Thirteen Categories 


ESTIMATES RETAIL SALES 1952 


Eating Lumber Liquor 
General Furn.- Auto- Drug and Apparel Gasoline Yardsand| Hard- Stores | Jewelry 
Retail Food Mase House- = motive Drinking Stores Service Building ware Pack- | Stores 
Sales Radio Places Stations Materials Stores | 


Indianapolis (ind 273 
Jackson (Mich. 132 
Jackson (Miss. 
Jacksonville (Fla 
Johnstown (Pa. 


241 2 303 
191 283 
213 209 
209 268 
180 K 208 


Kalamazoo (Mich 
Kansas City (Mo. 
Kenosha (Wis.) 
Knoxville (Tenn, 
Lancaster (Pa. 
Lansing (Mich. 
Laredo (Texas 
Lexington (Ky 
Lima (Ohio 
Lincoln (Neb. 


208 
290 
400 
176 


288 


249 
298 
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Little Reck-North Little Rock | Ark 
Lorain-Elyria (Ohio 

Los Angeles (Cal. 

Louisville (Ky. 

Lubbock (Texas 

Macen (Ga. 

Madison (Wis. 

Manchester (N. H. 

Memphis (Tenn. 

Miami (Fla 


a awaenuwww w 


Milwaukee (Wis. 

Minneapolis-St. Paul (Minn 

Mobile (Ala. 

Montgomery (Ala. 

Muncie (ind.) 

Nashville (Tenn. 

New Haven-Waterbury Conn 

New Orleans (La. 

New York-N. E. New Jersey \N. Y- 
i: a 

Norfolk-Portsmouth (Va 


wr wwww st & 


Ogden (Utah 
Oklahoma City (Okla 
Omaha (Neb. 
Orlando (Fla 

Peoria (Ill. 
Philadelphia (Pa. 
Phoenix (Ariz.) 
Pittsburgh (Pa 
Pittsfield (Mass. 
Portiand (Maine) 
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Portland (Ore 
Providence (R. |. 
Pueblo (Colo 
Racine (Wis. 
Raleigh (N. C 
Reading ‘Pa 
Richmond (Va 
Roanoke (Va 
Rochester (N. Y 
Rockford (tll 
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Sacramento (Cal 

Saginaw (Mich 

St. Joseph (Mo. 

St. Louis (Mo. 

Salt Lake City (Utah 

San Angelo (Texas 

San Antonio (Texas 

San Bernardino (Texas 
San Diego (Cal 31 
San Francisco-Oakland ‘Cai 43 


wwwwe wwwww 


*Withheld to avoid disclosure. 


tLiquor not legalized 
MAY 10, 1953 
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Per Family Sales for 225 Metropolitan County Areas—(Cont'd) 


Estimates, 1952, for Thirteen Categories 


ESTIMATES RETAIL SALES—1952 


Lumber | 

Apparel | Gasoline Yardsand Hard- 
Drinking | Stores | Service Building ware 
Places | Stations Materials Stores 


131. San Jose (Cal.) 

132. Savannah (Ga.)..... 

133, Scranton (Pa.).... 
Seattic (Wash.)... 
Shreveport (La.).. 
Sioux City (lowa) 
Sioux Falls (S. D.).. 
South Bend (ind.) . 
Spokane (Wash.) 
Springfield (1i1.) 


251 
115 
te 
108 | 
= | 
342 | 
| 

| 

| 


ee 


278 
129 


BRSZIZRRSS 


S8sxeBesrs | 


i 
nn 


Springfleld-Holyoke (Mass. ) 
Springfield (Mo.) 
Springfield (Ohio) 

Stockton (Cal.).. 

Syracuse (N. Y.) 

Tacoma (Wash.) 

Tampa-St. Petersburg (Fia.) 
Terre Haute (ind.) 

Toledo (Ohio) 

Topeka (Kans.) 


8 
x 


SS F 


— 
$838 
sessxssees: 


co 
8 


Trenton (N. J.) 

Tulsa (Okia.) 

Utica-Rome (N. Y.) 

Waco (Texas) 

Washington (D. C.) 

Waterloo (iowa) . 
Wheeling-Steubenville (W. Va.) 
Wichita (Kans.) 

Wichita Fails (Texas) 
Wilkes-Barre-Hazieton (Pa.) 


888588 


eeseresese 
z28-suBw.acz 


Wilmington (Del.) . . n 1,008 
Winston-Salem (N. C.) 651 172 
Worcester (Mass.). . 1,085 329 313 
York (Pa.) 896 342 173 200 
Youngstown (Ohio) 1,011 | 410 198 647 | 274 257 


an 
83 °S 


J 
oe 


Potential Metropolitan Count 


Appleton (Wis.) 


1,373 215 
623 127 
649 165 
767 283 
626 217 


“ee °° 


Bangor (Maine) . 
Bakersfield (Cal.) 
Battle Creek (Mich.) 
Bellingham(Wash ). . 
Biloxi-Gulfport (Miss.) 
Bloomington (Hl.).... 
Boise (ida.) 
Brownsville-Harlingen- 
McAllen (Texas) 
Champaign-Urbana (III.) 


240 
167 
251 
163 
161 
259 
101 


eee *e88 ° 


| 
| 
Auburn (N. Y.) | 232 
| 
| 


162 
238 


*s 


Colorado Springs (Colo.) 
Cumberland (Md.) 
Danville (H.)... 
Danville (Va.) 

Elkhart (ind.) . . 

Elmira (N. Y.) 

Eugene (Ore.) 

Everett (Wash.) 

Fargo (N. D.) 


* Withheld to avoid disclosure. + Liquor not legalized. 


194 SALES MANAGEMENT 


S22822 28 


a3 


"2228 °g ° . 


62 


Per Family Sales for 225 Metropolitan County Areas—(Cont'd) 


Estimates, 1952, for Thirteen Categories 


ESTIMATES RETAIL SALES—1962 


223. 
224. 
226. 


Fayetteville (N.C.)......... 


238 & 


S39888 


Muskegon (Mich.)........... 
New London-Norwich (Conn.) 


Port Huron (Mich.)....... poe 
Portsmouth (Ohio) 


Ay 


Poug \ gh- 
Beacon (N. Y.)..........-. 
Reno (Nev.)............ 


Richmond (ind.)...... 


Sheboygan (Wis.)..... 
Spartanburg (S.C.)......... 
Texarkana (Ark.-Texas) .. . 
Tucson (Ariz.)...... 

Tyler (Texas) 

Watertown (N. Y.).. 


West Palm Beach (Fia.) 
Wilmington (N. C.). . . 
Williamsport (Pa.)...... 
Yakima (Wash.)........... 
Zanesville (Ohio) 


| Eating | | Lumber 
| Apparel | Gasoline | Yards and 
| Drinking | Stores | Service | Building 
Places | Stations ‘Materials 


2eas 


ezn2eeeé 


sf f8ESSSS* 
SSsszess° 


2°s°2°s°ss 
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* Withheld to avoid disclosure. 


Corrections in this Issue 


When using the county-city data (pages 220-678), please refer to this page for corrections of certain errors detected after 
the pages involved had gone to press. In all cases the figure appearing below is the correct one. 


CALIFORNIA 
46. Retail sales for Auburn (city)—$15,245 thousands 
. Population for San Diego (city) —454.0 thousands 
250. Buying Power Quota for Paso Robles (city)—.0060. 
COLORADO 
. % of USA income for Larimer (county)—.0258. 
CONNECTICUT 
. Per capita income for Willimantic (city) —$1,958 
GEORGIA 
. General Merchandise sales for Stewart (county) —$718 thousands. 


ILLINOIS 

. Food sales for Oak Park (city)—$24,980 thousands. 
INDIANA 

. Drug sales for Henry (county)—$1,212 thousands. 

. Per capita income for Johnson (county)—$1,477. 

. Drug sales for Whiting (city) $468 thousands. 

. Automotive sales for Crown Point (city)—$2,925 thousands 

. Total retail sales for Marion (county)—$779,039 thousands. 

. Total retail sales for Wayne (county) —$86,322. 
MISSOURI 

. Total retail sales for Audrain (county)—$26,322 thousands 

. Buying power quota for Barton (county) —.0057. 

. Buying power quota for Benton (county)—.0037. 

. % of USA income for Cedar (county) —.0028. 
MONTANA 

. Quality index for Bozeman (city)—-127. 

. Quality index for Garfield (county)—79. 
NEBRASKA 

. General merchandise sales for Lincoln 


(city) $22,785 thousands. 


. 449 


. Total 


. Buying power quota for Herkimer-Ilion 
. Drug sales for T d d 


NEVADA 
% urbanization for Washoe (co.)—81.1%. Reno (city) should be blank. 
NEW YORK 
retail for Gloversville-Johnstown (multiple city) —$49,636 
thousands. 


sales 


(multiple city) —.0134, 
: (multiple city) —$1,208 thousands 
“Total Above Cities’ —9.4480 


% of USA income for 


’ Food sales for Yonkers (city) $51,503 thousands 


NORTH CAROLINA 


. Total income for Onsiow (county) —$38,267 thousands 


; OHIO 
. Cleveland (city) total retail sales—$1,451,755,000. 


LAHOM 


OMA 
. General merchandise sales for El Reno (city)—$1,205 thousands. 


PENNSYLVANIA 


. Per capita income for Turtle Creek (city) —$1,849 


SOUTH CAROLINA 


. Quality index for ‘‘Total Above Cities’’—118. 
. Quality index for State Total—74. 


OUTH DAKOTA 


Ss 
. Food sales for Mellette (county) —$235 thousands. 


Ss 
. % of USA population for Callahan (county)—. 
. Furniture-household-radio sales for Moore (county) 


TEXA 
0058. 
—$629 thousands. 


 Furniture-household-radio sales for Nacogdoches (county)——$857 thousands. 


Inceme for San Augustine (county) —$4,366 thousands. 


M 
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CITY and STATE 


New York-N. E. New Jersey 
N.Y.-N.J 

Chicago (il 

Los Angeles (Cai 

Philadelphia ‘Pa 

Detroit (Mich 

Boston ‘Mass 

San Francisco-Oakiand ‘Cal 

Pittsburgh (Pa 

St. Louis (Mo 

Washington (D. C 

Cleveland (Ohio 

Baltimore (Md 

Minneapolis-St. Paul (Minn 

Buffalo (N. Y. 

Cincinnati (Ohio 

Houston (Texas 

Milwaukee (Wis. 

Kansas City (Mo 

Seattle (Wash 

Portiand (Ore 

New Orleans (La. 

Atianta (Ga.) 

Providence (R. |.) 

Dallas (Texas 

San Diego (Cal 

Denver (Colo 

Miami (Fia.) 

Louisville (Ky 

indianapolis (ind 

Birmingham (Ala.) 

Hartford-New Britain Conn 

New Haven-Waterbury 
Conn. 

Worcester (Mass. 

Youngstown (Ohio 

Columbus (Ohio) 

Albany-Schenectady-Troy 
N.Y.) 

Bridgeport-Stamford- 
Norwalk (Conn. 

San Antonio (Texas) 

Memphis (Tenn. 

Rochester (N. Y. 

Norfolk-Portemouth (Va 

Dayton (Ohio) 

Tampa-St. Petersburg (Fla 

Springfield-Holyoke (Mass 

Allentown-Bethienem- 
Easton (Pa. 

Akren (Ohio) 

Fort Worth (Texas 

Toledo (Ohio) 

Fall River-New Bedford 
Mass.) 

Phoenix (Ariz.) 

Wilkes-Barre-Hazieton (Pa 

Omaha (Neb.) 

Knoxville (Tenn 

Richmond (Va 

Oklahoma City (Okla 

Syracuse (N. Y 

Wheeling-Stoubenvillc 
W.Va.-Ohio 

Jacksonville (Fla.) 

Nashville (Tenn. 

San Jose (Cal 

Charleston (W. Va. 

San Bernardino (Cal 

Brownsville-Harlingen- 
McAllen (Texas 

Sacramento (Cal.) 

Fresno (Cal.) 

Grand Rapids (Mich 

Harrisburg (Pa.) 

Tacoma (Wash.) 

Poughk eepsie-Newburgh- 
Beacon (N. Y.) 

Canton (Ohio 

Salt Lake City (Utah 


Ranking of Metropolitan County Areas 


Estimates, 11 53, for Population in Descending Order 


| POPULA- 
TION 
1/1/53 
thousands 


ON OOK KS SRESwWH NABH HH BHEN BEN SOWHBBS 


1 
8 
6 

8 


coe neeeow 


2onowauce 


Rank 
in 
Group 


en oeooeek wn = 


Code 


Num- 


CITY and STATE 


Utica-Rome (N. Y 
Johnstown (Pa 
Flint (Mich. 
Wilmington (Del 
Wichita (Kans.) 
Tulsa (Okia.) 
Peoria (Il 
Duluth-Superior Minn.-Wis 
Reading (Pa. 
Bakersfield (Cal 
Chattanooga (Tenn 
Huntington-Ashland 
W. Va.-Ky. 
Mobile (Ala 
Scranton (Pa. 
Trenton (N. J. 
Davenport-Rock Island- 
Moline ‘lowa-til 
Lancaster (Pa. 
Des Moines (iowa 
Spokane (Wash 
Erie (Pa. 
E! Paso (Texas 
Stockton (Cal. 
Augusta (Ga 
South Bend (ind. 
Beaumont-Port Arthur Tex 
Charlotte (N. C. 
York (Pa.) . 
Little Rock-North Little 
Rock (Ark. 
Greensboro-High Point N.C 
Brockton (Mass. 
Fort Wayne (ind 
Riverside (Cal 
Binghamton (N. Y.) 
Corpus Christi (Texas 
Lansing (Mich. 
Columbus (Ga.) 
Shreveport (La.) 
Baton Rouge (La. 
Madison (Wis. 
Austin (Texas) 
Greenville (S. C. 
Tucson (Ariz. 
Evansville (ind 
Charleston (S. C 
Portland (Maine 
Albuquerque (N. M 
Hampton-Newport News- 
Warwick (Va 
Saginaw (Mich 
Columbia (S. C 
Manchester (N. H 
Rockford (1! 
Savannah (Ga. 
Lorain-Elyria (Ohio 
Hamilton-Middletown (‘Ohio 
Jackson (Miss 
Spartanburg (S. C 
Winston-Salem (N.C 
New London-Norwich Conn 
Macon (Ga 
Ann Arbor (Mich 
Raleigh (N. C 
Yakima (Wash. 
Montgomery (Ala 
Roanoke (Va.) 
Atlantic C.ty (N. J 
Altoona (Pa 
Eugene (Ore.) 
Waco (Texas 
Jamestown (N. Y. 
Kalamazoo (Mich 
Orlando (Fia.) 
Pittsfield (Mass. ) 
Springfield (11. 
Boise (Ida. 
Muskegon (Mich. 
Battle Creek (Mich. 


POPULA- 
TION 
11/53 

thousands 


RPeSReENWONNH =D 


*omonrmowwer®uweeaunoaauw 


Rank Code 
in Num- 
Group 


72 
73 
74 
75 


| 


CITY and STATE 


West Paim Beach Fla. 
Pensacola Fla 
Asheville N.C 
Lincoin ‘Neb 
Galveston Texas 
Lubbock Texas 
Springfield Ohio 
Everett Wash 
Champaign-Urbana III 
Racine Wis. 
Jackson ‘Mich 
Fayetteville N.C 
Topeka | Kans. 
Springfield Mo. 
Joplin Mo 
Anderson | ind 
Sioux City ‘lowa 
Terre Haute Ind 
Fort Lauderdale Fla 
Cedar Rapids lowa 
Wichita Falls Texas 
New Castle ‘Pa 
Durham (N. C. 
Santa Barbara Cal 
Biloxi-Gulfport ‘Miss 
Bangor ‘Maine 
Salem ‘Ore 
Waterloo ‘lowa) 
Decatur (1! 
Williamsport (Pa 
Danville | Va. 
Green Bay Wis 
Lexington (Ky. 
Lake Charles ‘La. 
Texarkana Ark.-Texas 
Pueblo (Colo. 
Gadsden (Ala. 
Alexandria ‘La. 
Port Huron (Mich 
Amarillo (Texas 

St. Joseph ‘Mo. 
Muncie (ind. 
Mansfield (Ohio) 
Oshkosh Wis.) 
Cumberland (Md. 
Bay City ‘Mich. 
Lima Ohio 

Ogden ‘Utah 
Eimira (N.Y 
Elkhart (‘Ind 
Danville ‘Hi! 
Watertown N. Y 
Portsmouth ‘Ohio 
Appleton Wis. 
Hagerstown Md. 
Colorado Springs (Colo 
Lewiston-Auburn (Maine 
Sheboygan Wis. 
Lafayette (Ind. 
Monroe-West Monroe La. 
Lynchburg ‘Va. 
Kenosha (Wis 
Tyler (Texas 
Bloomington ‘Ill. 
Zanesville Ohio 
Dubuque (lowa 
Sioux Falls S.D 
Richmond (ind 
Auburn (N.Y 

La Crosse (Wis. 
Abilene (Texas 
Wilmington N.C 
Bellingham Wash 
San Angelo (Texas 
Fort Smith (Ark 
Laredo (Texas 
Reno (Nev. 

Fargo ‘N. D 


Total Above Metropolitan Areas 


POPULA- 
TION 
1/1/53 

thousands 


130.1 


SALES MANAGEMENT 


In the 2 BIG Metropolitan County Markets 
In North Carolina... The South’s No. I State 


GREENSBORO 


Has Taken The LEAD From Charlotte! 
GREENSBORO LEADS Charlotte in MAJOR SALES 


CLASSIFICATIONS! 


SALES 
CLASSIFICATION 


GREENSBORO 

Metro. County 
1952 Sales 
(000) 


Charlotte 
Metro. County 
1952 Sales 
(000) 


GREENSBORO 
Metropolitan County 
Lead y 


(000) __Lead 


Charlotte 
Metropolitan County 
Lead x 


__{000) 


Retail Sales 


$243,827 


$244,650 


$ 823 


Food Sales 

General Merchandise Sales 
Furniture-House-Radio Sales 
Automotive Sales 

Drug Sales 

Apparel Stores Sales 
Gasoline Ser. Station Sales 
Hardware Stores Sales 
Jewelry Stores Sales 


47,860 
59,024 
16,425 
39,445 
6,177 
17,332 
14,527 
3,451 
3,005 


47,390 
35,102 
13,578 
43,404 

6,692 
17,994 
14,284 

1,880 

2,512 


470 __ 
23,922 
_ 2,847 


3,959 
515 
662 


MAJOR SALES CLASSI- 

FICATIONS IN 1952! 

GREENSBORO 
1952 

over 1948* 
Gain 


(000) 
$66,379 
14,099 
10,038 
4,368 
13,439 


, GREENSBORO Charlotte 
Metro. County Metro. County 
1952 


GREENSBORO 
1952 
over 1951 
Gain 
(000) 
$30,841 
6,706 
5,178 
2,655 
3,565 


Charlotte 
1982 
over 1948* 
Gain 
(000) 


$60,686 
12,802 
4,936 
3,483 
13,881 
999 
1,805 
5,263 
198 

515 


1952 
over 1951 
Gain 
(000) 


—$7,209 
—b634 
—2,638 
162 
—3,126 


SALES 
CLASSIFICATION 


Retail Sales 

Food Sales 

General Merchandise Sales 
Furniture-House-Radio Sales 
Automotive Sales 

Drug Sales 

Apparel Stores Sales 
Gasoline Ser. Station Sales 
Hardware Stores Sales 
Jewelry Stores Sales 


14,527 
3,451 
3,005 


Major Sales Classifi- 
cations Since 1948! 


*U. S. Bureau Census Figures 1948, All other figures Sales Management Survey of Buying Power 1953 and 1952. 
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DAILY CIRCULATION 


Only medium with dominant coverage in 
the Greensboro ABC Market, and selling 
influence in over half of North Carolina! 


MAY 10, 1953 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Ranking of Metropolitan County Areas 


| FAMILIES 
1/1/83 


SM 


(thousands 


CITY and STATE 


New York-N. E. New Sereny 

| (N. ¥.-N. J.) 

Chicago @)... 
|Phitadelphia (Pa). 

|Detroit (Mich.) . . 

Boston (Mass. ) 

|San Franciece-Oakiand Cal.)| 


|Minneapolis-St. Paul (Minn. 

|Buftalo (N. Y.) 

Cincinnati (Ohio) 

Kansas City (Mo.) 

|Houston (Texas) 

Milwaukee (Wis.)... 

Seattle (Wash.).. 

Portiand (Ore.) 

San Diego (Cal.)... 

New Orleans (La.) 

Dallas (Texas) 

| Providence (R. 1.) 

Atlanta (Ga.) 

| Denver (Colo.) 

Miami (Fia.) 

|indianapolis (ind.) 

|Louisville (Ky.) 

|Albany-Schenectady-Troy 

(N. Y.) 

|New Haven-Waterbury 
(Conn.) 

Birmingham (Ala.) 

Hartford-New Britain (Conn. 

Worcester (Mass. ) 

Columbus (Ohie)... 

Rochester (N. Y.).... 

Bridgeport-Stamford- 
Norwalk (Conn.). .. 

| Youngstown (Ohio)... 

| Tampa-St. Petersburg (Fia.) 

|Memphis (Tenn.).... } 

|Dayton (Ohio) 

|San Antonio (Texas) 


\Fort Worth (Texas) 

Toledo (Ohio) 

Fall River-New Bedford 
(Mass.). 

|Omaha (Neb.) a 
Oklahoma City (Okla.).. 
Phoenix (Ariz.) 
Witkes-Barre-Hazieton (Pa. 
Syracuse (N. Y.) 


Knoxville (Tenn.) . . 
Jacksonville (Fia.) 
Nashville (Tenn.). . 

Fresno (Cal.).... . 
Grand Rapids (Mich)... .. 


Tulsa (Okla.).. 
Sait Lake City (Utah) 
Flint (Mich.) 


SHPISSSSSSSSSSSSSS FSESE2°E5 


| Rank 


in 


Group 
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 @ Estimates, V/ 1/33, for Number of Families in Descending Order 


CITY and STATE 


D, ink a 4 


Bf 48) eee 

|Wilmington (Del.).... 

|Peoria (til.) 

Duluth-Superior 

| (Minn.-Wis.) 

| Johnstown (Pa.) 

|Bakersfield (Cal.). . 

|Brownsville-Hartingen- 

McAllen (Texas)... 

Reading (Pa.) 

Spokane (Wash.) F 

Des Moines (lowa)........ 

Davenport-Rock Island- 
Moline (lowa-ill.) 

Chattanooga (Tenn.) 

Scranton (Pa.) : 

'Huntington-Ashiand 

| (W. Va.-Ky.) 

|Mobile (Ala.) - 

Lancaster (Pa.)....... 

| Stockton (Cal.).. 

Erie (Pa.)... 

‘Trenton (N. J.) sine 

South Bend (in'.).... 

Riverside (Cal.) 

| York (Pa.) 

Beaumont-Port Arthur (Tex. ) 

LittleRock-N.Little Rock (Ark) 

Brockton (Mass.)...... 

Fort Wayne (ind.)...... 

Augusta (Ga.) ' 

|Binghamton (N. Y.)....... 

Charlotte (N. C.) 

Lansing (Mich.) 


|Evaneville (Ind.).......... 
Shreveport (La.)........ 
Greensboro-High Point(N. c.) 
Baton Rouge (La.) 

Corpus Christi (Texas)... 
Rockford (Hl.) 

Madison (Wis.) 

Tucson (Ariz.) 

Portiand (Maine) 
|Manchester (N. H.) 
|Greenville (S.C.)......... 
\Columbus (Ga.) 


Saginaw (Mich.)....... 
|Savannah (Ga.) 


\Charleston (S.C.)......... 
‘Lorain-Elyria (Ohio) 

| Jamestown (N. Y.) 
|Hamilton-Middletown (Ohio) 
|Vakima (Wash.) oan 
|Atlantic City (N. 5.).... 4 
|Springfield (1ll.)....... 
|Eugene (Ore.)...... 
|New London-Norwich(Conn. )} 
‘Hampton-Newport News- 

| Warwick (Va.)....... 
Jackson (Miss.) 

Macon (Ga.) : 

|Oriando (Fla.).. .. 
|Winston-Salem (N. C. 

West Paim Beach (Fia.) 
Columbia (S. C.) 

|Aitoona (Pa.) é 
Kalamazoo (Mich.)...... 
Boise (Ida.) 

Waco (Texas).... 

|Pittsfield (Mass.)..... 
|Montgomery (Ala.).... 
Spartanburg (S.C.)...... 
Lincoin (Neb.).............| 
Muskegon (Mich.) . 

|Ana Arbor (Mich.) 

Everett (Wash.) 


FAMILIES 


1/1/83 


Code 
Num- CITY and STATE 


| Roanoke (Va.) 


Sate Creek (Mich)... 


| Joplin (Mo.). 

Galveston ( (Texas)... 
Springfield (Mo.) 

| Topeka (Kans.). . 

Terre Haute (ind.) 

| Raleigh (N. C.) 

Springfield (Ohio) 
Anderson (ind.).. 

Santa Barbara (Cal.) 
Cedar Rapids (iowa) 
|Lubbock (Texas) 

Sioux City (lowa) 
Pensacola (Fia.) 

Asheville (N. C.) 

|Racine (Wis.) 

Decatur (Ill. ” 
\Fort Lauderdale (Fla.). . 
Jackson (Mich.) 
|Waterloo (lowa) 

Salem (Ore.). . 
Williamsport (Pa.).... 
New Castle (Pa.) 

St. Joseph (Mo.)..... 
Champaign-Urbana (Ill.). . 
Amarillo (Texas)....... 
|Muncie (ind.) 

Texarkana (Ark.-Texas) 
Lexington (Ky.) 

Port Huron (Mich.) 

Lake Charles (La.)....... 


Lima (Ohio) 
|Bilexi-Gulfport (Miss. ) 
|Danville (111.) 
|Durham (N. C.) 


|Cumberland GRA)... 
\Bay City (Mich.)..... 
|Alexandria (La.) 
|Watertown (N. Y.) 
|Ogden (Utah)... 

[Danville (Va.) 
|Portsmouth (Ohio) 
Sheboygan (Wis.)..... 
|Bloomington (Hl.)........ 
'Lewiston-Auburn (Maine) 
|Hagerstown (Md.).. 
|Kenosha (Wis.)... 
|Appleton (Wis.) 
Fayetteville (N. C.).. 


|Monroe-West Monroe (La.) 


| Zanesville (Ohio) 

|Sioux Falls (S. D.)........ 
Lafayette (Ind.).... 
|Tyler (Texas)..... 
Bellingham (Wash.)..... 
|Richmond (ind.) . 
Auburn (N. Y.)....... 
|Lynchburg (Va.).. 
|Abilene (Texas). . 

|La Crosse (Wis.) 

Fort Smith (Ark.). . . 
Dubuque (lowa) 

Reno (Nev.)... 

|San Angelo (Texas)... 
|Wilmington (N. C.) 
Fargo (N. D.).... 
‘Laredo (Texas) 


FAMILIES 
1/1/83 


19.7 
19.5 
19.1 
19.0 
18.9 
16.1 
13.3 


| rank 


Total Above Metropolitan Areas. . . 28 908.0 


SALES MANAGEMENT 


GREENSBORO NEWS - RECORD 


Only Medium With Dominant Coverage 


GREENSBORO 
Metropolitan County Market 


Families in Greensboro 
LIFE MISSES Out of Every Metropolitan County Area! 


e 
Families Families 
Magazine i Missed By Missed By 
Circulation Coverage Magazines Magazines 

Families a fn fn In 
10 LARGEST MAGAZINES GREENSBORO GREENSBORO GREENSBORO GREENSBORO GREENSBORO 
(Publishers Latest Circulation Metropolitan Metropolitan Metropolitan Metropolitan Metropolitan 
Breakdown) County Area County Area County Area County Area County Area 


Life 52,400 6,928 13.2 —45,472 —86.8 
Ladies Home Journal 52,400 5,612 10.7 —46,788 —89,3 
Woman's Day 52,400 5,047 9.6 —47 353 —90.4 
McCall's 52,400 4,503 , —47 897 —91.4 
Woman's Home Companion 52,400 4,438 ‘ —47,962 —91.5 
Look 52,400 4,286 \ —48,114 —9I1.8 
Saturday Evening Post 52,400 4,172 ' —48,228 —92.0 
Better Homes & Gardens 52,400 3,659 d —48,74| —93.0 
Collier's 52,400 3,269 ‘ —49, 131 —93.8 
Family Circle 52,400 569 : —51,831 —98.9 


THIS WEEK MISSES Out of Every Families in Greensboro 


Metropolitan County Area! 
% % 


Newspaper Families Families 
Newspaper Supplements Missed By Missed By 
Supplements Family Newspaper Newspaper 
Circulation Coverage Supplements eee “ina 
Families n n In 
NEWSPAPER SUPPLEMENTS GREENSBORO GREENSBORO GREENSBORO GREENSBORO GREENSBORO 
(Publishers Latest Circulation Metropolitan Metropolitan Metropolitan Metropolitan Metropolitan 
Breakdown) County Area County Area County Area County Area County Area 


Puck 1,420 2.7 —50,980 —97.3 
American Weekly 2.1 —51,279 —97.9 
This Week ! . —51,591 —98.5 
Parade —52,189 


48. 046° Copies Daily NEWS- RECORD ss tresitin Coots Sell 
a 


*aBC ehactiat for 12 Months Period Ending December 31, 1952, Subject to ABC Audit. 


I 0 0, 0 0 0 | Greensboro 


DAILY CIRCULATION News and Kecord 


Only medium with dominant coverage in 
the Greensboro ABC Market, and selling GREENSBORO, NORTH CAROLINA 
influence in over half of North Carolina! Represented by Jann & Kelley, Inc. 


MAY 10, 1953 


CITY and STATE 


Ranking of Metropolitan County Areas 


@7D Estimates, 1952, for Total Retail Sales in Descending Order 


TOTAL 
RETAIL 
SALES 
add 000 


New York--N. E. New Jer- 


sey (N. Y.-N. J. 
Chicago (Iil.) 
Los Angeles (Cal. 
Philadelphia (Pa. 
Detroit (Mich. 
Boston (Mass 


San Francisco-Oakland Cal 


Pittsburgh (Pa 
Washington (D. C 
Cleveland (Ohio 
St. Louis (Mo 


Minneapolis-St. Paul (Minn 


Baltimore (Md. 
Buffalo (N.«¥. 
Kansas City (Mo 
Milwaukee (Wis. 
Houston (Texas 
Cincinnati (Ohio 
Dallas (Texas 
Portiand (Ore. 
Seattle (Wash 
Atianta (Ga. 
Miami (Fia. 
Indianapolis (Ind 
Denver (Colo. 


Hartford-New Britain ‘Conn 


Providence (R. | 


Bridgeport-Stamford-Nor- 


walk (Conn 
San Diego (Cal 
New Orleans (La. 


Albany-Schenectady-Troy 


(N. Y.) 
New Haven-Waterbury 
(Conn. 
Louisville (Ky 
Worcester (Mass 
Rochester (N. Y 
Memphis (Tenn 
Columbus (Ohio 
Birmingham (Ala 
Fort Worth (Texas 
Dayton (Ohio 
Youngstown (Ohio 
San Antonio (Texas 
Toledo (Ohio 
Springfield-Holyoke (Ma 
Allentown-Bethiehem- 
Easton (Pa. 
Tampa-St. Petersburg (F 
Akron (Ohio 
Omaha (Neb. 
Norfolk-Portemouth Va 
Phoenix (Ariz.) 
Syracuse (N. Y. 
Oklahoma City (Okia 
Richmond (Va 
Sacramento ‘Cal 
San Jose (Cal.) 
Grand Rapids (Mich 


8s 


la. 


Poughkeepsie-Newburgh- 


Beacon (N. Y 
Fresno (Cal. 
Fall River-New Bedford 
(Mass.) 
Jacksonville (Fia.) 
Wilkes-Barre-Hazileton 
Nashville (Tenn 
Harrisburg (Pa 
Wilmington ‘Del 
Wichita (Kans 
Tulsa (Okla. 
Salt Lake City (Utah 
Des Moines ‘lowa 
Flint (Mich. 
Canton (Olio 
San Bernardino (Cal 
Utica-Rome (N.Y 
Knoxville (Tenn 


Pa 


15,693,382 
7,183,753 
5,958 296 
4,073,443 
818 800 
, 220,272 
2,914,149 
543,620 


3 
3 
2 
2 
1 
1, 
1 
1 
1 
1 
1 
1 
1 
1 


Rank 
in 


enroeqgveawnr — 


CITY and STATE 


Trenton (N. J 

Davenport-Rock Isiand- 
Moline (lowa-Ill. 

Charleston (W. Va 

Bakersfield (Cal. 

Wheeling-Steubenville 
W. Va.-Ohio 

Peoria (Il. 

Erie (Pa. 

South Bend (ind 

Duluth-Superior (Minn -Wis. 

Spokane (Wash. 

Reading (Pa.) 

Tacoma (Wash 

Lancaster (Pa. 


Beaumont-Port Arthur (Tex.) 


Stockton (Cal 
Brownsville-Harlingen- 
McAllen (Texas 
Chattanooga (Tenn 
Johnstown (Pa. 
Charlotte (N. C 
Greensboro-High Point’ N.C. 
Fort Wayne (Ind. 
Lansing (Mich. 
Scranton (Pa 
Shreveport (La 
El Paso (Texas 
Binghampton (N. Y 
Little Rock-North Little 
Rock (Ark 
York (Pa 
Mobile (Ala. 
Riverside (Cal 
Atlantic City (N. J 
Huntington-Ashland 
W. Va.-Ky. 
Madison ‘Wis 
Rockford (1! 
Corpus Christi (Texas 
Brockton ‘Mass 
Tueson (Ariz. 
Portland (Maine 
Austin (Texas 
Evansville (ind.) 
Albuquerque (N.M 
Lubbock (Texas 
Springfield (11! 
Manchester (N. H 
Jamestown (N.Y 
Amarillo (Texas 
New London-Norwich Conn. 
Hamilton-Middietown Ohio) 
Baton Rouge ‘La 
Greenville (S. C 
Saginaw (Mich 
West Paim Beach (Fla 
Lorain-Elyria (Ohio 
Augusta (Ga. 
Columbia (S. C. 
Ann Arbor (Mich 
Battle Creek (Mich 
Roanoke (Va 
Hampton-Newport News- 
Warwick (Va. 
Yakima (Wash.) 
Boise (Ida. 
Kalamazoo (Mich. 
Pittsfield (Mass 
Waco (Texas 
Eugene (Ore. 
Galveston (Texas 
Orlando (Fla. 
Lincoln (Neb.) 
Santa Barbara (Cal 
Savannah (Ga. 
Cedar Rapids ‘lowa 
Muskegon (Mich 
Jackson (Miss. 


Racine (Wis 


TOTAL 
RETAIL 
SALES 
(add 000 


302 804 


302 ,327 
300.417 
292 646 


290.276 
288 436 
283 ,570 
282,071 
280 , 207 
279,221 
275,142 
273 392 
263 , 381 
258.117 
257 909 


256 , 345 
253,174 
246 059 
244 ,650 
243 827 
242,449 
237 .882 
232,817 
222,403 
220,628 
218 973 


216 639 
216,431 
214 682 
214,509 
212,874 


157,149 
156 , 986 
156 , 168 


Rank 
in 
Group 


Code 
Num- CITY and STATE 


Sioux City (lowa 
Charleston (S. C. 
Raleigh (N. C.) 
Mentgomery (Ala. 
Fort Lauderdale (Fia. 
Celumbus (Ga.) 
Jackson (Mich.) 
Spartanburg (S. C. 
Waterloo (iowa) 
Lexington (Ky. 

Wichita Falls (Texas 
Altoona (Pa. 

Springfield (Ohio 
Decatur (Ill.) 

Salem (Ore.) 

Topeka (Kans. 
Winston-Salem (N. C. 
Terre Haute (ind. 
Springfield (Mo. 
Champaign-Urbana (lil. 
Macon (Ga. 

Elmira (N. Y. 

Everett (Wash. 

Bangor ‘Maine 
Durham (N. C.) 

Green Bay (Wis. 
Asheville (N. C. 
Anderson (Ind. 

Elkhart (Ind. 

Lima (Ohio 

Joplin (Mo. 

New Castle (Pa. 
Watertown (N. Y. 
Williamsport (Pa. 
Oshkosh (Wis. 
Pensacola (Fla. 
Mansfield (Ohio 

Ogden (Utah 

St. Joseph (Mo. 

Bay City (Mich. 
Danville (Hl.) 

Port Huron (Mich. 
Pueblo (Colo.) 

Appleton (Wis.) 
Monroe-West Monroe (La. 
Lake Charles (La.) 
Sioux Falls (S. D. 
Bloomington (Ill. 
Colorado Springs (Colo. 
Kenosha (Wis. 

Abilene (Texas 

Muncie (ind.) 
Lewiston-Auburn (Maine 
Sheboygan (Wis. 

Reno (Nev.).. 

Fargo (N. D.) 

Dubuque (lowa 
Richmond (Ind. 
Fayetteville (N. C. 
Danville (Va.) 
Lynchburg (Va. 
Texarkana (Ark.-Texas 
La Crosse (Wis. 

Fort Smith (Ark.) 
Cumberland (Md. 

Tyler (Texas 

Gadsden (Ala.) 
Alexandria (La. 
Lafayette (Ind. 

San Angelo (Texas 
Auburn (N. Y. 
Bellingham (Wash 
Hagerstown (Md. 
Portsmouth (Ohio 
Biloxi-Gulfport (Miss. 
Zanesville (Ohio 
Wilmington (N. C. 
Laredo (Texas 


Total Above Metropolitan Areas 2 112,085, 623 
SALES MANAGEMENT 


RETAIL SALES 
Come Easier in the Growing 


GREENSBORO 
Metropolitan County Market 
LEADS QQYLARGER svo(G) °"455 457998080 


1952 *1952 


Over 1951 Over 1948 
Families 1/1/53 Metropolitan Gain Gain 


Rank (000) County Area (000) (000) 
52.4 GREENSBORO, N. C. $30,841 $66,379 
59.4 Ft. Wayne, Ind. 19,672 49,059 
54.3 Lansing, Mich. 4311 52,741 
71.5 Scranton, Pa. ; 1,313 27,549 
52.8 Shreveport, La. 16,912 52,114 
53.8 El Paso, Tex. 14,132 60,794 
56.6 Binghampton, N. Y. 10,485 37,095 
60.2 LitHe Rock, Ark. 12,683 42,093 
61.7 York, Pa. 20,437 43,656 
69.0 Mobile, Ala. 2 26,074 44,885 


. - and 5 Other Larger Metropolitan County Area » ME = - 7 P 7 7 i T m y 
in the CAROLINA’S county Markets: 


1952 1952 *1952 


Families Retail Over 1951 Over 1948 
Families Metropolitan Sales Gain Gain 


Rank County Area (000) (000) (000) 

102 . Charlotte, N. C. $244,650 —$ 7,209 $60,686 
107 ? GREENSBORO, N. C. 243,827 30,841 66,379 
115 ; Greenville, S. C. 169,577 1,967 33,750 
136 ' Columbia, S. C. 165,756 19,273 45,310 
121 . Charleston, S. C. 144,172 9,172 30,964 
155 ‘ Raleigh, N. C. 141,570 — 1,287 37,472 
134 t Winston-Salem, N. C. 122,839 4,903 25,836 
191 F Durham, N. C. 115,321 19,016 19,196 
163 y Asheville, N. C. 113,827 — 1,395 22,028 


..-$243,827,000 RETAIL SALES !.GREENSBoRO abc 


I 0 0, 0 ) 0 Greensboro 


DAILY CIRCULATION News and Record 


Only medium with dominant coverage in 

the Greensboro ABC Market, and selling GREENSBORO, NORTH CAROLINA 

influence in over half of North Carolina! Represented by Jann & Kelley, Inc. 

*U. S. Bureau Census Figures 1948. All other figures Sales Manage ment Survey of Buying Power 1953 and 1952. 
MAY 10, 1953 


Families 


Ranking of Metropolitan County Areas 


CITY and STATE 


New York-N. E. New Jersey 
S38 eae 

Chicago (1U.).......... 

Los Angeles (Cai.).... 

Philadelphia (Pa.).... 

Boston (Mass.).. . 

Detroit (Mich.) 

San Francisco-Oakiand (Cal.) 

Pittsburgh (Pa.).. 

Cleveland (Ohio). . 

St. Louis (Mo.).... 

Washington (D. C.)... 

Baltimore (Md.)........... 

Buffalo (N. Y.)..... te 

Minneapolis-St. Paul (Minn.) 

Houston (Texas)... ee 

Cincinnati (Ohie) 

Milwaukee (Wis) 

Kansas City (Mo.) 

Portiand (Ore.) . . 

Bridgeport-Stamford- 
Norwalk (Conn.) 

Seattle (Wash.) 

Providence (R. |.) 

Hartford-New Britain (Conn.) 

Dallas (Texas)... is 

New Haven- Waterbury 
(Conn.).... 

Worcester (Mass.)... . 


| 


Springfleld-Holyoke (Mass.) 
Allentown-Bethiehem- 

Easton (Pa.) 

Columbus (Ohioe) 

Akron (Ohio)... 

Toledo (Ohio) 

San Antonio (Texas) 
Norfolk-Portsmouth (Va.) 
Memphis (Tenn.) . . 
Syracuse (N. Y.).. 

Fall River-New Bedford 

(Mass.) 

Beacon (N. Y.) 
Fort Worth (Texas) 
Tampa-St. Petersburg (Fla.) 
Wilkes-Barre-Hazileton (Pa. 
Omaha (Neb.) 

Phoenix (Ariz.) 
Sacramento (Cal.) 
San Jose (Cal.) 

Grand Rapids (Mich.) 
Jacksonville (Fia.) 
Fresno (Cal.). . 
Wheeling- Steubenville 

(W. Va.-Ohie) 
Richmond (Va.) 

San Bernardino (Cal.) 
Utica-Rome (N. Y.) 

Flint (Mich.) 

Canton (Ohio). . . 
Wilmington (Del.) 
Harrisburg (Pa.). . 
Oklahome City (Okia.) 
Nashville (Tenn.)., . 
Trenton (N. J.)..... 
Duluth- Superior (Minn.- Wis. ) 


ie Nawh in 


_ 


S§SSsSszsseses 
S#2eeSeessey 


stima 


83355 
25235 


175,110 


167, 368 
165, 683 
163 , 863 
160 , 056 
188,377 
168,176 
156, 661 
153,859 
150, 860 
144,185 
139,761 
135,066 


132,856 
132,811 
129,012 
125,454 
122,177 
118,551 
114,461 
113,200 


111,936 


111,921 
108 641 
107 ,062 
99, 769 
98,497 
92,264 
91,609 
90, 766 
90,716 
89.404 
86,982 


86 570 
86,417 
86,133 
84,138 
82,863 
82,361 
82,042 
79,314 
78,916 
77,684 
74,875 
74,487 


SSSPtSRSfSS SSIGKSKESKSSSS VSR FSRLS 


—————<—<—— 


Code | 
Num. 
ber | 


} 
4 
:| 
143. 


191. 


tes, 1952, for Food Store Sales in Descending Order 


CITY and STATE 


Knoxville (Tenn.) . . 


Beaumont-Port Arthur (T ex.) 


Fort Wayne (ind.) 
New London-Norwich(Conn.) 


Corpus Christi (Texas). . 
Jamestown (N. Y.).... 
Tucson (Ariz.)...... 
Saginaw (Mich.)..... 
Muskegon (Mich... . 
Ann Arbor (Mich.). . . 
Pittsfield (Mass.).. 
Little Rock-North Little 
Rock (Ark.) 
Madison (Wis.) 
Altoona (Pa.)......... 
Battle Creek (Mich.) 
Evansville (Ind.) 
Hampton-Newport News- 
Warwick (Va.) 
Augusta (Ga.) 
Austin (Texas) 
Charleston (S.C.).... 
Albuquerque (N. M.). 
Kalamazoo (Mich.).... 
Racine (Wis.) 
Savannah (Ga.)...... : 
Roanoke (Va.) 
Greenville (S. C.) 
Yakima (Wash.) 
West Paim Beach (Fia.) 
Springfield (W1.)......... 
Eugene (Ore.).... 
Galveston (Texas) 
Waco (Texas)........... 
Jackson (Mich.) 


Fort Lauderdale (Fla.) 


| 
| 


FOOD 
STORE 
SALES 


(thousands) 


73,967 
73,888 
73,360 
70,492 
70,194 
69,818 
68, 394 
68,083 
68,035 


65, 863 
64,617 
63,693 
62,076 
61,462 


61,006 
60, 398 
60 005 
581446 
59,280 
58,923 


56,772 
55,826 
55,680 
55,570 


37,432 


36,992 
36,971 
36 899 
36,743 
36 ,482 
36,271 
35,190 
34,223 
33,892 
33,726 
33, 686 
33,671 
32,822 
32,019 
31,725 


SSSZStSsSl2SseS SSSR esuavaaza| Ps? 


120 
121 
122 
123 


124 
125 
126 
127 
128 
128 
130 
131 
132 


133 


| 134 
| 138 
| 136 
| 137 
| 138 
| 139 
| 140 
| 141 
| 142 
| 143 


144 
145 
146 


CITY and STATE 


219. 
126. | 
210. | 
50. 
77. | 
189. | 


Spartanburg (S.C.)......... 


Wichita Falls (Texas)....... 
Kenosha (Wis.)............ 
Watertown (N.Y.)..... 
Lincoln (Neb.).. 

Elkhart (ind.)..... 

Asheville (N. C.) 

Green Bay (Wis.).......... 
Champaign-Urbana (Ill.).... 
P0050. 002800006 
St. Joseph (Mo.) 

Mansfield (Ohio) 

Pueblo (Colo.). .. 

Ogden (Utah) 

Durham (N. C.).. 

Danville (1l.) 

Lake Charles (La.) 

Gadsden (Ala.). 

Springfield (Mo.) 

Muncie (ind.) , 
Texarkana (Ark.-Texas) 
Colorado Springs (Colo.) 
Hagerstown (Md.) 

La Crosse (Wis.) 

Appleton (Wis.) . . 

Danville (Va.) 

Auburn (N. Y.) 

Alexandria (La.) 

Sheboygan (Wis... 
Portsmouth (Ohio) . 
Bloomington (1I1.) 
Biloxi-Gulfport (Miss. 
Fayetteville (N. C.) 
Richmond (ind.) . 

Dubuque (lowa) 

Lafayette (ind.)... 
Wilmington (N. C.) 
Lynchburg (Va.). 

Zanesville (Ohio) 

Sioux Falls (S. D.) 

Abilene (Texas) 

Bellingham (Wash.). . 
Monroe-West Monroe (La.) 
Tyler (Texas).... 


Fort Smith (Ark.). 
Laredo (Texas)... 
Fargo (N. D.).. 


25,575 
25,467 
25,427 
25,300 
25,230 
24,957 
24,921 
24,726 
24,698 
24,507 
24,158 
23 , 886 
23,805 
22,817 
22,521 
22,356 
22,313 
21,997 
21,781 
21,630 
21,431 
21,342 
20,624 
20,719 
20,661 
20,630 
20.523 
20,379 
19,715 
19,405 
19, 267 
19,112 
19,106 
18,960 
18.824 
18,561 
18,218 
18,165 
17,778 
17,013 
16,937 
16,823 
16,725 
16,631 
16,533 
16,401 
16,161 
15,831 
15,359 
14,341 
12,712 
11,020 


NISSSLISSLSSRESS SELISSEES 


Bakersfield (Cal.) 74,041 31. | Columbia (S. C.) 31,387 | 147 Total Above Metropolitan Areas 27,738,769 


SALES MANAGEMENT 


FOOD SALES 
Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 


OTHER METRO 
COUNTY AR 


1/1/53 
Renk Families Metropolitan 
Families (000) County Area 


107 52.4 GREENSBORO, N. C. 
102 55.9 Charlotte, N. C. 

106 52.8 Shreveport, La. 

97 60.2 Little Rock, Ark. 

105 52.9 Evansville, Ind. 

100 ©6585 Augusta, Ga. 


in the CAROLINA'S county MARKETS! 


Metropolitan 
County Area 


GREENSBORO, N. C. 
Charlotte, N. C. 
Charleston, S. C. 
Greenville, S. C. 
Columbia, S. C. 
Raleigh, N. C. 
Winston-Salem, N. C. 
Asheville, N. C. 
Durham, N. C. 


IN GREENSBORO ABC 
..- 947,860,000 FOOD SALES gerantrapine aren! 


100 000 Greensboro 
7 


Fe 1? I 6 
DAILY CIRCULATION News and Kecord 


Only medium with dominant coverage in 


GREENSBORO, NOR 
the Greensboro ABC Market, and selling TH CAROLINA 


Represented by Jann & Kelley, Inc. 


influence in over half of North Carolina! 


*U. S. Bureau Census Figures 1948. All other figures Sales Management Survey of Buying Power 1953 and 1952. 
MAY 10, 1953 


Ranking of Metropolitan County Areas 


Estimates, 1952, for Gen’l. Mdse. Store Sales in Descending Order 


CITY and STATE 


New York-N. E. New Jersey 
N. Y.-N.J 

Chicago (1l.) 

Los Angeles (Cal. 

Philadelphia (Pa. 

Detroit (Mich.) 

Boston (Mass.) 

Pittsburgh (Pa.) 

San Francisco-Oakiand (Cal. 

Minneapolis-St. Paul ‘Minn 

Cleveland (Ohio 

Baltimore (Md.) 

Kansas City (Mo. 

St. Louis (Mo.) 

Washington (D. C 

Dallas (Texas 

Atlanta (Ga 

Milwaukee (Wis. 

Burfalo (N. Y. 

Portiand (Ore. 

Seattle (Wash. 

Denver (Colo 

Fort Worth (Texas 

Cincinnati (Ohio) 

Memphis (Tenn. 

Houston (Texas) 

Indianapolis (Ind 

New Orleans (La.) 

Albany-Schenectady-Troy 
N.Y. 

Columbus (Ohio 

Birmingham (Ala. 

Hartford-New Britain (Conn 

Dayton (Ohio 

Rochester (N. Y.) 

San Antonio (Texas 

Akron (Ohio) 

Tampa-St. Petersburg (Fla 

Louisville (Ky. 

Richmond (Va.) 

Toledo (Ohio 

Providence (R. |. 

Miami (Fia. 

San Diego (Cal.) 

Youngstown (Ohio 

Greensboro-High Point N.C 

Oklahoma City (Okla 

Salt Lake City (Utah 

Omaha (Neb.) 

Syracuse (N. Y 

Charleston (W. Va. 

Worcester (Mass. 

Alientown-Bethiehem- 
Easton (Pa.) 

Bridgeport-Stamford- 
Norwalk (Conn. 

Nashville (Tenn.) 

Grand Rapids (Mich 

Des Moines (lowa) 

Phoenix (Ariz.) 

Knoxville (Tenn.) 

Springfleld-Holyoke (Mass 

Wilkes-Barre-Hazieton (Pa 

Tulsa (Okla.) 

Spokane (Wash.) 

Johnstown (Pa.) 

New Haven-Waterbury 
(Conn.) 

Sacramento (Cal.) 

Jacksonville (Fla.) 

Peoria (Il,) 

Davenport-Rock Island- 
Moline (lowa-til.) 

Wichita (Kans.) 

Fort Wayne (ind.) 

Norfolk-Portsmouth (Va 

Little Rock-North Little 
Rock (Ark.) 

Harrisburg (Pa. 

South Bend (Ind. 


GENERAL 
MDSE. 
STORE 
SALES 
(add 000 


1,358,581 
1,314,440 
706 194 
569 696 
482,869 
408 016 
392,680 
328 659 
301 , 346 
272,707 
254, 169 


Rank 
in 


CITY and STATE 


San Jose (Cal. 
Charlotte (N.C 
El Paso (Texas 
Canton (Ohio) 
Duluth-Superior Minn.-Wis 
Wheeling-Steubenville 
W. Va.-Ohio 
Erie (Pa 
Chattanooga (Tenn. 
Binghamton (N. Y 
Beaumont-PortArthur: Texas 
Fresno (Cal. 
Trenton (N. J 
Tacoma (Wash 
Brownsville-Harlingen- 
McAllen (Texas 
Bakersfield (Cal.) 
Poughk eepsie-Newburgh- 
Beacon (N. Y¥ 
Lincoin (Neb. 
Flint (Mich. 
Lansing (Mich. 
San Bernardino (Cal. 
Huntington-Ashland 
W. Va.-Ky 
Fall River-New Bedford 
Mass. 
Reading (Pa. 
Lancaster (Pa. 
Seranton (Pa.) 
Tucson (Ariz. 
Jackson (Miss. 
Mobile (Ala 
Augusta (Ga. 
Utica-Rome (N. Y 
Baton Rouge (La. 
Lubbock (Texas 
Shreveport (La. 
Sioux City (lowa 
Madison (Wis 
Rockford (Hl 
Boise (Ida. 
Greenville (S. C 
Evansville (ind 
Corpus Christi (Texas 
Terre Haute (ind 
York (Pa.) 
Stockton (Cal 
Wilmington (Del 
Waco (Texas 
Springfield (il! 
Austin (Texas 
Ortando (Fla 
Asheville (N.C 
Eugene (Ore.) 
Raleigh (N. C 
Columbia (S. C 
Decatur (tll 
Portiand (Maine 
Montgomery (Ala 
Roanoke (Va. 
Winston-Salem (N. C 
Cedar Rapids (lowa 
Spartanburg (S. C 
Lexington (Ky. 
Saginaw (Mich. 
Hampton-Newport News- 
Warwick (Va. 
Albuquerque (N. M 
Muskegon (Mich 
Durham (N. C. 
Savannah (Ga.) 
Columbus (Ga. 
Waterloo (lowa 
Macon (Ga.) 
Yakima (Wash. 
Green Bay (Wis. 
Topeka (Kans. 
Danville (Va. 
Pueblo (Colo.) 


GENERAL 
MDSE. 
STORE 
SALES 

add 000 
35,534 
35,102 
34,606 
33,721 
31, 186 


Rank 
in 


CITY and STATE 


Altoona Pa. 
Dubuque ‘lowa 
Sheboygan Wis. 
Lima (Ohio 

Riverside (Cal. 
Springfield Mo. 
Jamestown (N. Y. 
Galveston (Texas 
Springfield (Ohio 
Battie Creek (Mich. 
Lynchburg (Va. 

Salem ‘Ore 

Mansfield ‘Ohio 
Jackson Mich. 
Champaign-Urbana Ill. 
Pittsfield ‘Mass. 
Wichita Falls (Texas 
Alexandria ‘La. 
Charleston (S. C. 
Kalamazoo (Mich. 
Fayetteville (N. C. 
Abilene Texas 

Sioux Falls (S. D 
Danville (tl 
Lorain-Elyria (Ohio 
Bangor Maine 
Anderson (ind.) 
Everett (Wash. 

Joplin ‘Mo. 

Brockton Mass. 
Hamilton-Middletown (Ohio 
Fort Smith (Ark. 
Atlantic City (N. J. 
Amarillo | Texas 

Fargo (N. D 
Manchester (N. H 

Bay City (Mich. 

West Paim Beach (Fia.) 
Williamsport (Pa. 
Watertown (N. Y. 
Lake Charles (La 

La Crosse (Wis. 
Elmira (N. Y. 
Appieton Wis. 

Ann Arbor (Mich. 

St. Joseph (Mo. 

San Angelo (Texas 
Muncie ‘ind. 
Monroe-West Monroe (La. 
Pensacola (Fia. 

Racine (Wis. 
Bloomington (Il. 
Texarkana (Ark.-Texas 
New Castle (Pa. 
Gadsden (Ala.) 
Cumberland (Md.) 
Ogden (Utah 

Reno (Nev. 
Lewiston-Auburn (Maine 
New London-Norwich(Conn 
Portsmouth (Ohio 
Tyler (Texas 

Elkhart (ind. 
Colorado Springs (Colo. 
Lafayette (ind.) 
Richmond (ind.) 

Fort Lauderdale (Fia. 
Port Huron (Mich. 
Bellingham (Wash 
Oshkosh Wis. 
Laredo (Texas 
Hagerstown (Md. 
Santa Barbara ‘Cal 
Wilmington (N. C. 
Zanesville (Ohio) 
Biloxi-Gulfport (Miss. 
Kenosha (Wis. 
Auburn N.Y 


Total Above Metropolitan Areas 


SALES MANAGEMENT 


GENERAL MERCHANDISE SALES 
Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 
LEADS QQ)LARGER wo(G)°"Esuster agra 


1952 
General 1952 *1952 


Families Mdse. Over 1951 Over 1948 
Families 1/1/53 Metropolitan Sales Gain Gain 


(000) Conte tine (000) (000) (000) 

52.4 GREENSBORO, N. C. $59,024 $5,178 $10,038 
111.8 Oklahoma City, Okla. 58,123 2,897 7,462 
114.3 Omaha, Neb. 54,408 | 044 6,884 
104.1 Syracuse, N. Y. 52,126 1,288 3,647 
160.1 Worcester, Mass. 48,456 —?2,840 20,096 
127.7 Allentown-Bethlehem, Pa. 48,018 1,184 3,432 
153.0 Bridgeport-Stamford, Conn. 47,457 4,065 19,775 
110.6 Phoenix, Ariz. 44,794 1,597 8,290 
134.0 Springfield-Holyoke, Mass. 43,651 1,192 4,049 
106. | Wilkes Barre-Hazelton, Pa. 43,227 1,003 572 


. . and 54 Other Larger Metropolitan County Area Markets! 
: th CAROLINA’S METROPOLITAN 
In e COUNTY MARKETS! 
1952 
General General 1952 *1952 
Families Mdse. Mdse. Over 1951 Over 1948 


Families 1/1/53 Metropolitan Sales Sales Gain Gain 
Rank (000) County Area (000) Rank (000) 


(000) 
107 52.4 GREENSBORO, N. C. $59,024 44 $5,178 $10,038 
102 55.9 Charlotte, N. C. 35,102 75 —2,638 4.936 
115 47.3 Greenville, S. C. 21,807 bi —282 764 
163 33.8 Asheville, N. C. 17.747 122 —1,015 | 247 
155 34.8 Raleigh, N. C. 17.590 124 —947 2,890 
136 40.4 Columbia. S. C. 17.485 125 | 649 3,326 
134 40.9 Winston-Salem, N. C. 16.911 130 —45 1.778 
191 27.4 Durham, N. C. 16,180 138 2,069 1,700 
121 45.9 Charleston, S. C. 12,717 166 513 1,508 


$59,024,000 GEN. MDSE. SALES Jy GREENSBORO ape 


I 0 0, 0 0 0 Greensboro 


DAILY CIRCULATION News and Record 


Only medium with dominant coverage in 


the Greensboro ABC Market, and selling GREENSBORO, NORTH CAROLINA 


influence in over half of North Carolina! Represented by Jann & Kelley, Inc. 
*U. S. Bureau Census Figures 1948. All other figures Sales Manage ment Survey of Buying Power 1953 and 1952. 
MAY 10, 1953 


Ranking of Metropolitan County Areas 


in Descending Order 


ED Estimates, 1952, for Furniture-Household-Radio Store Sales, 


. 
CITY and STATE | 


New Yorke, E. New Jersey | 
GR GB Bice cosecccest 
Los Angeles (Cal.) 
Chicago (til.)..............] 
Philadelphia (Pa.). — 
San Francisco-Oakiand (Cal.) 
Detroit (Mich.)....... 
Boston (Mass.) 
Pittsburgh (Pa.) 
St. Louis (Mo.).. .. 
Cleveland (Ohio) 
Washington (D. C.)... 
Houston (Texas). ..... 
Baltimore (Md.) 
Minneapolis-St. Paul (Minn.) 
Buffalo (N. Y.).. 
Kansas City (Mo.) 
Milwaukee (Wis.)...... 
Dallas (Texas). . 
Cincinnati (Ohio) 
San Diego (Cal.). 
|) ree 
Portiand (Ore.) 
Seattle (Wash.).. 
Bridgeport-Stamford- 
Norwalk (Conn.). .. 
Indianapolis (Ind.) 
New Haven-Waterbury 
(Conn.) . - 
New Orleans (La.) eee 
Providence (R. 1.) 
Hartford-New Britain (Conn.) 
Atlanta (Ga.). 
Denver (Colo.) “7 aa 
Albany-Schenectady- Troy 
(N. Y.)... ' : 
Rochester (N. eee 
Allentown-Bethiehem- 
| ee 
Louisville (Ky.)............ 
Birmingham (Ala.)......... 
Worcester (Mass.) 
Columbus (Ohio)... 
Omaha (Neb.)............ 
Sacramento (Cal.) 
Springfield-Holyoke (Mass.) 
Phoenix (Ariz.) ‘ 
Youngstown (Ohio) 
Norfotk-Portemouth (Va.)... 
San Antonio (Texas) : 
Tampa-St. Petersburg (Fia.) 
Memphis (Tenn.)........ 
Toledo (Ohio) 
Dayton (Ohio) 
Richmond (Va.) 
Oklahoma City (Okia.) 
Wiimington (Del.).. . 
Fort Worth (Texas). 
San Jose (Cal.). : 
FailRiver-NewBedford( Mass) 
Sait Lake City (Utah)...... 
Wilkes-Barre-Hazieton (Pa.) 
Freeno (Cal.)............. 
Knoxville (Tenn.).......... 
Akron (Ohio)... ... 
Nashville (Tenn.) 
Harrisburg (Pa.) . 
Canton (Ohio) . , 
Grand Rapids (Mich. . 
Syracuse (N. Y.). .. 
Tulea (Okla.). .. — 
Jacksonville (Fia.)....... 


~F. HR 
STORE 
SALES 
(add 000) 


w = Senvoecqeeewnree-SCOeenvoegwawnr 


» & 
oe 


Sse 


SRUISSSSSRSSSSSSegsazee 


Code 
Num- 
ber | 


144, | 
128. 


CITY and STATE 


Stockton (Cal.) 
San Bernardino (Cal.) 
Erie (Pa.). 

Beacon (N. Y.) iciubew 
Chattanooga (Tenn.)........ 
Peoria (I1.) ropes 
Bakersfield (Cal.) 
Utica-Rome (N. Y.) 

Flint (Mich,).... 
“Ces Point( N.C.) 


P 


Lancaster (Pa.).... 
Tacoma (Wash.)......... 
Albuquerque (N. M.).. . 
Trenton (N. J.)....... 
Brownsville-Harlingen- 
McAllen (Texas) 
Davenport-Rock Island- 
Moline (lowa-Ill.) 
El Paso (Texas) 
Johnstown (Pa.) 
Fort Wayne (ind.) 
Shreveport (La.) 
Binghamton (N. Y.) 
Duluth-Superior (Minn.-Wis.) 
Charlotte (N. C.) 
Manchester (N.H.)....... 
Spokane (Wash.) 
Tucson (Ariz.).. “<4 
Corpus Christi (Texas) 
Roanoke (Va.). .. 
Rockford (11)... 
Huntington-Ashland 
(W. Va.-Ky.) "e 
West Paim Beach (Fla.) 
Greenville (S. C.).......... 
Evansville (ind.). . . 
Mobile (Ala.)...... 
Baton Rouge (La.).......... 
Amarillo (Texas) 
Atlantic City (N. J.) 
Little Rock-North Little 
Rock (Ark.) 
Galveston (Texas) 
Portiand (Maine). . 
Riverside (Cal.) 
Altoona (Pa.). .. 
Hamilton-Middletown ( Ohio) 
Fort Lauderdale (Fia.)...... 
Columbia (S. C.) 
Austin (Texas)... 
Lansing (Mich.). 
Hampton-Newport News- 
Warwick (Va.) 
Lubbock (Texas) 
Springfield (111.) 
Kalamazoo (Mich.).... 
Brockton (Mass.).. 
Columbus (Ga.) 
Cedar Rapids (lowa) 
Charleston (S.C.).......... 
Waterloo (lowa) 
Eugene (Ore.)... 
Savannah (Ga.). 
Raleigh (N. C.). 
Ortando (Fia.). . 
Santa Barbara (Cal.) 
New London-Norwich(Conn.) 
Waco (Texas).... 
Madison (Wis.) 
Jackson (Miss.) 
Lorain-Elyria (Ohio)... 


Spartanburg (S.C.)........ 


Augusta (Ga.)..... 
Racine (Wis.)... 


Winston-Salem (N. C.) 


Boise (Ida.) 


SSSSsReeesessa 


oO 
— 


CITY and STATE 


F-H-R 
STORE 
SALES 
(add 000) 


Durham (N.C.)............ 
Jamestown (N. Y.)......... 


New Castle (Pa.)........... 
Salem (Ore.)........... 
Pittsfield (Mass.). 


BEE GRP cc cecccesccce 
Yakima (Wash.).. 


Lexington (Ky.). . 

Bay City (Mich.) 

Terre Haute (Ind.)......... 
Pueblo (Colo.)............ 
Asheville (N.C.)........... 
Macon (Ga.).... 

Jackson (Mich.). 

Muncie (ind.).. 

Anderson (ind.)........... 
Williamsport (Pa.).......... 
Lincoln (Neb.)............ 
Mansfield (Ohio) 

Elkhart (Ind.).... 

Bangor (Maine)........... 
St. Joseph (Mo.).......... 
Danville lil.)...........4.. 
Sioux Falls (S. D.) 

Gadsden (Ala.) 

Lima (Ohio)... . 

Reno (Nev.)... 

Appleton (Wis.) 

Oshkosh (Wis.) 

Tyler (Texas)...........-. 
Sioux City (lowa) 
Alexandria (La.)...... 
Hagerstown (Md.) 

Auburn (N. Y.)............. 
Watertown (N. Y.)......... 
Cumberland (Md.) 
Richmond (ind.)........... 
Lewiston-Auburn (Maine). . 
Joplin (Mo.). . 

Zanesville (Ohio) 


Champaign-Urbana (Ill.)... . 
Everett (Wash.).........-.. 
Pensacola (Fla.)............ 
Abilene (Texas). . 
Fayetteville (N. C.) 
Bloomington (W1.)......... 


Port Huron (Mich.) 
Lafayette (ind.)........... 


8,300 
7,994 
7,978 
7,974 
7,881 
7,847 
7,808 
7,727 
7,611 
7,605 
7,531 
7,495 
7,463 
7,419 
7,318 
7,244 
7,124 
7,037 
7,014 
6,966 
6,814 
6,770 
6,584 
6,514 
6,511 
6,377 
6,269 
6,215 
6,137 
6,121 
6,041 
5,891 
5,863 
5,793 
5,785 
5,739 
5,515 


Total Above Metropolitan Areas 
SALES MANAGEMENT 


(W. Va.-Ohio)... sateaerehosd 


= 
a 


FURNITURE—HOUSEHOLD—RADIO SALES 
Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1952 Furn- Furn-Hshld- 1952 *1952 

Hshid-Rad. Radio Over 1951 Over 1948 
Metropolitan Sales Sales Gain Gain 
County Area (000) (000) 


( (000) 
GREENSBORO, << $16,425 $2,655 $4,368 
Scranton, Pa. 15,267 814 2,140 
Lancaster, Pa. 14,893 2,029 2,494 
Tacoma, Wash. 14,786 2,375 3,201 
Trenton, N. J. 14,505 1,545 2,980 
Brownsville-Harlington, Tex. 14,464 2,836 5,433 
Johnstown, Pa. 13,893 810 2,536 
Duluth-Superior, Minn. 13,677 1,704 2,327 
Spokane, Wash. 13,458 2,217 3,172 
Huntington--Ashland, W. Va. 1? 582 1,904 2,519 


.- and 14 Other Larger Metropolitan County Area Markets! 
- METROPOLITAN 
in the CAROLINA’S county maRkeTS' 
1952 Furn- Furn-Hshlid- 1952 *1952 
Hshid-Rad. i Over 1951 Over 1948 


Metropolita:. Sales 
County Area 


(000) 
GREENSBORO, N. C. $16,425 
Charlotte, N. C. 13,578 
Greenville, S. C. 12,107 
Columbia, S. C. 9,999 
Charleston, S. C. 9,366 
Raleigh, N. C. 9,030 
Winston-Salem, N. C. 8,376 
Durham, N. C. 8,300 
Asheville, N. C. 6,511 


. $16,425,000 FURN. SALES geranin 


100, 000 Greensboro 


DAILY CIRCULATION News and Kecord V@ 


Only medium with dominant coverage in 

the Greensboro ABC Market, and selling GREENSBORO, NORTH CAROLINA 
influence in over half of North Carolina! Represented by Jann & Kelley, Inc. 

*U. S. Bureau Census Figures 1948. All other figures Sales sae Survey of Buying Power 1953 and i 


MAY 10, 1953 


Ranking of Metropolitan County Areas 


€7D Estimates, 1952, for Automotive Store Sales in Descending Order 


AUTOMO- 
TIVE ST Rank 


AUTOMO- | | 


| AUTOMO- | 7 
TIVE STORE) Rank 


| TIVE STORE| Rank Code 


Code 


CITY and STATE SALES | 


‘add 000) Group 


New York-N. E. New Jersey 
(N. Y.) 

Los Angeles (Cal. 

Chicago (1i.) 

Detroit (Mich. 

Philadelphia (Pa. 

San Francieco-Oakland ‘Cal 

Boston (Mass. 

Pittsburgh (Pa. 

Washington (D. C 

St. Louis (Mo.) 

Cleveland Ohio 

Minneapolis-St. Paul Min» 

Buffalo (N. Y 

Houston (Texas) 

Kansas City (Mo. 

Milwaukee (Wis. 

Baltimore (Md. 

Dallas (Texas 

Portiand (Ore. 

Cincinnati (Ohio 

Atlanta (Ga. 

Indianapolis (ind. 

Denver (Colo 

Seattle (Wash. 

San Diego (Cal 

Louleville (Ky. 

Memphis (Tenn. 

Hartford-New Britain (Conn 

Miami (Fla. 

Bridgeport-Stamford- 
Norwalk (Conn. 

Providence (R. | 

Albany-Schenectady- Troy 
N.Y. 

Rochester (N. Y. 

Birmingham (Ala. 

Columbus (Ohio 

Toledo (Ohio) 

Youngstown (Ohio 

New Haven-Waterbury 
(Conn.) 

Omaha (Neb.) 

Fort Worth (Texas 

Sa’ Antonio (Texas 

Oklahoma City (Okla 

Dayton (Ohio 

Akron (Ohio 

Worcester (Mass. 

Allentown-Bethlehem- 
Easton (Pa.) 

New Orleans (La.) 

Tampa-St. Petersburg (Fla 

Phoenix (Ariz 

Tulsa (Okla. 

Springfield-Holyoke (Mass. 

Norfolk-Portsmouth | Va 

Jacksonville (Fla. 

Nashville (Tenn 

Flint (Mich 

Wichita (Kans 

Des Moines (iowa 

Syracuse (N. Y. 

Fresno (Cal.) 

Sacramento (Cal 

San Jose (Cal.) 

Harrisburg (Pa.) 

Grand Rapids (Mich 

Wilmington (Del. 

Davenport- Rock Island- 
Moline (lowa-lit. 

Poughkeepsie-Newburgh- 
Beacon (N. Y.) 

Richmond (Va 

Spokane (Wash 

Shreveport (La. 

Charleston (W. Va. 

Bakersfield (Cal.) 

Tacoma (Wash.) 

Dututh- Superior (Minn.-Wis. 


1,612,680 

1,067,373 
990.097 
863,171 
545,118 
461,396 
396,317 
394 547 
332,690 
310,785 
299, 
245, 


in 


Seenreqaawn — 


3823828 


CITY and STATE 


Salt Lake City (Utah 

Lansing (Mich. 

South Bend (Ind. 

Canton (Ohio) 

Knoxville (Tenn. 

Beaumont-Port Arthur (Tex.) 

Wilkes-Barre-Hazieton (Pa.) 

Peoria (il!.) 

Brownsville-Harlingen- 
McAllen (Texas 

Stockton (Cal. 

Erie (Pa.) 

Little Rock-North Little 
Rock (Ark. 

Reading (Pa. 

Lubbock (Texas 

Fall River-New Bedford 
(Mass. 

Trenton (N. J.) 

Corpus Christi (Texas 

San Bernardino (Cal 

Lancaster (Pa.) 

Utica-Rome (N. Y 

Chattanooga (Tenn 

Wheeling-Steubenville 
(W. Va.-Ohie) 

Charlotte (N. C 

El Paso (Texas) 

Fort Wayne (ind 

Huntington-Ashiand 
(W. Va.-Ky 

Columbia (S$. C 

Amarillo (Texas 

Greensboro-High Point(N.C. 

Johnstown (Pa 

Binghamton (N. Y 

Mobile (Ala. 

York (Pa. 

Austin (Texas 

Jackson (Miss. 

Greenville (S. C. 

Springfield (111. 

Riverside (Cal. 

Waco (Texas 

Boise (ida.) 

Baton Rouge ‘La 

Wichita Falls (Texas 

Rockford (Ii. 

West Palm Beach Fia. 

Hampton-Newport News- 
Warwick (Va. 

Yakima (Wash 

Madison (Wis 

Albuquerque (N. M 

Jamestown (N. Y 

Battle Creek (Mich 

Evansville (ind. 

Augusta (Ga 

Columbus ‘Ga 

Brockton (Mass.) 

Ann Arbor (Mich. 

Hamilton-Middletown Ohio 

Raleigh (N. C.) 

Charleston (S. C.) 

Saginaw (Mich. 

Salem (Ore. 

Orlando (Fla. 

Tucson (Ariz. 

Portiand (Maine 

Kalamazoo (Mich. 

Abilene (Texas 

Spartanburg (S. C. 

Montgomery ‘Ala 

Eugene (Ore 

Cedar Rapids ‘lowa 

Scranton (Pa. 

Monroe-West Monrce La. 

Joplin (Mo. 

Lorain-Elyria (Ohio 


Sorinafield (Mo.) 


CITY and STATE 


Roanoke (Va. 

New London-Norwich(Conn.) 
Santa Barbara (Cal.) 
Elkhart (ind. 
Muskegon (Mich.) 
Jackson (Mich.) 
Decatur (Ill.) 

Sioux City (lowa 
Pittsfield (Mass. ) 
Savannah (Ga. 
Pensacola (Fla. 
Racine (Wis.) 
Springfield (Ohio 
Elmira (N. Y.) 

Terre Haute (ind. 
Lincoin (Neb.) 

Fort Smith (Ark. 
Galveston (Texas 
Bangor (Maine) 
Waterleo (lowa 
Champaign-Urbana (lil. 
Fort Lauderdale (Fla. 
Sioux Falls (S. D.) 
Anderson (ind. 
Macon (Ga.) 

Topeka (Kans. 
Manchester (N. H. 
Atiantic City (N. J. 
Everett (Wash. 

Tyler (Texas 
Winston-Salem (N. C. 
Durham (N. C. 

Lake Charles (La. 
Pueblo (Colo. 
Watertown (N. Y. 
Oshkosh (Wis. 

Fargo (N. D.) 
Asheville (N. C. 
Williamsport (Pa. 
Gadsden (Ala. 
Altoona (Pa.) 

Lima (Ohio) 

Port Huron (Mich. 
St. Joseph (Mo.) 
Lexington (Ky.) 
Green Bay (Wis.) 
New Castle (Pa.) 
Mansfield (Ohio) 
Richmond (Ind.) 

San Angelo (Texas 
Reno (Nev. 

Muncie (ind. 
Fayetteville (N. C. 
Bloomington (Ill. 
Danville (1. 
Alexandria (La. 
Kenosha (Wis 
Texarkana (Ark.-Texas 
Zanesville (Ohio 
Ogden (Utah 
Lynchburg (Va. 
Appleton (Wis. 
Danville (Va. 
Dubuque (lowa 

Bay City (Mich. 
Lewiston-Auburn (Maine) 
Colorado Springs (Colo. 
Sheboygan (Wis. 
Portamouth (Ohie 
La Crosse (Wis. 
Wilmington (N. C. 
Bellingham (Wash. 
Biloxi-Gulfport (Miss. 
Lafayette (Ind.) 
Hagerstown (Md. 
Cumberland (Md. 
Auburn (N. Y. 
Laredo (Texas 


Total Above Metropolitan Areas 


SALES In 
(add 000) | Group 


25,521 
25,425 
25,104 
25 043 
25,020 
24,946 
24,778 
24,635 
24,500 
24 456 
24,338 
23,913 
23,821 
23, 764 
23, 588 
23,110 


17,960 362 


SALES MANAGEMENT 


AUTOMOTIVE SALES 
Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1952 1952 *1952 


Families Auto Over 1951 Over 1948 
1/1/53 Metropolitan Sales Gain Gain 


(000) County Area (000) (000) (000) 

52.4 GREENSBORO, N. C. $39,445 $3,565 $13,439 
77.1 Johnstown, Pa. 39,430 ed 8,997 
56.6 Binghampton, N. Y. 38,758 508 8,948 
69.0 Mobile, Ala. 37,498 3,013 10,734 
61.7 York, Pa. 35,296 2,010 9,965 
62.8 Riverside, Calif. 33,545 4,295 7,865 
52.9 Evansville, Ind. 30,849 —39 7,737 
58.5 Augusta, Ga. 30,107 4,132 12,007 
59.6 Brockton, Mass. 29,558 —2,177 15,057 
71.5 Scranton, Pa, 26,970 —957 5,049 


in the CAROLINA’S cacy winter 


Families 
Families 1/1/53 Metropolitan 
Rank (000) County Area 


102 55.9 Charlotte, N. C. 

136 40.4 Columbia, S. C. 

107 52.4 GREENSBORO, N. C. 
115 47.3 Greenville, S. C. 

155 34.8 Raleigh, N. C. 

121 45.9 Charleston, S. C. 

134 40.9 Winston-Salem, N. C. 
191 27.4 Durham, N. C. 

163 33.8 Asheville, N. C. 


.. $39,445,000 AUTO. SALES (GREENSBORO ABC 


| 0 0 J 0 0 0 Greensboro 


DAILY CIRCULATION News and Record 


Only medium with dominant coverage in 
the Greensboro ABC Market, and selling GREENSBORO, NORTH CAROLINA 


influence in over half of North Carolina! Represented by Jann & Kelley, Inc. 
*U. S. Bureau Census Figures 1948. All other figures Sales Management Survey of Buying Power 1953 and 1952. 
MAY 10, 1953 


Ranking of Metropolitan County Areas 


Estimates, 1952, for Drug Store Sales in Descending Order 


CITY and STATE 


New York-N. E. New Jersey 
(N. ¥.-N. J 

Chicago (Il. 

Los Angeles (Cal 

Detroit (Mich. 

Philadelphia (Pa. 

Boston ‘Mass. 

Washington (D. C.) 

San Francisco-Oakiand (Cal 

Pittsburgh (Pa. 

Kansas City (Mo. 

Cleveland (Ohio 

St. Louis (Mo. 

Baltimore (Md. 

Minneapolis-St. Paul (Minn 

Miami (Fla. 

Houston (Texas 

Indianapolis (Ind. 

Buffalo (N. ¥ 

Dallas (Texas 

Denver (Colo 

Cincinnati (Ohio 

Milwaukee (Wis. 

New Orleans (La. 

Atlanta ‘Ga. 

Louisville (Ky.) 

Seattle (Wash 

Providence (R. |. 

Hartford-New Britain (Conn. 

San Diego (Cal.) 

Bridgeport-Stamford- 
Norwalk (Conn. 

Portiand (Ore.) 

New Haven-Waterbury 
(Cenn. 

Dayton (Ohio 

Columbus (Ohio) 

Fort Worth (Texas 

Rochester (N. Y.) 

Memphis (Tenn. 

San Antonio (Texas 

Grand Rapids (Mich.) . 

Springfield-Holyoke (Mass. ) 

Tampa-St. Petersburg (Fila. 

Norfolk-Portsmouth (Va. 

Worcester (Mass. 

Omaha (Neb.) 

Phoenix (Ariz. 

Toledo (Ohio) 

Oklahoma City (Okla 

Birmingham (Ala.) 

Richmond (Va.) 

Jacksonville (Fla.) 

Akron (Ohio 

Youngstown (Ohio) 

Sacramento (Cal 

Albany-Schenectady-Troy 
(N.Y 

Fall River-New Bedford 
(Mass. 

Flint (Mich. 

San Jose (Cai.) 

Syracuse (N. Y. 

Salt Lake City (Utah 

Wichita (Kans.) 

San Bernardino (Cal. 

Tulsa (Okla.) 

Harrisburg (Pa. 

Nashville (Tenn.) 

Fresno (Cal 

Allentown-Bethliehem- 
Easton (Pa. 

Knoxville (Tenn. 

Des Moines ‘iowa 

Mobile (Ala.) 

Tucson (Ariz. 

Davenport-Rock Island- 
Moline (lowa-lil.) 

Poughkeepsie-Newburgh- 
Beacon (N. Y.) 


DRUG 
STORE 
SALES 
add 000 


CITY and STATE 


Wilmington (Del. 
Spokane (Wash. 
Beaumont-Port Arthur (Tex. 
El Paso (Texas 
Chattanooga ( Tenn.) 
Shreveport (La. 
Ann Arbor (Mich. 
Canton (Ohio) 
Madison ( Wis.) 
South Bend (Ind.) 
Tacoma (Wash. 
Fort Wayne (ind.) 
Lansing (Mich.) 
Brownsville-Harlingen- 
McAllen (Texas 
Austin (Texas 
Little Rock-North Little 
Rock (Ark 
Peoria (1. 
Duluth-Superior( Minn.-Wis. 
Wilkes-Barre-Hazieton (Pa 
Charleston (W. Va 
Corpus Christi (Texas) 
Wheeling-Steubenville 
(W. Va.-Ohio 
Charlotte (N. C. 
Lubbock (Texas 
Atlantic City (N. J. 
Evansville (ind. 
Kalamazoo (Mich 
Baton Rouge (La. 
Trenton (N. J.) 
Riverside (Cal.) 
Utica-Rome (N. Y. 
Huntington-Ashtand 
(W. Va.-Ky.) 
Greensboro-High Point/N.C. 
Bakersfieid (Cal.) 
Battie Creek (Mich.) 
Reno (Nev.) 
Amarillo (Texas) 
Galveston (Texas) 
Stockton (Cal.) 
Springfield (11. 
Erie (Pa. 
Saginaw (Mich.) 
West Paim Beach (Fia.) 
Binghamton (N. Y.) 
Orlando (Fla.) 
Brockton (Mass.) 
Rockford (Hl. 
Albuquerque (N. M. 
Fort Lauderdale (Fla. 
Reading (Pa.) 
St. Joseph (Mo.) 
Muskegon (Mich.) 
Jackson (Mich.) 
Lexington (Ky.) 
Columbia (S. C.) 
Lincoin (Neb.) 
Lancaster (Pa. 
Scranton (Pa.) 
Portland (Maine) 
Greenville (S. C.) 
Hampton-Newport News- 
Warwick (Va.) 
Cedar Rapids ‘lowa 
Santa Barbara (Cal. 
New London-Norwich(Conn.) 
Lorain-Elyria (Ohio 
Sioux City (lowa) 
Charleston (S. C. 
Roanoke (Va.) 
Raleigh (N. C. 
Colorado Springs (Colo. 
Savannah (Ga. 
Wichita Falls (Texas 
Augusta (Ga. 
Yakima (Wash.) 
Hamilton-Middletown (Ohio) 


DRUG 
STORE 


SSSSSSSSISASS 


ss 


CITY and STATE 


Waco (Texas 
Asheville (N. C. 
Jackson (Miss.) 
Springfield (Mo.) 
Johnstown (Pa.) 
Champaign-Urbana (1I! 
Boise (Ida.) 
Springfield (Ohio 
Racine (Wis.) 
Anderson (Ind. 
Terre Haute (Ind.) 
Winston-Salem (N. C.) 
Macon (Ga.) 
Durham (N. C.) 
Topeka (Kans.) 
Montgomery (Ala. 
Manchester (N. H. 
York (Pa.) 
Jamestown (N. Y.) 
Elkhart (ind.) 
Pittsfield (Mass.) 
Bay City (Mich.) 
Waterloo (lowa) 
Columbus (Ga.) 
Danville (ill.) 
Eugene (Ore.) 
Lynchburg (Va.) 
Pensacola (Fla. 
Spartanburg (S. C. 
Joplin (Mo.) 
Lafayette (ind.) 
Ogden (Utah 
Salem (Ore.) 
Green Bay (Wis. 
Muncie (ind.) 
Tyler (Texas) 
Sioux Falls (S. D. 
Decatur (Ill. 
Watertown (N. Y.) 
Altoona (Pa.) 
Fargo (N. D.) 
Everett (Wash.) 
Port Huron (Mich. 
Abilene (Texas 
Bangor (Maine 
Richmond (ind. 
Monroe-West Monroe ‘La 
Lima (Ohio) 
Bloomington (Il. 
Williamsport (Pa.) 
Cumbertand (Md. 
Danville (Va.) 
Oshkosh (Wis.) 
Texarkana (Ark.-Texas 
Fayetteville (N.C. 
San Angelo (Texas 
Wilmington (N. C.) 
Kenosha (Wis.) 
New Castle (Pa.) 
Fort Smith (Ark.) 
Pueblo (Colo. ) 
Elmira (N. Y.) 
Mansfield (Ohio) 
Alexandria (La.) 
Lake Charles (La.) 
Zanesville (Ohio) 
Gadsden (Ala. 
Biloxi-Guifport (Miss. 
Hagerstown (Md. 
Appleton (Wis.) 
Sheboygan (Wis. 
Lewiston-Auburn (Maine 
Portsmouth (Ohio 
Laredo (Texas 
Bellingham (Wash. 
La Crosse (Wis.) 
Auburn (N. Y.) 
Dubuque lowa 


Total Above Metropolitan Areas 


SALES MANAGEMENT 


DRUG SALES 
Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 


LEADS QJ) LARGE 


Families 


Families 1/1/53 Metropolitan 


County Area 


GREENSBORO, N. C. 
Bakersfield, Calif. 
Stockton, Calif. 

Erie, Pa. 

Binghampton, N. Y. 
Brockton, Mass. 
Reading, Pa. 
Lancaster, Pa. 
Scranton, Pa. 
Augusta, Ga. 


OTHER METROPOLITAN 
COUNTY AREAS! 


1952 *1952 
Drug Over 1951 Over 1948 
Sales Gain Gain 
Rank 


(000) 
105 $ 674 
106 546 
Vt 700 
113 414 
116 150 
118 —299 
122 93 
129 376 
130 —78 
145 621 


. and Johnstown, Pa., and York, Pa. Metropolitan County Area Markets! 


‘ LITA 
in the CAROLINA’S cq ron iTaN 


Families 
Families 1/1/53 
Rank (000) 


102 55.9 
107 52.4 
136 40.4 
115 47.3 
121 45.9 
155 34.8 
163 33.8 
134 40.9 
191 27.4 


Metropolitan 
County Area 


Charlotte, N. C. 
GREENSBORO, N. C. 
Columbia, S. C. 
Greenville, S. C. 
Charleston, S. C. 

. Raleigh, N. C. 
Asheville, N. C. 
Winston-Salem, N. C. 
Durham, N. C. 


...$6,177,000 DRUG SALES 


100,000 


DAILY CIRCULATION 


Only medium with dominant coverage in 
the Greensboro ABC Market, and selling 
influence in over half of North Carolina! 


1952 “1952 
Over 1951 Over 1948 
Gain Gain 

(000) 


—$ 334 
674 

559 

VI 

247 
—128 
—135 
79 

555 


IN GREENSBORO ABC 
RETAIL TRADING AREA! 


Greensboro ONS! 


News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
*U. S. Bureau Census Figures 1948. All other figures Sales Manage nent Survey of Buying Power 1953 and 1952. 
MAY 10, 1953 


Ranking of Metropolitan County Areas in 20 Categories 
Peete eter rT Ta | 


Lumber and 


Retall Sales 

Per Family Sales 
ng and 

Drinking Places 


Eati 


Gasoline Service 


CITY AND COUNTY 


Building Materials 


Per Capita Income 
Per Family income 


Area 
Population 


Stations 


Apparel 


Buying Power 


Akron (Ohio 
Albany-Schenectady-Troy (N. Y., 
Albuquerque (N. M.)... 

| Allentown-Bethlehem-Easton (Pa. 
Altoona (Pa.) 
Amaritio (Texas) 

| Asheville (N. C.) 
Atlanta (Ga.) 
Atlantic City (N. J. 
Augusta (Ga.) 

| Austin (Texas) 
Baltimore (Md.) 
Baton Rouge (La.) 

| Bay City (Mich. 
Beaumont-Port Arthur (Texas) 

| Binghamton (N. Y. 
Birmingham (Ala. ) 
Boston (Mass.) 
Bridgeport-Stamford-Norwalk (Conn. ) 
Brockton (Mass.) 


eeneoedqwesuwn 
SAsseet 
=~) 

eo 2) 


Buffalo (N. Y.) 
Canton (Ohio) 
Cedar Rapids (lowa 
Charleston (8. C.) 
Charleston (W. Va. 
Charlotte (N. C.) 
Chattanooga (Tenn. 
Chicago (t.) 
Cincinnati (Ohio) 
Cleveland (Ohio) 
Columbia (S. C.) 
Columbus (Ga.) 
Columbus (Ohio 
Corpus Christi (Texas 
Dallas (Texas) 

| Davenport-Rock Island-Moline (Ill. 
Dayton (Ohio). . 
Decatur (1il.).... 
Denver (Colo.).. 

| Des Moines (lowa) 


Detroit (Mich.) 

Dubuque (lowa) 
Duluth-Superior (Minn.-Wis. 
Durham (N. C.) 

El Paso (Texas) 

Erie (Pa.) 

Evansville (Ind.) 

Fall River-New Bedford (Mass 
Flint (Mich.) 

Fort Smith (Ark.) 

Fort Wayne (ind.) 

Fort Worth (Texas 

Fresno (Cal 

Gadsden (Ala.) 

Galveston (Texas) 

Grand Rapids (Mich 

Green Bay (Wis.) 
Greensboro-High Point (N. C 
Greensville (S$. C.) 
Hamilton-Middletown (Ohio) 


Hampton-Newport News-Warwick (Va. 
Harrisburg (Pa.) 

Hartford-New Britain (Conn 

Houston (Texas) 

Huntington-Ashiand (W. Va.-Ky 
Indianapolis (Ind.) | 55 | 24| 25 
Jackson (Mich.) 115 | 154 | 183 | 176 | 158 
Jackson (Miss.) 134 148 + | 99 | 133 
Jacksonville (Fla.) 141 | 60 | 43) 52| 58 
Johnstown (Pa.) } 169 (91 | 78 | 101) 85 
Kalamazoo (Mich.) | 100 | 104 | 135 138 | 162 | 146 | 130 
Kansas City (Mo.) } | 70 | 15 17 33 17 | 7 


12, 13 
61 | 118 | 


Kenosha (Wis.) 69 | 197 188 © | ann | 195 
| Knoxville (Tenn.) 161-73 95 117 | 69! 68 
75 | Lancaster (Pa.) 84) 60 86 | 109 119 95! 84 


tLiquor not legalized 


212 SALES MANAGEMENT 


20 OUT OF 22 . 
FIRSTS ar i — or 'NONE 


KRNT 


23 OUT OF 24 oe 
FIRSTS an NONE 


EVENING: | 


36 OUT OF 63 
FIRSTS 


(2 TIES) 


AND 25 SECONDS (1 TIE) 
KRNT = STA. “B" 


@ Any KRNT week-day quarter-hour newscast is the high- 
est-rated newscast in Des Moines. Any KRNT personality 
show is the highest-rated local show. These ratings assure 
you of the BIG-time buy when you buy KRNT. 


Katz Represents That Very Highly Hooperated, Sales Results 
Premeditated, CBS Affiliated Station In Des Moines 


SOURCE: C. E. Hooper Audience Index, City Zone, January 1953 
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Ranking of Metropolitan County Areas in 20 Categories—(Cont'd) 


| 


CITY AND COUNTY 


Lumber and 


< 
o 


Building Materials 


Stations 
Hardware 


Per Capita Income 
69 =| Eating and 
3 8 Drinking Places 
Gasoline Service 


76 | Lansing (Mich. 

77 | Laredo (Texas 

78 | Lexington (Ky. 

78 | Lima (Ohio) 

80 | Lincoln (Neb.) 
Little Rock-North Little Rock (Ark.) 
Lorain-Elyria (Ohio) 
Los Angeles (Cal.) 
Loulevilie (Ky.).. 
Lubbock (Texas) 

| Macon (Ga.) 
Madison (Wis.).. 
Manchester (N. H.) 
Memphis (Tenn.) 

| Miami (Fia.) 
Milwaukee (Wis.).. 
Minneapolis-St. Paul (Minn. 
Mobile (Ala.) . . 
Montgomery (Ala.) . 
Muncie (ind.) 


28 
3 


zaxezes8 
seze8s 


—-——< 


SBSSSSSSSESSESSu 


| Nashville (Tenn.).... 
New Haven-Waterbury (Conn.) 

| New Orleans (La’)... 
New York-N. E. New Jersey (N. Y.-N. J. 
Norfolk-Portsmouth (Va.) 
Ogden (Utah) 

| Oklahoma City (Okla.) 
Omaha (Neb.) 

| Orlando (Fla.) 

Peoria (Ill.) 

Philadelphia (Pa.) 

Phoenix (Ariz.) 

| Pittsburgh (Pa.) 

| Pittsfield (Mass.) 

Portland (Maine) 

Portiand (Ore.) 

Providence (R. |.) 

Pueblo (Cols.) 

| Racine (Wis.) 

| Raleigh (N. C. 


~wBa SG lZtserseR.s88 


Seal aoxsessa-z 


Reading (Pa. 

| Richmond (Va.) 

| Roanoke (Va.) 

| Rochester (N. Y. 
Rockford (il.) 

| Sacramento (Cal.) 
Saginaw (Mich.) 
St. Joseph (Mo. 

| St. Louis (Mo.) 

| Sait Lake City (Utah) 
San Angelo (Texas) 
San Antonio (Texas). . 

San Bernardino (Cal.) 

| San Diego (Cal.) 
San Francisco-Oakland (Cal.) 

| San Jose (Cal.) 
Savannah (Ga. 
Scranton (Pa.) 

Seattle (Wash. ) 

| Shreveport (La.) 


Sioux City (lowa, 

Sioux Falis (S. D.) 
| South Bend (Ind.) 

Spokane (Wash.) 

Springfield (11.) 

Springfield-Holyoke (Mass. ) 

Springfield (Mo. 

Springfield (Ohio 

Stockton (Cal.) 

Syracuse (N. Y.) 

Tacoma (Wash.) 

Tampa-St. Petersburg (Fla | j 

Terre Haute (ind.) 114 | 171 | 181 169 | | 142 
| Tolede (Ohio | 39 48 36 38 50 588 | | 33 

Topeka (Kans. 145 | ‘151 149 | 128 | 152 | 190 

tLiquor not legalized 
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For FULL Delaware Valley Coverage 
You Gan’t Stop With Philadelphia! 


You can’t find a likelier market for 
a sales increase than the Delaware 
Valley . .. 11 rich counties with 
total Net Effective Buying Income 
of $7.5 billion! 


And — you can’t reach all of this 
market with any one newspaper. 
Trenton and Camden, the vitally 
important “key cities” on the New 
Jersey side of the Valley, are not 
covered by Philadelphia dailies. 


In SALES MANAGEMENT’s list 
of metropolitan areas, TRENTON, 
across the river from U. S. Steel’s 
new Fairless Works, ranks tenth in 
Per Family Income, and eleventh in 
Per Family Retail Sales. Here, 
THE TRENTON TIMES gives you 
97.6 percent coverage in an area 
that Philadelphia papers scarcely 
reach. 


CAMDEN, though so close to Phila- 
delpnhia that SALES MANAGE- 
MENT includes it in that city’s 
metropolitan area, is vitally impor- 
tant in its own right. Philadelphia 
retailers prove the point: they use 
THE CAMDEN COURIER-POST 
to the tune of more than three mil- 
lion lines a year. They know that 
only the local paper does the job in 
Camden! 


That’s why, to cover the fast- 
growing New Jersey part of the 
Delaware Valley, you need THE 
TRENTON TIMES and THE 
CAMDEN COURIER-POST. The 
figures at the right tell the story. 
You can buy both these papers— 
complete your coverage of the boom- 
ing Delaware Valley—for just 55c a 
line. Remember that in New Jersey 
especially, “all business and selling 
is local.” 


CAMDEN 


COURIER-POST 


Established 1875 


TRENTON 


TIMES 


Established 1883 


Teo FRENSION « weans te ee 


Comparative coverage in city zone households: 
Circulation 
Trenton Times (E) 31,622 
Phila. Evening Daily .871 
Phila. Morning Daily 6,480 


Percent coverage 


ABC circulation breakdown (6 months ending Sept. 30, 1952) 


City Trading 
Total Zone Zone 


62,529 31,622 29,674 


City and 
Trading Zone Other 
r'renton Times (E). 61,296 1,233 
Trenton Times- 


Advertiser (S).... 59,069 29,658 27,492 57,150 1,919 


ROP color available 


It pays to 
cross the 
Delaware! 


* 
MORRISVILLE 


PHILADELPHIA 


City and trading zone population: 
565,634 (1950 Census) ...up 217 since 1940 


The CAMDEN area 


Comparative coverage in city zone households: 
Circulation Percent coverage 
Camden Courier-Post (E).... . 98.7 
Phila. Morning Daily | 45.9 
Phila. Evening Daily 11,980 34.6 
ABC circulation breakdown (6 months ending Sept. 30, 1952) 


City Trading 
Total Zone Zone 


City and 
4 F : Trading Zone Other 
Camden Courier- 

Post ; ose Geer 


34,217 30,072 64,289 1,848 


ROP color avaiiable 


Represented Nationally: GEORGE A. McDEVITT CO., Inc. « New York + Chicago + Philadelphia - Detroit 
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Ranking of Metropolitan County Areas in 20 Categories 


CITY AND COUNTY 


Per Capita income 
Per Family Income 
Retail Sales 

Per Family Sales 
Buying Power 


Merchandise 
Quota 


Lumber and 


Stations 


General 
Building Materials 


Population 
Gasoline Service 


~ 
a 
ol 
nN, 
~ 
a 


Trenton (N. J 

Tulsa (Okla. 

Utica-Rome (WN. Y. 

Waco (Texas 

Washington (D. C. 
Waterloo (lowa) 
Wheeling-Steubenville (W. Va.-Ohio 
Wichita (Kans.) 

Wichita Falls (Texas) 
Wilkes-Barre-Hazieton (Pa 
Wilmington (Del.) 
Winston-Salem (N. C.) 
Worcester (Mass. ) 

York (Pa. 

Youngstown (Ohio) 
Abilene (Texas 

Alexandria (La.) 

Anderson (ind.) 

Ann Arbor (Mich.). . 
Appleton (Wis.). 


Sees 


SESSoRx 


= 


*EsSe Ene 


Auburn (WN. Y.) 
Bangor (Maine 
Bakersfield (Cal. 
Battle Creek (Mich.) 
Bellingham | Wash.) 
Biloxi-Gulfport (Mise.) 
Bloomington (IIl.) 
Boise (ida.) 
| Brownsville-Harlingen-McAllen (Texas 
Champaign-Urbana (Iil.) 
Colorado Springs (Colo.) 
| Cumberland (Md.) 
Danville (1 
Danville (Va. 
Elkhart (Ind 
Elmira (N.Y 
| Eugene (Ore. 
Everett (Wash.) 
Fargo (N. D.) 
Fayetteville (N. C) 


Fort Lauderdale (Fla. 
Hagerstown (Mid.).. 
Jamestown (N. Y.) 

Joplin (Mo.) 

La Crosse (Wis.) 

Lafayette (Ind.) 

Lake Charles (La.) 
Lewiston-Auburn (Maine) 
Lynchburg (Va.) 

Mansfield (Ohio) 
Monroe-West Monroe (La. 
Muskegon (Mich. 

New London-Norwich (Conn 
New Castle (Pa 

Oshkosh (Wis.) 

Pensacola (Fia.) 

Port Huron (Mich.) 
Portsmouth (Ohio 
Poughkeepsie-Newburgh-Beacon N.Y 
Reno (Nev.) 


Richmond | ind 

Riverside (Cal.) 

Salem (Ore 

Santa Barbara (Cal 

Sheboygan (Wis.) 

Spartanburg (S. C.) 

Texarkana (Ark.-Texas 

Tucson (Ariz.) 

Tylor (Texas 

Watertown (N. Y.) 

West Paim Beach (Fla. 

Wilmington (N. C. 

Williamsport (Pa.) 170 

Yakima (Wash.) | 134 
225 Zanesville (Ohio 178 197 217 


tLiquor not legalized 
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New! 


lor Sales Managers’ 


American Home's exclusive LOCALIZERS 


+. give you a CLOSE-UP VIEW of 


each of the 43 lop metropolitan 
markets in the United States 
with up-to-date maps 


Now, the quickest, most practical way to keep 


market-analysis figures* at your finger tips! 


See at a glance .. 


prrctoc n-ne - 
' ' 
' Upper 

- 


- ! Alton 
J Porta SALTON , © 
*7~ W Alton ‘ 
Be oW 
ae 


wy oRox- ~ Edwardsville Grong! 
o ane 


\ 


BOSTON 
Park Square Bidg. 
Liberty 2-5909 


CHICAGO 
360 N. Michigan Avenue 
State 2-6396 


CLEVELAND 
1501 Euclid Avenue 
Main 1-2967 


ge 


DETROIT 
3065 Penobscot Bidg. 
Woodward 5-9878 


LOS ANGELES 
612 So. Flower Street 
Madison 6-4761 


upo 


@ @ 
‘\. BELLEVILLE 


sont 
alum Hartford 


rot FE. ST. LOUIS 


Centerniie O'Falle 
c © Bubre 


wansead Shile 


Mascouteh 
eeburg 
Feyetteville ! 
Cc ' 


stadt 


c 
t. Liborye 


hens Darmstadt 


NEW YORK 
444 Madison Avenue 
Eldorado 5-1300 


SAN FRANCISCO 
235 Montgomery Street 
Yukon 2-0924 


SEATTLE 
1008 Vance Bidg. 
Seneca 0936 


American Home now offers free a complete 
sales analysis with maps, of each of the 43 
top markets (representing almost half of U.S. 
retail sales). There is no cost, no obligation 
—just call the American Home representative 
in any of the listed cities. But don’t delay. 
Don’t put it off. These maps can be working 


for you right now, 


in each market 


Aw = HM, hala 
t of t 


Net Effective Buying Income 

Food Store Sales 

Drug Store Sales 

General Merchandise Sales 

Furniture, Household, Radio Store Sales 
Lumber Yard, Building Materials 

and Hardware Store Sales 

Total Retail Sales 


* Based on projections of 1952 


Saies Management figures. 


“AMERICAN 


HOME. 


Magazine 


THERE’S NO PLACE LIKE THE AMERICAN HOME FOR RESULTS 
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SECTIONS 
AND 
STATES 


NEW ENGLAND 
Connecticut 
Maine 
Massachusetts 
New Hampshire 
Rhode Island 
Vermont 


MIDOLE ATLANTIC 
New Jersey 
New York 
Pennsylvania 


EAST NORTH 
CENTRAL 
Minois 
Indiana 
Michigan 
Ohio 
Wisconsin 


WEST NORTH 
CENTRAL 

lowa 
Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 


SOUTH ATLANTIC 
Delaware 
District of Columbia 
Florida 
Georgia 
Maryland 
North Carolina 
South Carolina 
Virginia 
West Virginia 


EAST SOUTH 
CENTRAL 
Alabama 
Kentucky 
Mississippi 
Tennessee 


WEST SOUTH 
CENTRAL 
Arkansas 
Louisiana 
Oklahoma 
Texas 


MOUNTAIN 
Arizona 
Colorado 
idaho 
Montana 
Nevada 
New Mexico 
Utah 
Wyoming 


PACIFIC 
California 
Or 


egon 
Washington 


TOTAL U. S. A. 


Per Capita Sales 
Per Family Sales 


HAWAI! 


POPULATION 


379.9) .2417 
9.511.7| 6.0523) 
5,139.7] 3.2703) 
15, 232.0] 9.6920) 
10,630.3) 6.7639) 
31, 002.0) 19.7262) 


31,626 .2)20.0699) 


—anenww 


xn 
ny 


8,480.0 = 


11,713.81 7.4538] 
1.618. 3 1.0297 
2,499.3) 1.5902| 
15,831.4| 10.0734 


187, 161.3) (100) 


487.8) .3103) 
} 


@ ESTIMATES 
1/1/53 


1,582. _ 7,834, 565 3. ae. 


5,153. 
45,639. 


127.4) 


reer, as 


JM 


ag 2037 1, 
15,321,215; 6.6008)1, 
9,152,069} 3.9429 1, 
26 .872.664 11.5773 1. 
16.549,009| 7.12971, 
52,573,742 22.6499 1, 


156 4. 453 


26 490 315/11 


4126/1 
| 


2,929,251) 1 
3 141 oH 1. 


1,777,904 
3 374,940) 1. 
11,223, 136| 


- 2620 
3532\1, 
-7660) 
4540/1 
' 
4.8352 


ese 
83: 
x a-- 


s2e 23 


B 28888293 2 Bs3% 
x Suna 


; z303) 


20,708, 357| . pate 
2,463 695 

4,237, EUR 1. ez 
27,409,.270\11 .8088)1 


7 


| | 
me 


ESTIMATES — 1962 


“184)4,519 


1.774|5.935} 
435 4,950 


| 


7685, 408 
1,522 4,718 
,695)5, 285 
.731/5,319 


(100) |1,477/8,086 


.2427| 
10,509,763, 6.4251) 


5,656,555, 3.4582| 
18, 196,751 11.1247) 
11,169,820) 6.6288) 


35,023, 126,21 .4117) 


6012 


188, 118) 4.9876 


' 

| 
,395,133| 8529) 
"186, 351) 1.3366) 
'105,954) 1.2875 
'925,203, 5.4565 


612,641) 8.9335] 


898 , 747) 


2527| 
5,976,893) 3.6541 


| 
13,998,972) 8.5584) 
2,003,176) 1.2247 
2.755, tae 1.6844 


18, 757, 280)11. 4675| 
163, 570,208) 100) 


1,041) | 
3,584 | 


669,110) 28821, 373|8, 282) «49,719 2749 


3,830) 


RETAIL SALES —1952 
BYP Estimates 
FIVE STORE GROUPS 
(in thousands of doliars—add 000) 


| General 
| Mase. 
| 


Furn- | Auto- | 
House- motive | 
Radio 


200,624, 149,286) 


73,043) 


413,093 


1,517,034 


| 828,268 
2,125,430 
1,719,555) 


SALES AND 
ADVERTIS- 
ING 


ONTROLS 


Buying Qual- 
Power ity 
Quota ‘Index 


| 4,673,253) 


3 


Nereoon 
82882 


ww Sew lawaw 
ny 
= 


ae I 8 


1, 160, a0) 3 3, 315, 570 
8,972, 565 28,023,935 


gr 178 
197| 614 


23,880) 69,045 


| 4,504,540 sees 

3, 584/40, |18,677,177 

119} 
| 


183,101) 68,701) 


292,316) 6.5070 
134,295] 2.7654 


om 
4, 714.3 
103 


| 13,741) .2886 
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SALES M 


ANAGEMENT 


The Philadelphia 


Evening Bulletin has 


MORE 
CIRCULATION 


f in the city zone 


Be in the 8 county metropolitan area 


a in the 14 county city 
& retail trading zone 


than any other Philadelphia daily newspaper 


Philadelphia’s Greatest Daily Advertising Medium 


The Evening Bulletin 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


Advertising Offices: Filbert & Juniper Streets, Philadelphia 5, Pa 285 Madison Ave, N.Y. 17, N.Y 


National Advertising Representatives: Sawyer Ferguson Walker Company » Chicago + Detroit + Atlanta * San Francisco » 
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The State Maps 


County Locating Code Numbers. Every state now has a 
border similar to the Alabama map on this page, with 
numerals running down the sides and letters of the al- 
phabet at the top and bottom. This makes possible a locat- 
ing code which is the first figure following the county 
names in the following state-county-city tabular section 
See, for example, Autauga County, Ala. The locating 
code is E4, Look down from E until you strike a point 
which coincides with a horizontal line running from 4, and 
there is Autauga County. The code indicates the point 
where the name of the county will appear. 


Maps Show Effective Buying Income. Since Effective 
Buying Income is a measure of ability to buy, rather than 
what has been bought or where it has been bought, it is of 
utmost significance in determining where to put pressure 
on the sections of the consuming public likely to be most 
responsive to promotion and advertising campaigns. Con 
sequently the shading on the counties has been shifted 
from the retail sales formula in Surveys prior to 1952, to 


the more realistic Effective Buying Income, and the shad- 
ng shows five variations of size groups, ranging from the 
black counties with EBI in excess of $150 million to white 
counties, which have less than $15 million. 

The cities shown are those with Net Effective Buying 
Income of $15 million or more in 1950. 


Scale of Miles. As a further refinement for the 1952 
maps, a scale of miles has been developed which is suffi- 
ciently precise for estimating the distances which salesmen 
must travel to cover territories laid out with the aid of 
potentials as disclosed in this Survey of Buying Power. 


Population Size Coded for Cities. These listed cities are 
further refined by three broad population size groups, as 
of Jan. 1, 1952, shown by the size of the type, and by these 
four symbols: ¢—under 50M; H-—50M to 100M; A—over 
100M; *—multiple city. The shape is the determining 
factor, not the color, which varies according to the back- 
ground of the county shading. 


ALABAMA 


GREENE 


1950 Net Effective Buying Income 


ee In extess of $150 Million THOCTAW 
ii i if $75 Million to $149.9 Million 
best J $40 Million to $74.9 Million 
| Se 


==] $15 Million to $39.9 Million 


WASHINGTON 


Cities shown are those having net 


Effective Buying Income of $15 million 


and over 


BAL OW IN Ambit 


SALES MANAGEMENT 


It's WAPX the ABC Affiliate in MONTGOMERY 
Lig towne”. $178,750,000!! 


During the thirteen-year period from 1939 to 1953, the Montgomery metropolitan area recorded the following increases: 
Total Retail Sales up 335% Furniture-Household-Radio Sales up 343% 


Food Sales up 398% Automotive Sales up 457% 


. . And this does not include the tremendous PX and Commissary sales at the Maxwell Field and Gunter Field 
Air Force bases. 
Station WAPX helps you sell this market with radio advertising plus the following merchandise aids: 


Mail Promotion Promotion Announcements Bus Cards 

Express Truck Billboards Screen Advertising Personal Appearances 

Lighted Marque, downtown Highway Signs Theatre Displays 
Newspaper Display Ads 


The Progressive Station — WwW APX — Montgomery, Alabama 


National Representatives: The Walker Company 


The “‘SM'’ symbols mark original, exclu- = (Other East South Central States: Kentucky. p. eee ata 

sive estimates by SALES MANAGEMENT. | = 353; Mississippi, p. 424; Tennessee, p. 590.) A L A B A M A Counties and Cities 

; _ a | Pop ‘ 
in 


% ’ 

: ed NuMBER OF OUTLETS 

City County thous GM | FHR City County thous.)} F | GM | FHR} 
} 

a . aa ‘ - ——s s - | 

Alexander City...Tallapoosa Huntsville Madison 

Andalusia. . .... . Covington. Jasper. . Walker 

Anniston. Calhoun d 2 ae Mobile. Mobile 

Athens. ... Limestone 

Bessemer Jefferson 

Birmingham Jefferson 

Cullman ‘ Cullman 

Decatur. Morgan 

Dothan Houston 

Florence. . Lauderdale 

Gadsden Etowah 60.1 


NUMBER OF OUTLETS 


Montgomery..... Montgomery... 
Opelika... Lee 
Prichard. ... Mobile. . 
Selma Dallas 
Sheffield. .. Colbert 
Sylacauga. . Palladega 
lalladega ; Talladega 

24 Puse aloosa 


- - 
= 


Nm Ne 


19 
11| 
321 2 
; : , i SALES AND 
POPULATION - EPrECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
ESTIMAT INCOM 
GD 1/1/83 JM ESTIMATES- 1952 ESTIMATES CONTROLS 


hb 
<n 


mae ee Wn 


nN 


Tuscaloosa 


COUNTIES 
CITIES 


~ FIVE STORE GROUPS we 
in thousands of dollars—add 000) 
: Buying |Qual- 


Ur- 
Total ¢ Fami- | bani- s/f Per Per] Dollars 
thou- of | ties | zation cf Cap- Fam-| add 


j Power | ity 
sands) U.S.A.) (thou- | .S.A. ita | ily C00) U. General | Furn- Auto- Quota | In- 
sands) of 


: Mdse. House- | motive dex 
County’ | Radio 


Metropolitan Area 


Autauga Y ' 4.3, 24.1 ’ F 528 2,173 
Baldwin d d 11.4 17.3 7 , 742 2,798 
Barbour ° ‘ 6.9 23.9 . ¢ | 603 2,047) 


Bibb : d 4.2 ; F 662 2,317 
Blount , ‘ 7.3 » : d 485 1,929 
Bullock . ‘ 3.7 ’ ‘ 383 1,574 


Butler . , . -0078, 630/2,613 
Calhoun ‘ j ; f -0442\1,227|4,749) 

Anniston : f 5,6 0198/1,347/4,833 
Chambers ‘ : x : 0167; 997,3,841 


See West Point 


Ga Lanett 


Cherokee. ... 9}. , — 934). 588 2,423 
Chilton... ae : , t .0066| 580|2,250 
Choctaw 9. , oe ,063! .0034) 427/1,833 


Clarke a ’ ‘ -0070| 614 2,438 
Clay J J | ; .307; .0031) 545 2,149 
Cleburne ; / : ‘ .0027) 537 2,167; 


Coffee .. x ; . -0077' 588 2,336 
Colbert . 48,311; .0208 1,193 4,515 
Sheffield 1 5 16,491 0071 1,308 4,581 
See Floren 
Sheffield- 


Tuscumhia 


Muscle Shoals 


™ SM, 1953. Before using these figures, see explanation page 11. 
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MISS. 


ALA. 


GA 


— 1952 FIGURES — 


("008,000.00 


Retail Sales $63 
industrial Payroll $4 


Effective Buying Income $6 


9,160,000 


Buying Income Per Family 
Alabama $3,627 


Local 


MUSCLE SHOALS af @ as earioey exeanoine 


Contact 
Chamber of Commerce 
FLORENCE OR 
SHEFFIELD, ALA. 


MULTIPLE MARKET. 
MARKET NO. 241 A 
YEAR AGO .. NOW... 


MKT. NO. 230 


FLORENCE 

SHEFFIELD 
TUSCUMBIA 

MUSCLE SHOALS CITY 


URBAN POP. 55,000 
TRADE AREA 200,000 


@ 2 DAILY NEWSPAPERS 
® 3 RADIO STATIONS 


COMPLETE MARKET 
COVERAGE 


Major Industries: TVA POWER & CHEMICAL—REYNOLDS ALUMINUM 
—ELECTRO-METALLURGY—TEXTILES—FERTILIZERS 


Air, Rail and Water Facilities — Natural Gas 


ALABAMA — (Continued) 


POPULATION 


COUNTIES 
CITIES 


Conecuh 


Coosa 

Covington 
Andalusia 

Crenshaw 


Cullman 
Cullman 

Dale 

Dalias 
Selma 


De Kalb 
Elmore 
Escambia 


Etowah 
AGadsden 

Fayette 

Franklin 


Geneva 
Greene 
Hale 


Henry 

Houston 
Dothan 

Jackson 


Jefferson 
ABirmingham 
Heasemer 

Lamar 

Lauderdale 
Florence 
Sheffield- 
Tuscumhra 
Muscle Shoals 
Florence 


Lawrence 

Lee... 
Opelika 

Limestone 
Athens 


Lowndes 

Macon 

Madison 
Huntsville 


A and A See end of state for SM Metropolitan County Areas 
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JM 


Total 
(thou- 
sands) |U. S. A. 


45.9 
13.3 
35.6) 

6.5 


17.2, 
31.2) 
76.9) 
19.3 


ESTIMATES 
1/1/53 


Ur- 

% Fami- | bani- 

of lies | zation 
thou- | % 
sands) | of 

| 


0135) 5.0) 15.9 


2.8 
10.6 42.4 
2.9 


4.6 


12.2, 16.3 
2.6 
5.3) 25.1 
14.4| 40.6 
6.8) 


11.7) 13.8 
7.6) 19.0 
has 4.6 


GG cso 

10.8 56.0 
3.8] 

8.8) 17.6 
1.9) 


4.0) 
6.7| 22.0 
19.5) 47.9 


01231 «6.0 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES—1952 


Per | Per 
Cap- Fam- 
ita | ily 


of 
. S.A. 


.0043, 477\2,024 


| 
-0035, 6992,847 
.0128 750 2,802 
0042) 1,032 3,380) 
-0038 485 1,910 
' 


.0144| 682|2,750 
0036) 1,065 3,195 


.0056| 639 2,449 
.0172)  716/2,778 
. 0092 920)3, 126 
0097) 495 1,919 
0098) 733 2,989) 
0098 725 2,994 


22,715 
7 


118,775 
83, 164 
10,477 


16,449) 


0512/1, 199 4,415) 
0358) 1384/4, 835 
-0045) 5554/2, 183 
-0071, 648/2,531 


14,982 
5,483 
6,240 

| 
9,668 

37,814 

24, 100) 

20,463! 


597 2,341 
341 1,406 
316' 1,300 


-0042 537'2,388 
-0163) +810/3,025 
.0104 1,057 3,597 
.0088) 537/2,200 


-3708 1,477\5, 283 
2184 1, 496)5 , 005 
.0169)1,308)4, 616 
-0034; 512,2,009 
-0257|1,070 4,015 


860 , 648 
506,904 
39,240) 

8,035 
59,822 


| 
69, 160) 
38,244 


.0298) 1, 423 \ 4,803) 


0165)1,411 4,841 


0086 477|2,006 
0175) 
.0061) 1 ,057|3 ,699 
0095. 622/2,517 
0031)1,000\3,731 


0023) 298/1,282 
.0061| 460 2,143 
.0277| 835/3,293 


887 3,769} 


0004/1, 125'3, 619 


© SM, 1953. 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES— 1952 
@D ESTIMATES 


FIVE STORE GROUPS 

in thousands of dollars—add 000) 
Buying Qual- 
Power | ity 
Quota | In- 
dex 


| 
General | Furn.- | Auto- 
Mase. House- | motive | 
| Radio | | 


Food 


2,296 1,037, 230, 1,031| 
1,062 
2,078 


1,279 


1,504 


357 
4,124 
2,136) 


32,606 


19, 160) 
14,493 
24,136 


80,321 
68,901 


94,011] 
8,789) 
1,041) 

10,275) 


2,089 
1,043 


106 
105 


13, - 

5,241 
10,914 
68,331 
45,576 


89 
498 
2,509 
2,405 


45 
70 
0155) 126 


1,285 
1,025) 


11,172) 
Before using these figures, see explanation page 11 


SALES MANAGEMENT 


, 1952 1952 RETAIL FOOD | PER CAPITA 
Metropolitan Area POPULATION SALES (Thousands) | FOOD SALES 


BIRMINGHAM 582,700 |?144,185 | $247 
ATLANTA 703,900 | 163,863 
MEMPHIS 512,800 | 114,461 
NEW ORLEANS 730,300 | 156,591 


Che Birmingham News 
Birmingham Post- Herald 


Birmingham is 


WSGN-FM-Y SGN 


“Alabama's Best Buy For’’ 
Natiohal Representdtives: John Blair G Co 
Southeastern Representative: Harry E. Cummings 


Sources: 1953 Sales Monogement Survey of Buying Power, 1950 Census of Population 
MAY 10, 1953 


66% More People ue 
Mobile stood number 102 in resem Ne 

population standing in the U.S. 2 

in 1940. Today she is number 

77, her 129,009 people in 

Mobile ‘‘Central City’’ equals 

largest gain of any U.S. Metro 

County over 175,000; Mobile 

County’s gain of 62% to 

231,105 was almost 3 times 16 COUNTY TOTALS 

as big as any other Alabama ' Population - 601,574 

County's. Households - 153,563 

(in Thousands) 


Retail Sales - 
aoery at ie 
DAILY 82,990 ‘one ee poeta 
PRESS REGISTER ] bane whee Se utomobile - 
80 ———— q ; e Pre ys Drug - 


ICSSOMA 


Che Mobile Preas Register 
MORNING EVENING SUNDAY 


Representatives: The John Budd Co. 


A L A B A M A ae (Continued ) | The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 @ ESTIMATES— 1962 ESTIMATES CONTROLS 
COUNTIES | | | FIVE STORE GROUPS 

Ur- | | | (in thousands of dollars add 000 | 
CITIES i Total | t Fami- | bani- | & Per | Per + Buying |Qual- 

(thou- | of Cap- Fam- Power | ity 

sands) |U. .| (thou- \U. S.A.) ita | ily 000) U.S. A.) | General Furn- Auto- Quota In- 
Mase. House- motive | dex 
| i | Radio 


__ [Coun : 
Marengo 3) .0181 7.0) 17.0 0049) 400 1,619 ; : ' 2,795, 1,211; 2,565 
Marion q 0172! 6.8) ... ; 0063, 637/2,140 ,329] 813) } 616; 3,010 
Marshall 0288! 11.9) 30.4 895} .0133) 682|2, 506 ,997} .0220) 3, ’ ' 2, 


| 
Mobile d . 1601 69.0) 79.2 ' | .1440'1,328 4,842 
A Mobile 0904 41.3 , ORS 1,447 4,980 
Prichard 21.5) .0137 5.8 27,72 0120)1,201/4,784 
Monroe .0159 5.8, 10.8 : -0057, 537|2, 267 
Montgomery... 5) .0906 39.5 78.8 ° .0770 1, 254 4,525 
A Montgomery. | 0708) 32.7 0654 1,365 4,642 


Morgan 8} .0343 8| 44. ’ .0192| 827 3,006 

Decatur 22 0140) 5.8] 5, 0112}1,177/3, 806 
Perry A} 0121) 961). 469 2,037 
Pickens . 0151 ’ e 460 1,947) 
Pike 0} .0191| ' 18) 871\2,223 
Randolph ‘ .0139) 5. ‘ .183) . 648'2,579 
Russell mI 0262} ' q e 802/3 ,230 


Saint Clair 6} . 6 0. 21, .0084) 818)3,296 : j 1,573 
Shelby 6) 0195] 7.6) .. 639|2,575 j 636) 5,681) 928, 1,589 
Sumter 7) .0144 4 ; d 332/1 , 397; ‘ é 525) 1,928) 
| | | 

Talladega... ... — 6)  .0424 1) 46. . . 941/3, 892 .0267} 2, 3,649 10,832) 1, 
Sylacauga.....]...].. 0079 6) 0068) 1 ,282)4,415 -0120) 3| 517 1,451} 6,590 109 
Talladega... cnieted .0090 3.5 5,8! come 116 4,529 -0097) , 36! if 1,699 3,844) 482 .0081} 90 
Tallapoosa 34.4) .0219 0) 24.1 : .0131| 887/3,389 ‘ .t y 1,998, 4,816) 900} .0149| 68 

{ 


Alexander City... 6.5} 0041 0022/1, 150'3,739) 13,083] 0080 3,02 c 1,579! 4,360 = 84.0048) 117 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 Before using these figures, see explanation page 11. 


224 SALES MANAGEMENT 


The Montgomery Advertiser 


cet by 


ba 


—— 


Enters Hts 123th Vea 


To Cover Alabama... You Must Cover 


Alabama's Capital Part 


the hub of which is 


MONTGOMERY 


ALABAMA’‘S CAPITAL CITY 
Population: City 108,500 — Metropolitan 141,900 


% Million Dollar 
Expansion Program 
Now Completed, 
Including 
New Goss Headliner 
Press 


For More Details Ask 
KELLY-SMITH COMPANY 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 


COUNTIES 

Ur- 

Total ‘ Fami- bani- 

thou- of lies zation 
sands) U.S.A.) (thou- 

sands of 

County 


CITIES 


Map Code 
Metropolitan Area 


o 


Tuscaloosa 23.3 53.4 
Tuscaloosa 
Northport 


Tuscaloosa 


Walker 
Jasper 
Washington 

Wilcox 


Winston 


Total Above 
City 


State Total 1.9804 807.6 43.8 | 2,929,251 1.2620 941 3,627 


Per Capita Sales 
Per Family Sales 


@ SM, 1953. 


; ESTIMATES INCO 
1/1/53 ESTIMATES 1952 


Making 2-3-4 Color 
Advertising 
Available Any Day 
Of Week 


EFFECTIVE ae 


Net ‘ Per Per 
Dollars of Cap- Fam- 
add U.S.A. ita | ily 

000) 


-0390 920 3,878 


74 
I 4s 


0228 1.057 4 


-0199 7332, 

0038, 980 3,267 
-0030 452 1,958 
-0037 375 1,644 


0046 588 2,377 


Retail Trade Zone in Excess of 


HALF A MILLION 


THE ONLY EFFECTIVE COVERAGE OF Tee 
CENTRAL AND SOUTHEAST ALABAMA MARKET 


The Montgomery Advertiser 
ALABAMA JOURNAL 


MORNING © EVENING * SUNDAY 


ALABAMA — (Continued) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES- 1952 


SM ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars add 000 
Buying Qual- 
Power | ity 
General Furn- Auto- Quota in- 
Food Mase Houre- motive | Drug dex 
Radio 


17,263 ‘ 5,023 9,035 2,206 


» 1709 


121 


1 we 2,067 


86,552) 295,446] 39,52 


123,787, 425,863) 61,829 


al 40 137| 20} 
350 153 527| 7 


Before using these figures, see “explanation page 11 
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MAY 10, 1953 


In Metropolitan Mobile sales are UP $26,074,000! 


70% More Than the National Rate of Gain 


Metropolitan Mobile continues to 
METROPOLITAN MOBILE GAINING 


FASTER THAN THE U. S. 


outpace the national sales trend. 
And WALA... 
experience selling to Mobile 

delivers this $214,682,000 retail 


sales market 


with a generation’s 


% Gain 
Metro 
Mobile 
14% 
16% 
10% 
19% 
9% 
11% 


Dollar Gain 
over 195] 


$26,074,000 
7,920,000 
2,208,000 
1,831,000 
3,013,000 
946,000 


U.S. 
8% 
10% 
4% 
14% 
5% 
6% 


$214,682,000 
57,177,000 
25,056,000 
11,649,000 
37,498,000 
9,763,000 


Retail Sales 

Food 

Gen. Mdse 
Furn.-hshid.-radio 
Automotive 

Drug 


- plus a big section 


of southern Alabama. 


To sell 


second Metropolitan area and see- 


Alabama’s second city, 


ond mass market, specify Mobile’s 


A Generation’s Experience in Selling to Mobile 


WALA... an ona vv 


NATIONAL REPRESENTATIVE: HEADLEY-REED 
PAPE BROADCASTING CO., INC., MOBILE, ALABAMA 


first station 


WALA or 
WALA-TV 


MOBILE’S UHF STATION, NBC « CBS e« ABC 


The “SM” symbols mark orig nal, exclu 
sive estimates by SALES MANAGEMENT 


SALES AND 


ALABAMA— @JD Metropolitan County Areas 


POPULATION 


SM ESTIMATES 


1/1/53 


ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES—1952 
ESTIMATES 


~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


EFFECTIVE BUYING 


JM INCOME 


ESTIMATES 1952 
| | Ur- | Coun. 
Total | Fami- | bani- Net % | Per | Per} Dollars % | y = 
thou- of lies | zation Dollars of | Cap- | Fam- (add =| soof Sales 
sands) (U.S.A. (thou- | % (add = |U. S.A. ita | ily 000 U.S.A.) Per | 
| sands of 000 | | | | Fam- 
| ily 
3584) 3,599 
-0491 2,986 


-1312 3,111 
-0853, 3,534 


Buying Qual- 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase. Drug 


y | } 
.3708 1,477 5,283 
.0512 1,199/4,415 
.1440/1,328)4,842 
.0770) 1,254 |4,525 


860 648 
118,775 
334,100 
178 752 


14,583 
2,180) 


34,377, 104,863 
5,482) 18,399 
25,056 11,649' 37,498 9,763 
16,936 8,355 27,614 3,708 


Before using these figures, see explanation page 11 


89,340 
9,014 


144,185 
21,431 
57,177 
30,379 


586 , 202 
80,321 
214,682 
139,582 


162.9 80.3 
26.9 67.4 
69.0 79.2 
39.5 78.8 


.3708 
0631 
. 1601 
0906 


Birmingham 
Gadsden 
Mobile 
Montgomery 


© SM, 1953. 


582.7 

99.1 
251.6 
142.5 


Gadsden Market 
in Your Sales Sights! 


Get the Fast-Growing 


De Kalb 


Gadsden's income rose $14,940,000 in '52—a 
22% gain! Etowah County's increased $17,- 
873,000—up 18%! The national gain: 5%! 


. $5,100 . . . tops 


Gadsden's family income . . 
the state average by $1,562. 


Retail sales also climbed sharply. They in- 
creased $8,908,000 in Gadsden . . . $10,348,000 
in the county. This represented a 15% gain 


Over 
21,000 


GENERAL 


Representatives : 


Che Gadsden Cimes 


ADVERTISING 


in both city and county against U.S. gain 
of 8%. 

Further evidence of Gadsden's rapid growth is 
seen in the city’s rise to second rank in state 
in total industrial production value . . . second 
only to Birmingham. 

Only the Times sells this booming market— 
91% coverage of Gadsden . . . 65% of Etowah 
County. 


EVENING 
AND 
SUNDAY 


SERVICE, INC., 610 Georgia Savings Bank 


Bidg., Atlanta 1, Georgia; MORAN & HEDEKIN, INC., 18 E. 4ist St., New York 17, N.Y. 


SALES MANAGEMENT 


a 


ARIZONA 


Copyright by 


Salt Monagireeal 


1950 Net Effective Buying Income 


ae In excess of $150 Million 


$75 Million to $149.9 Million 


fe] $40 Million to $74.9 Million 


5 $15 Million to $39.9 Million 


PHOENIX 


A 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


Scale of Miles 
25 50 75 100 
7 L i 4 


One Inch Equals Approximately 80 Miles 


| 8 | 


C 


F | G 


; (Other Mountain States: Colorado, p. 254; Idaho, p. 301; Montana, p. 440; 
448; New Mexico, D. 463; Utah, p. 635; Wyoming, p. 676.) 


Nevada, p. 
| Pop. 


City 
Douglas 
Flagstaff 
Mesa 
Nogales 


COUNTIES 
CITIES 


Apache 

Cochise 
Douglas 

Coconino 
Flagstaff 


Gila 
Graham 
Greenlee 


© SM, 1953. 
MAY 10, 


For explanation of map symbols, see “State Maps,” page 220 


NUMBER OF OUTLETS 


County 


( ochise 
Coconino 
Maricopa 
Santa Cruz 


POPULATION 
SM ESTIMATES 
1/1/83 


Ur- 
| Fami- | bani- 
lies zation 


Metropolitan Area 


0060 
.0170 


0050 


-0163 
. 0088 
.0093 


1953 


D City 
6 Phoenix 
5 Prescott. . 
6) : Tucson. . 
6 pe 


7 : Yuma 


EFFECTIVE BUYING 


INCOME 
ESTIMATES— 1952 


% Per | Per 
of Cap- |Fam- 
. S.A. ita } ily 


16,767; 0072 
45,917) 
13,555] 
33,528 
12,402} 


570 3,049 
.0198 1,413/4,783 
.0058 1,427/4,674 
.0145 1,256 5, 158 
.0053 1,570/5, 392 


43,827 
15,869) 
24,997 


.0188 1,712\6,173 
-0069 1, 142\4,534 
-0108 1,712'6, 756 


Maricopa 

Yavapai 

Pima 

Yuma 

RETAIL SALES 1952 
BYD estimates 


in thousands of dollars - add 000) 


—ARIZONA— Counties and Cities 


Pop 
| (in NuMBER OF OUTLETS 
thous.)| F |GM/FHR/| A D 

63; 101) 105 
4 6 20 
25} 52) 55 
11 10 20 


ING 
CONTROLS 
FIVE STORE GROUPS 


Buying |Qual- 
Power | ity 
Quota | In- 
House- | motive | Drug dex 
Radio | 


| 
General | Furn.- | Auto- | 
Mase. 


3,617 166 777 155 -0088 47 
4,792 993, 5,276 1,012 -0199 
2,203 S91) 2,306 169 0064 

996 4,728 623 0156 

830 3,944 441 0067 


| 
646 3,324 904 -0168 
1,206, 3,249) 364, .0078 89 
316 1,025! 198} .0088 95 


Before using these figures, see explanation page 11 


227 


COUNTIES 
CITIES 


Maricopa 
APhoenix 
Mesa 

Mohave..... 

Navajo 


Pima 
vA Tucson 
Pinal 
Santa Cruz 
Nogales 


Yavapai 
Prescott 
Yuma 
Yuma 
lotal Above 
Cities. . 


State Total 


Per Capita Sales 
Per Family Sales 


A — (Continued) 


rp es MATES 
1 
J Ma 


| Ur- 
| bani- 
zation 


Total %, ij Fami- | 
(thou- of lies 

sands) U.S. A.! ‘thou- 
sands) of 

Count / 


Metropolitan Area 


§ 


110.6| 71.7 
41.1) 
6.1) 
2.7| 39.3 
7.3) 22.1 


49.1 
15.7| 
12.7| 27.9 


55.5 


0040 
| 
.0166) 
0043) 
.0197 

0064 


237.4, 55.5 


ares BUYING 
YD ME 
‘ ESTIMATES —1982 


. 24671. 

0884 1,641 4,905: 
0133/1,413 5,072 
.0063 1,612 5,373 
.0124, 899 3,963 


- 1158 1,555 5,472 
.0356)1,612 5,257 
.0261 1,199 4,776 
-0058 1,356 5, 163 
.0039)1,441\5,673 
| | 
.0173 1,541 5,136 
0047 1,598'4,024 
.0202, 1513/5, 408 
0077|1,784'5, 575 
382,494) 


1647/1 602 5,059 


1,226,989 .5286 1,426 5,168 


The “sm” symbols mark original, exclu- 
sive estimates by SALES _ MANAGEMENT. 


RETAIL SALES—1952 
ESTIMATES 
~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn- Auto- 
House- motive 
Radio 


General 


Food Mdse. 


- 2663 3, 939) 30,089 
1851 | 7 ,003 39 36 25, 163 
-O161 
-0067| 4,050) 
0123 2,757) 
1179) 3,927) 
-0934 
.0264; 3,404 
-0090 5,641 
0083) 

| 
0167) 3,516 
0104 | 
-0258 4,846 
0193 


80,184 
60,949 
6,749 
1,842 
2,653 


2,080 


133 


192,832 

152,757 
43,226 
14,666! 
13,530) 


28,238 
26,098 
6,509 
1,943 
1,943 


27,422 
17,017 
42,162 
31,556 


6,456 
4,687 
5,930 


5,606 


573,082 3504 100,134 45,046 


898.747 .5495 3,786 202,989 53.639 152,134 


1,045 
3,786 


236 
855 


62 
226 


177 
641 


ARI Zz ONA— Metropolitan County Areas 


112,282) 2 


Drug 


15,155 
10,041 
570) 
237 


“SALES AND 
ADVERTIS- 


ING 
CONTROLS 
-— 


| 
Buying |Qual- 


2} 130 
| 102 
147 
110 

| 170 


Phoenix. 
Tucson 


mt - . 2466 
yr 1099 


ARKAN SAS — Counties and Cities — 


572,768! 
268 686 


.2467| 1,484 5,179 
. 1158 1,555 5,472 


435,643 
192,832 


2663) 3,939 
-1178 3,927 


92,264 
45,385 


30,089/ 80,184 
13,458 26,238 


2524) 103 


110.6 a 
.1152) 105 


49.1, 55.5 


States: ” Louisiana, 


(Other West “South Central 
p. 362; Oklahoma, p 
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City 


Batesville 
Blytheville 
Camden 
Conway 

El Dorado 
Fayetteville 
Forrest City 
Fort Smith 
Helena 
Hope 

Hot Springs 
Jonesboro. 


Arkansas 
Stuttgart 

Ashiey.. 

Baxter. 


Benton 
Boone 
Bradley 


Calhoun 
Carroll 
Chicot 


Clark 
Clay 
Cleburne 


Cleveland 

Columbia 
Magnolia 

Conway 


Craighead 
Jonesboro 
Crawford 
Crittenden 
West Memphis 


A and A See end of state for SM Metropolitan County Areas i 
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County 


Independent e 
Mississippi 
Ouachita 
Faulkner 
Union.. 
Washington 
St. Francis 
Sebastian 
Phillips 
Hempstead 
Garland 
Craighead 


F 2 


A3 
F3 


10.2 


0326! 


0143) 
0308 


| y “ty 
n 
Pod 


6.5 
16.9 
12.9 

8.8 
24.3 


0049) 


-0112) 
| 


13.6| 32.2 
5.0) 
6.4, 28.2 
12.5| 19.3 
3.3 


0109 


0085 


NuMBER OF OUTLETS 
| GM 


FHR| A D 


Nm — — 
SAUMAW~AN & 


ow 
ee 


0103 1 029 3,579 
-0045)1,373)4, 174 
0091} + 841/3,222 
-0050) 961), 205 
832 2,693 
823/2,755 
009) 3, 396 
.0019| 669 2,638 
.0036| 652'2,002 
.0039| 420/1,474 
.0073| 747)2,791 
.0081) 704)2,545 
0029) entj2.17 
0024) 652|2,466 
.0113| 926|3,416 
0048) 1,450/4, 493 
0049} 652/2, 480) 
} 


0138} 
0058 
0062) 


pete Hipen haghte 
-0120) 1 ,614)5, 552 
.0075| 772)2,703 
0125) 601 2,331 


OO41) 935'2,891 


Texas, p. 600.) 


City County 


Little Rock Pulaski... 
Magnolia. . Columbia 
Newport Jackson 
North Little Rock. Pulaski... 
Osceola Mississippi . 
Paragould . Greene 
Pine Bluff . Jefferson 
Searcy . White 
Springdale Washington 
Stuttgart. . Arkansas. . 
Texarkana Miller. 
West Memphis.. 
-0176 4,295 
.0120 

.0083) 2,053 
0063) 2,967 


28,774) 

19,630] 
13,650) 
10,386 


5,498 
3,078 


.0257| 3,534 
0006) 3, 166) 
-0069) 2,694) 


-0013| 1,199 


29 "650 
9.300! 
35,966 
20,503 


SM, 1953. 


Crittenden. .. 


1,512 
566 
3,184 
719 


2,490) 
1,633 
2,492 


446) 
581) 
1,553 
1.817] 
1,642) 
498| 


10.0} 
41.3 
6.3 
6.4 
7.6) 
16.6 
10.2 


1,348 
972 
338 
319) 


1,533 
952 
637/ 

| 

36) 

513| 
431 


688, 


NUMBER OF Ov TLETS 
| GM FHR| A D- 
| | } as 


8 560 


109 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


PHOENIX —best test 


for the 


WASHINGTON 


MONTANA 


IDAHO 
WYOMING 


UTAH 
COLORADO 


CALIFORNIA 
ARIZONA 


il, NEW MEXICO 


You can't test the booming West in 
Indiana .. . or Pennsylvania . . . or Con- 
necticut! The West's booming, dynamic 
economy, its'cosmopolitan population 
with marked velocity of turnover, its 
absence of established buying habits, 
and its higher average income and 
retail sales require testing in the West 
for effective results. 

The unusual degree of economic cor- 
relation between the Phoenix Metro- 
politan Area and the 12 Western states 
makes it the best test in the booming 
West. Based on Sales Management's 
“Survey of Buying Power” for 1953 and 
Sales Management's requirements for 
an excellent test market, here is “The 
Phoenix Story!” 


(For complete test market information on the 
Phoenix Metropolitan Area write for “The Arizona 
Market” published by The Phoenix Republic ‘and 
Gazette.) 


SELF-CONTAINED ECONOMY—The Phoenix Metropolitan 
Area is 400 miles from Los Angeles and E| Paso, 360 
miles from San Diego. No other newspapers pene 
trate the Phoenix market. Buying policy for Arizona 
firms is determined in Phoenix 


COMPACT BOUNDARIES-~The Phoenix Metropolitan Area 
consists of just one county. And an overwhelming 
percentage of its people live and work and do busi 
ness in Greater Phoenix and its immediate suburbs 


DIVERSIFIED POPULATION—The spectacular growth of 
the Phoenix population, now 380,000 in the Metro 
politan Area, has given it the most cosmopolitan 
population in the West. its people have o remarkable 
variety of geographical and national backgrounds, 
an average cultural level in the West, highly diversi 
fied employment, and o noticeable lack of established 
buying habits 


AVERAGE INCOME-Effective per family buying income 
in the Phoenix Metropolitan Area is $5179, signifi 
cantly above the national average, but just typical of 
the booming West's $516! 


AVERAGE BUSINESS ACTIVITY—Business is booming in 
the Phoenix Metropolitan Areo with 1952 retail sales 
of half a billion dollars, again just typical of metro 
politan areas in the booming West 


DON KNUDSEN 


WELL DIVERSIFIED INDUSTRIES—The Phoenix morket has 
one of the broadest bases of industrial income in the 
West with major sources agriculture, manvfacturing, 
mining and tourism in that order 


SUITABLE DISTRIBUTION-—A large, new and modern 
retail establishment focuses in the Phoenix Metro- 
politan Area where half the state's retoil business is 
done. Major chains, buying groups, and wholesalers 
heodquorter in the Phoenix orea 


AVERAGE SALES PER FAMILY-Retoil soles per family in 
the Phoenix Metropolitan Area are $3939, well 
above the national average of $3584, but superbly 
representative of the booming West's $3714 


GOOD ADVERTISING COVERAGE-The Phoenix Republic 
and Gazette give you 100 per cent coverage of the 
Phoenix Metropolitan Area ot single-insertion costs 
And you get a bonus 93 per cent coverage of the 
Phoenix ABC Retoil Trading Zone where 62 per cent 
of the state’s retoil sales are mode 


MEDIA COOPERATION -The Phoenix Republic ond 
Gazette supply route lists, store calls and store 
checks, mailings in fact ony reasonable merchan- 
dising cooperation you may require! 


PHOENIX REPUBLIC and GAZETTE 


PHOENIX, ARIZONA 


REPRESENTED NATIONALLY BY THE KELLY-SMITH COMPANY, NEW YORK, CHICAGO, DETROIT, 
PHILADELPHIA, ATLANTA, BOSTON, SAN FRANCISCO, LOS ANGELES, AND SYRACUSE 


MAY 10, 1953 229 


MARION BAXTER FULTON RANDOLPH 


oes wi . 
NOLPENDE NCE 
VAC KSONI 


VAN BUREN 


F) ONWAY CROSS CRITTENDEN 
SEBASTIAN FAULANER WOODRUFF 


wilt 


$1. FRANCIS 


[LONOKE | PRAIRIE 


MONROE 


TCOMERY } GARLAND 


PHILLIPS 


ARKANSAS 
JEFFERSON 


CLEVELAND LINCOLN 


m Net Effective Buying Income 
In excess of $150 Million 


$75 Million to $149.9 Million 
cHiCoT 2) 
C4 Ce $40 Million to $74.9 Million 


\ 
5 


OUACHITA 


LAFAYETTE COLUMBIA 


Texarkana 


f “] $15 Million to $39.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million 


and over 


£ | F | G 


For explanation of map symbols, see “State Maps,” page 220 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales terri- 
tories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., 
Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


THE STATE IN 1943: —AND TODAY! 


Total Retail Sales .. ..$298,000,000.00  $1,367,000,000.00 

Construction Contracts. .$25,000,000.00 $281,000,000.00 

Business Volume .. .$1,102,000,000.00  $4,678,000,000.00 

ss Cash Farm Income .. .$118,284,697.00 $564,519,000.00 
NEW WEALTH™ STATE ivestock Value ......$70,033,918.00  $283,237,000.00 
GOES TO TOWN! Industrial Payroll ... .$124,578,000.00 $610,500,000.00 
Manufacturing Payroll. .$24,577,000.00 $228,672,000.00 
New Plants & Expansion. . $4,300,000.00 $309,435,300.00 


Arkansas 


Never before in its history has Arkansas experienced 
such a tremendous increase in its spendable wealth! 
> And never before in its history has the ARKANSAS 
GAZETTE—a part of Arkansas since 1819—been 
THE ARKANSAS GAZETTE more influential throughout every part of this great 
and growing state! 
p , rw In the important Little Rock Metropolitan Market 
' alone, the sales increase during the past ten years 
THIS WHOLE, RICH MARKET! is 45% above the average for 100,000 class cities! 
Leading in advertising, in readership,” in features, 
the ARKANSAS GAZETTE is your key to the new 
wealth in Arkansas . . . a MUST for advertisers. 


134 years of Progress in 


“OVER 94% IMPORTANT HOME DELIVERY! 


Arkansas A Oazelle 


OLDEST NEWSPAPER WEST OF THE MISSISSIPPI il i ca = 
NAT. REP... . THE JOHN BUDD COMPANY j 


MAY 10, 1953 


*® “GRASS ROOTS” TEST: KTUL and KFPW have 
more LOCAL PROGRAM SPONSORS than ANY 
OTHER Network stations in these TWO RICH 
TRADE ZONES. 


Tap the billion-dollar buying power of TULSA 
and Northeastern Oklahoma — PLUS Western 
Arkansas’ rich Shopping Center, with .... . 
ONE OPERATION * ONE NETWORK — CBS 
RADIO 


ONE REPRESENTATIVE 


wartaes IAT SELLE... 
IN TWO MAJOR MARKETS! 


(Avery-Knodel, 


ATUL-KFPW 


TULSA FORT SMITH 


JOHN ESAU, Vice President-Ceneral Manager 
Affiliated with KOMA, OKLAHOMA CITY 


Inc.) 


The “SM” symbols mark original, exelu- 
_Sive estimates by SALES MANAGEMENT. 


RETAIL SALES—1952 


EFFECTIVE BUYING 


SALES AND 
ADVERTIS-| 


COUNTIES 
CITIES 


Drew. .... 

Faulkner 
Conway 

Franklin 


Fulton 
Garland 

Hot Springs 
Grant 


Greene 
Paragould 

Hempstead 
Hope 

Hot Spring 


Howard 
Independence 
Batesville 

lzard 


Jackson 
Newport 

Jefterson 
Pine Bluff 

Johnson 


Lafayette 
Lawrence 
Lee 


Lincoln 
Little River 
Logan 


Lonoke 
Madison 
Marion 


Miller 
Terarkana 
(Ark.)- 
Texarkana 
(Ter 
1ATexarkana 

M'‘ssissippi . 
Blytheville 
Osceola. . 

Monroe 

1. Texarkana is 


A and 
232 


F 2 


Metropolitan Area 


ie 4 


in Bowie County 
. See end of state for SM Metropolitan County Areas. 


43.9 
16.6 
82.7 
16.9 

5.2 
19.3 


-0227 


0067) 
.0119 


0169) 
-0072| 


| 
| 


0280 
0106 


- 0526 


0108 


. 0033 


0123 


BY) 


ESTIMATES 


ING 
CONTROLS 


Ur- 
bani- 
zation 


of 


County} 


¢ 
5.4] 

?| 25.8 
§.2) 
1.6 
5.1 34.4 


BYP ESTIMATES—1952 


! 
Net 
(add 
000) 


58,699 
23,572 
74,724 
21,812] 
6,233 
14,568! 


0027 


.0075 


.0102) 1,420 
.0322; 904 
.0004) 1,291 
.0027|1, 199)5 
0063! 755 


A per | Per 


of | Cap- |Fam- 
U.S.A.) ita | ily 


498|1,913 


686 |2 531 
763|2 ,913 
850)3, 115) 
695 2,463 


6168/2, 116 
2891/4, 110) 
0193 \1,457/4, 343 
720'2,641 


0098) 790)/2,888 


0050/1, 15813, 608 
720)2 642 
0043/1, 11513,544 


0114 1,158)4,143 


.0039) 712|2,512 
-0078; 790/2,837 


0032)1, 158/3 ,763 


0025) 6089/2, 


0091} 815)3, 


0036) 1,295)4, 


335 1, 


.0029| 626/2, 
.0056! 6952, 


0088) 72/2, 
- 0026) 


0177)1,152/4, 


532/2. 
729/2, 


0244/1, 28913, 9 


Texas, and Miller County, Arkansas 


49,360 
3,311) 
| 


20,265 
17,070} 
16,227) 
14,006) 
13, 


'423| 


3,026 


FIVE STORE GROUPS 
in thousands of dollars—add 000) 
- ee ae Buying 
Power 
Auto- Quota 


motive 


Furn- 
House- 
Radio 


General 
Mase. 


.0123 
0069 

0098 
0059) 

0111 


10,479} 
2.335 


1,620 


Before using these figures, see explanation page 11. 
© 1953 


SM, 


108 


121 
72 
117 
130 
64 


SALES MANAGEMENT 


ARKANSAS 


...one of only 3 U.S. areas 
officially designated 
last year! 


U.S. BUREAU OF CENSUS 
Special Report, January 22, 1953 


The 4th largest paid circu- 
lation of any newspaper in 
a U. S. city the size of 
Ft. Smith! CITY 

53,600 
16,800 


$7,718,400 


COUNTY 
64,100 340,100 
19,700 97,500 
$8,288,300 $266,388,000 
1952 increase, 14% 
$9,517,000 $303,469,000 
1952 increase, 15.4% 
per family increase, 17.9% 
(Sales Management, 1953 Survey of Buying Power) 


C&RTIZ 
POPULATION 
FAMILIES 
RETAIL SALES . 


NET BUYING INCOME $8,698,700 


ARKANSAS DAILIES, INC., National Representatives 
New York Los Angeles 
Chicago San Francisco 
st. Louis Cetroit 


Denver 
Memphis 
Dallas 


Kansas City 
New Orleans 
Oklahoma City 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ARKANSAS — (Continued) 


COUNTIES 
CITIES 


Montgomery 
Nevada 
Newton 


Ouachita 
Camder 

Perry 

Phillips 


Helena 


Pike 
Poinsett 
Polk. 


Pope 
Prairie 
Pulaski 


Randolph, 
St. Francis 
Forrest Cit 


Saline 


Scott 


A and A See end of state for SM Metropolitan County Areas. 
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Metropolitan Area 


Ad 


1953 


POPULATION 
ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


Fami- 
lies 
thou- Y 
sards) of 
County 


26.8 


|. 6.0 


| 


5 .0060 2.6 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1952 


%, | Per | Per 
of | Cap- |Fam- 
ita | ily 


7,478 
30.424 
9,656 


763 2, 
772 3, 
695 2, 


16,874 
10,738 
343 ,035 


747 2, 
790 2 
694 5, 


208 046 ORO6 1 


11,576 
22,169 
7,793 


27,874) 


.C050 
0095 
0034 
-0120 1, 


6.522 0028 


SM, 1953 


RETAIL SALES—1952 
qi ESTIMATES 


FIVE STORE GROUPS 
in thour ands of dollars add 000) 
Dollars 
add é | 
000 Ceneral 
Mdse. 


Auto- 
motive 


Furn- 
House- 
Radio 


Drug 


538 280 51 
426 147 1,755 175 
107 84 21 
, 107 


844 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying Qual- 
Power ity 
Quota in- 

dex 


49 
58 
42 


1 


Before us ng these figures, see explanation page 1] 
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The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 


ARKAN SAS— (Continued) 


Pry ESTIMATES EFFECTIVE. a BUYING RETAIL SALES—1952 —— 
| 
JM GD °: ESTIMATES. 1962 ESTIMATES CONTROLS 


COUNTIES ’ ’ ’ FIVE STORE GROUPS | 
| Ur- ‘in thousands of dollars— add 000) 
CITIES bani- Y 
| zation of 
thou- | % dd U.S.A. 
sands)| of 000 
| Cou 


| 
Total w// 
thou- 
sands 


Buying Qual- 
Power | ity 
Quota | In- 

dex 


Per | Per 
Cap- |Fam- 
ita | ily 


| Fami- 
of | ties 
U.S.A. Auto- | 


motive | Drug 


Furn.- | 
House- 
Radio 


General | 


Food Mase. 


0032; 48 
22,872) 2,293]  .0439) 108 
22,764) 2,204]  .0397/ 116 

| ' 

| 263 cone] 65 
44] .0024) 44 
87} .0022) 46 


5,677 
95,170 
86 ORT 


Searcy., 
Sebastian 
AFort Smith 


358 | 
11,673) 
10,139 


541 2,028) 
485 4,831 
,623 5,178 


873| 133 


780 2,709 
566 2,117) 
558 2,065 


Sevier 9,209) 
Sharp 4,869) 
Stone , ‘ , 4, 


1,740 
° 315) 
0018 731) 
0299, 95 
0189! 122 


Union 14.5) 46.4 
Fl Dorado ; O15 7.8 

Van’ Buren 2.6 

Washington 


-0302\1 
0183/1 


,420 4,838 ° 9,925 
,752 5,459 36, OF 22 | 6,470 
-0021 506 1,829 640 
-0241 1,070 3,692 10,725 


12,514 
10 959! 

756) 
9,590 


1,744 
1,499) 

76 
1,312 


15.1) 45.8 
Fayetteville 5.3 


Springdale 2.0 


White 

warcey 
Woedruff 
Yell 


Total Above 
Cities 


State Total 


Per Capita Sales 
Per Family Sales 


ARKANSAS— @%) Metropolitan 


Fort Smith 

Little Rock-North 
Little Rock 
Texarkana 


CALIFORNIA — Counties and Cities — 


California state map—page 236 


City 


Alameda 
Albany 
Alhambra 
Anaheim 
Antioch 
Arcadia 
Auburn 
Bakersfield 
Bell... 
Belvedere 
ship 
Berkeley 
Beverly Hills 
Brawley 
Burbank 
Burlingame 


Town 


Calexico 


Carmel-by-the-Sea. Monterey 


Chic 0 
Chula Vista 
Compton 
Corona 
Culver City 
Daly City 
Delano 

El Cajon 
El Centro 
El Cerrito 
El Monte 
Escondido 
Eureka 
Fresno 
Fullerton 
Gardena. 
Gilroy 


A and A See end of state for SM Metropolitan County Areas 
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10.7 
2.0 
4.6 
3.7 


0040 
0117 
0082 


| 


490.1 3120! 153.0 


1,907.4) 1.2137) 529.5 


50 64.1, .0408, 19.7 


202.5 
102.2 


81 
217 


-1288, 60.2 
-0650,; 29.6 


Pop 
in 

County thous 
Alameda 

Alameda 

Los Angeles 

Orange 

Contra Costa 

Los Angeles 

Plac er 

Kern 


Los Angeles 


Los Angeles 
Alameda 
Los Angeles 
Imperial 
Los Angeles 
San Mateo 
Imperial 


Butte 

San Diego 
Los Angeles 
Riverside 
Los Angeles 
San Mateo 
Kern 

San Diego 
Imperial 
Contra Costa 
Los Angeles 
San Diego 
Humboldt 
Fresno 
Orange 

Los Angeles 


Santa Clara 


33.0 


74.7 


78.1 
48.5 


0110)1,384' 4,804 
.0036 1,319 4,221 


-0122 
00311, 


747 2,645) 
124.3,541 
574 2,285) 
669 2,333 


1,794,014) 


95,170, .0410 1,485/4,831 
| 


- 1478 1,694 5,698 
-0501 1,138 3,930 


343,035 
116,319 


NUMBER OF OUTLETS 


GM | FHR | D 


i) — | 


z>un wnat w & Ww 


Of we es eS 


— 
UauUn@mnmwuwn 


(Other Pacific States 
p. 543; Washington, 


0180) 
0117) 
| 


19,148 


22,376 

14, 152| .0087| 
9,587 
7,250 


762 ,381 


1,395, 13) 
ri) 
2,635 


County Areas 


~ 82,883 


216,839 
84,184 


City 


Glendale 

Grass Valley 
Hanford. . 
Hawthorne 
Hayward 
Hermosa Beac h 


Indio. ee 
Inglewood 

La Mesa , 
Laguna Beach. . 
Lodi ; 
Long Beach 
Los Angeles 
Lynwood 
Madera 
Martinez 
Marysville 
Maywood 
Merced 
Modesto 
Monrovia 
Montebello 


Monterey Park... 


Monterey 

Napa 

National C ity. 

Newport Beach. 

North 
Sacramento 

Oakland. .. 

Oceanside 

Ontario. 

Oroville 


© SM, 1953. 


0136) 2,091 


-0059' 2,084 
-0044) 1,959) 


.0506| 4,207) 


1326 3,602 
-0514 2,844 


.Los Angeles 


.Los Angeles 
Huntington Park. 


.Los Angeles 


Orange. . 
.Los Angeles 


..Contra Costa 


5,401 
2,715 


4,163} 
1,610) 
2,084 
1,061! 


135,429) 83,347) 42,459 


300,478) 
158 
567 


36 
131 


14,341, 11,673 3,578 
41,957 


20,719 


10,779 
3,832 


37,498) 
9,289 


Oregon, 
p. 653.) 


Pop 
in. 


County thous.) 


Nevada 
Kings 

Los Angeles 
Alameda 


Los Angeles 
Riverside. . 


San Diego 


San Joaquin 
Los Angeles 


Los Angeles 
Madera 


Yuba 

Los Angeles 
Merced 
Stanislaus 
Los Angeles 
Los Angeles 
Los Angeles 
Monterey . 
Napa. 

San Diego 
Orange 


— Nee wre 
wn wu sb 


wn 


Sacramento 
Alameda 

San Dieg« 

San Bernardino 
Butte 


27. 9 
5.8 
(Continued on page 242) _ 


7,763 


196,635] 22,813 


69,278, 307,190 39,272 


} 


161) 
580 


22,872 2,293 


48,030 7,194 
15,122) 2,4 


tr R= we 
oun SS 


o> moe 


o= 
m= © 


: 
nN ‘ 
onrnonn ow wu =3¢ 


° 


0132} 113 
0061) 149 
| 
6 .0150| +62 
0050} 125 
0064! 55 
-0048| 59 


840 
276 


99 
340 
200 


3630) 116 


21 
74 


.0439| 108 


-1394 108 
0534 82 


Nu MBER OF OUTLETS 


|GM|FHR| A | 


D 


—_ 
ow N ws 


te 


Before us'ng these figures, see fe explanation page il. 


SALES. MANAGEMENT 


To sell Cosmetics 
to inland Californians 


(AND WESTERN NEVADANS) 


Here’s a real shortcut to beauty —the shortcut to the big, 
thriving cosmetic market of inland California ... That shortcut © SACRAMENTO 
is the Beeline, a five-station radio combination that gives you KFBK 


THE MOST LISTENERS More than any competitive combina- KWG © STOCKTON 

tion of local stations ... more than the 2 leading San Francisco s 

stations and the 3 leading Los Angeles stations combined. aPAQ © FRESNO 
(BMB State Area Report) 


LOWEST COST PER THOUSAND More audience plus favor- 
able Beeline combination rates naturally means lowest cost per K oN © BAKERSFIELD 
thousand listeners. (BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 3%4-billion-dollar market 
— inland California and western Nevada. 


McCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA = Paul H. Raymer, National Representative 
MAY 10, 1953 


SHASTA 


CONTRA 


. 
. 
Aberne'e 
AOokions 
. 


Cities shown are those having net 


Effective Buying Income of $15 million 


and over 


1950 Net Effective Buying Income 


2 In excess of $150 Million 


fii] $75 Million to $149.9 Million 


| $40 Million to $74.9 Million 


EE } $15 Million to $39.9 Million RRSH GARSARS 


AN BERNARDINO 


VENTURA 


AN BERNARDINO 
Btu ment 
A rors 
© SOendee . 
A * 
vy ed neeies 


Seale of Miles C h 
opyrghe b 
° 25 50 75 had 4 


G 


SALES MANAGEMENT 


bi 


TOP COVE RAGE ...to corral top nail sales 


No other network...no other medium...gives you the mass coverage 
of the rich, fast-growing West delivered by NBC Western Network! 


How do you reach the most people prove that—day or night — your 
..- for the least money...in the message on NBC Western Network 
fabulous Pacific Coast market? reaches more radio homes than 
There’s just one answer: buying are reached by any other network. 
radio time on the great NBC Sell your product or service to 
Western Network. the fast-growing, fast-buying 

Yes, rates on NBC Western Net- millions in the West over the NBC 
work are lower than rates on any Western Network. For complete 
network serving this great market! details, consult your nearest NBC 


And the most recent figures Sales Office today. 


WESTERN NETWORK 
NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 


HOLLYWOOD « SAN FRANCISCO ¢ CHICAGO e NEW YORK 
MAY 10, 


THESE FACTS ABOUT 
METROPOLITAN 
OAKLAND AREA fg-x- 


F 


llameda and Cor fa Counttes 


Lo" the Metropolitan Oakland Area 


is a Great and Growing Billion Dollar 
Market, separate from any other Market, 
and 3rd on the Pacific Coast 


L— only The Tribune, with the 


Greatest Home Delivered Circulation in 
Northern California, gives complete cov- 
erage of the Metropolitan Oakland Area 


The Tribune has the largest total advertising linage in Northern California 


CA L i £ Oo RNIA bec, (Continued) The ‘“‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
: iN f 

JM Bir BYP ESTIMATES 1952 BYP Estimates CONTROLS 


COUNTIES FIVE STORE GROUPS 


Ur- in thousands of dollars. add 000 
Total Fami- | bani- % Per Per Buying Qual- 
thou- of lies | zation of Cap- Fam- Power | ity 
sands) |U. S.A. (thou- | % |U. S.A.) ita | ily ) . S.A. General | Furn.- Auto- Quota 
sands)| of | Mdse. House- | motive 
County Radio 


CITIES 


Metropolitan Area 


s 


Alameda 5020! 263.6) 94.7 | 1,511, .6513| 1,916 5,735 . r : | 139,316) 71,128 164,823 
Oakland 7| 2581) 138.2 770,223' .3318]1,890'5,573 : 4103) ,973| 122,503) 56,186) 105,744 
Berkeley 5| .0754| 38.! 210,496} .0907|1,776|5, 467 26,512} .077% 286 9,653} 7,043) 21,074 
Alameda 7 0459 : 38,161) 0595] 1,916/6,007 1,391} 2,804) 11,222 
Hayward 24.3) .0155 1 ,027} .0190]1,812/5, 950} 70) ,739| 3,569| 3,283] 9,352 
San Leandro 31.7) 0202 $76, 0304/2, 2380/7, 212 2,077 1,473 8,473 
Albany 5) 0124 ; 7 0176/2,001/6,575) r, . 16: 207 677 6, 663 

Alpine .2, .0001 : .0002'2,175/4, 350 : 

Amador 2). .103}  .0061/1,533/4,701 992). ; 1,649 

Butte » Wp ; ’ .0452 1,463 4,317 i r y ’ : 17,141 
Chico ( | 21,12: 0091)1,637/4,801 : 0228 7,6 3, . 9,211 
Oroville ! 37 3} ,286| .0036/1,429/3, 603 2, : 67 2, ‘ 4,967 

Calaveras si ‘ ‘ | ,0065|1,481 4,442 

Colusa 3. t , .0081|1, 533 4,835) 


Contra Costa 6) .2228 0! 71. ' .2152|1,429'4,945) 1755) 104,931 
Richmond 0648! 29.! /831|  .0779/1,776/6,172 40,897 ! M9) 2, 0712 
Pittsburg 0088 25,664) .0111/1,846/6,260] 26,759) 7,477, 3,3 ' 2,62 9: 0122 
Martinez 0058 17,277} .0074/1,899/6, 170 “156 4,,299| 77 105: 0082 
El Cerrito 0166 55, 465} .0239)2, 125.6 ,933 ,493 P 7,637 i of 376 is O183 
Antioch 5| 0092 28,800} .0124|1,986/6,545 .763| 5, 164 : 05: 2,207 31.0107 

Del Norte 0! .0087 12,857} .0055|1,429/4,433 ‘ 3,177 453! .0060 

E! Dorado 0106 0) 23. 23,268! .0101|1,303'3. 878] 6,352 .0102 

| | i 

Freano 7) 1988 .7| 86. 477,187, .2065|1,851/5, 147 2258) 3, r 29, 797, 10,200} .2096 
aSeune 0657, 3 187,160| .0806/1,81215,672] 240,918 73| | 42, 24,362) 16, ’ 8,033]  .0976 
Reedley 5| .0029 ; 7,134) .0031|1,585/5,488] 13,818) 0084) 619 Ai 285] .0047 

B 3 16.1/ .0103 .0 19.5] 24,967; .0108'1,551'4,993] 22,633 .0138! 2,148 374] .0116 
A2 76.4 .0486 .6| 42.7 | 137,067) .0590'1,794/5,572] 104,306, . 10,304, 6, 20,914, 1,927] .0584 
25 0160 2) 48,289} .0208/1,916'5, 889 60,744). 6,918 38 16,404) 1,050) .0247 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11. 
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locatet==»- 


KYCV > REDDING }|—_ BROADCASTING SYSTEM ie . 


e 


; 


KHSL - : VINE STREET. 


OD 28, CALIFORNIA > ~ 
y 


Represented Nationally by 
JOHN BLAIR G COMPANY 


WILLET H. BROWN 
President 


WARD D. INGRIM 
Executive Vice-President 


NORMAN BOGGS 
Vice-President in Charge of Sales 


10 


ATTENTION TIMEBUYERS 
Bakersfield, California (Kem County) 


NOW A 


METROPOLITAN COUNTY AREA 


POTENTIAL 


BUYING INCOME 
$456,518,000 


POPULATION 
257,000 


RETAIL SALES 
$292,646,000 


KERO 


CALIFORNIA— (Continued) 
POPULATION 


ESTIMATES 
1/1/83 


INCOME—FAMILY MARKET INDEX 
$6,023 200 


—NIELSEN COVERAGE SURVEY — 
DAYTIME . 44,440 
NIGHTTIME .. . . 38,980 


AFFILIATE 
Represented Nationally by Avery-Knodel, Inc. 


The ‘SM’ symbols mark original, exclu- 

sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 

ING 
CONTROLS 


EFFECTIVE BUYING 
IN 
BYP ESTIMATES —1952 


RETAIL SALES—1952 
BYP estimates 


FIVE STORE GROUPS 
(in thousands of dollars —add 000) 


COUNTIES | | | 
| Ur- | | 
CITIES Fami- | bani- % Per | Per | ty 
lies | zation | of | Cap-|Fam- | [ | 
hou- | % .S.A. ita | ily ) U. Per | General | Furn- | 
House- | 


of 000 | | | Mdse. 

| i Radio | 
-0421|1,833/5,720] 87,642, .0536) 5,125 1, 907| 
.0103}1,829/6,304 ,520 646) 


Auto- 
motive 


Metropolitan Area 


imperial 
Fl Centro 


15,122) 
8,389) 


| 
ee 49.1 


-0193 
Brawley 


Calexico 
Inyo.. 
Kern 
A Bakersfield 
Taft 
Delano 


.0071|1,359/4,982 
00411 ,428/5,893 
.0102|1,846 5,496 
.1967|1,776|6 023 
.0367|2,143/6,715 
-0029/1,707/5, 691 
.0070/ 1603/5, 839 


754] 
844 
320 
,646 
633 
7,920) 
,755| 


-O115 
0078 
0118 
1789) 
-0909 
0110 
-0109 


507| 
234) 
518) 
16,843! 
11,376 


2,886 
1,379] 
3,738 
54,398) 
32,129) 
6,692 


6,128 
3,205 
335) 
491 


.0065 3,866) 
| ' 


i 

563) osre| 

32,365) ‘0198 

13,422| .0082| 

19,676 “0120| 
1 


-0316 

0066, 
-0080 
0125) 
.0037} 


Kings 
Hanford 

Lake 

Lassen 
Susanville 


.0327|1, 533 5,280) 
0073|1,620/5, 105 
.0059 | 1 ,080/3 024 
.0147/1,742'5,597 
0046/1, 846/5,949 


11,041) 
6,358) 
1,581 
6,259 
5,578 


1,432 
816 
494 
712 
508 


16, 
13, 
48.5 34, 140| 


10,708 


2,983 
mt 884 


14,083) 759) 


410,893)1,015,718/199, 501 


| | | 

| | 
D7] 83} 4,540.5) 2.6891|/1,551.1 97.5 | 8,463,588) 3.6463|1,864 5,457 ail 3.4748; 3,664|1,364,165) 693,615 
A and A See end of state for SM Metropolitan © SM, 1953. 


Los Angeles. . 


3.4434) 119 


County Areas. Before using these figures, see explanation page 11 


Write today for 


SALES MANAGEMENT'S © 
1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


Qo7" 


by 41”... in 6 colors . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more . . . Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . 1953. 


. all metropolitan areas clearly defined . . 


. . City population indicated, as of January 1, 


PRICE: $3.50 a single copy . . . $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


LOS ANGELES MARKET 
THIRD IN AMERICA 


NATIONAL RANKING 


Population. - + * * * ° THIRD 
Effective Buying Income - - THIRD 
Total Retail Sales . + + ° THIRD 
Automotive Sales . + + ° FIRST 
Food Store Sales . - . SECOND 
Drug Store Sales . - + * SECOND 


LOS ANGELES TIMES 
FIRST IN ITS FIELD 


TIMES RANKING IN ITS FIELO 


Total Advertising. - + * ° FIRST 
Display Advertising - - - ° FIRST 
General Advertising - + * ° FIRST 
Classified Advertising - + ° FIRST 
Daily and Sunday Circulation . FIRST 
Home-Delivered Circulation. - FIRST 


LOS ANGELES 


Market Data from Sal 
les Management's Surve j 
he of B 
een Source: Media Records. itech oe 
ublishers’ Statements, September 30, 1952 re 


REPRESENTED BY C 
RESMER AND WOO 
MAY 10, 1953 DWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA, AND SA 
, N FRANCISCO 


241 


You can’t measure Los Angeles County by geography. You have to 


measure-it by buy-ography. It is America’s No. 3 Market... for every- 


thing people eat, use, wear. But, in the same swift breath, it is America’s 


No.1 Market on wheels* You have to have a car to get around; and 


you can't get around without being exposed to Outdoor Advertising. 


Los Angeles County has more cars than all but four states in 
the U.S., one of which is California. There are more personal 
cars than residence telephones; more families with two cars 
than with no car... because a car is an absolute necessity. 


CALIFORNIA — (Continued) 


(Continued from page 234) 


(ity 


Oxnard 
Palm prings 
Palo Alto 
Pasadena 
Paso Roble 
Petaluma 
Pittsburg 
Pomona 
Porterville 
Red Bluff 
Redding 
Redland 
Redondo Beach 
Redwood City 
Reedley 
Richmond 
Riversice 
Roseville 
sacrament« 
alina 

in Bernard 
yan Bruno 
in Carlo 

Dievo 
i Perna 


Ir 


COUNTIES 
CITIES 


ALos Angel 


Long Beach 


A and. 


Map Code 


See end of st 


County 


Ventura 
Riverside 

Santa Clara 

Los Angeles 
San Luis Obispo 
Sonoma 
Contra Co 
Los Angele 
lulare 


sta 


Tehama 

Shasta 

San Bernardino 
Los Angele 

san Mateo 
lresno 

ontra Costa 


Civersicte 


Placer 
sacramento 
Montere 
in Bernardino 
in Mateo 
San Mateo 
san Die 


Los Angel 


JM 


Total 
thou- 
sands 


of 


Metropolitan Area 


1 


U.S.A 


Pop 
in 
thous 


POPULATION 
ESTIMATES 


1/53 


Fami- 
lies 
thou- 

sards 


ate for SM Metropolitan County Areas 


NuMBER OF OUTLETS 
GM FHR A 


18 


5 


32 


i) 


= Or 
“2 OO = Rw 


oO = 


Nu sw 


7 


su 
18 15 


EFFECTIVE BUYING 


Ur- 


bani- 
zation 


Net 
Dollars 
add 


Per 
of 
U.S.A. ita 
of 
County 


PACIFIC ¢ JUTDOOR ADVERTISING CO. 


995 North Mission Road, Los Angeles 33, California 


SM INCOME 
ESTIMATES — 1952 


Per 
Cap- Fam- 


ily 


1.6743) 1,84615, 389 


2248/1, 968 5,266 


2,967,091 


City 


San Mateo 
San Rafael 
Santa Ana 
Santa Barbara 
Santa Cruz 
Santa Monica 
Santa Maria 
Santa Paula 
Santa Rosa 
San Luis Obispo 
South 

San Francisco 
South Gate 
South Pasadena 
Stockton 
Susanville 
laft 
lorrance 
Tracy 
Tulare 
Turlock 
Ukiah 
Vallejo 
Ventura 
Visalia 
Wat 
Whittier 
Woodland 
Yreka City 


onville 


Dollars 
add 


1.8140 


sRO ASH 23R2 


© SM, 1953 


County 


San Mateo 
Marin 
Orange 


Santa Barbara 


Santa Cruz 
Los Angeles 


Santa Barbara 


Ventura 
Sonoma 


San Luis 


San Mateo 
Los Angeles 
Los Angeles 
San Joaquin 
Lassen 
Kern 

Los Angele 
san Joaquin 
Tulare 
Stanislau 
Mendox ino 
Solano 
Ventura 
Pulare 
Santa Cruz 
Los Angele 
Yolo 


Siskiyou 


RETAIL SALES 


Obispo 


The ‘‘SM”’ 


symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


Pop 
thous 


52.1 
15.8 
50.9 
47.4 
22.5 
74.0 
11.1 


1952 


ESTIMATES 


in thousands of dollars 


General 


FIVE STORE GROUPS 
add 000 


Auto- 
motive 


Furn- 
House- 
Radio 


Mase. 


in 506 81 


FHR 


Drug 


108.272 


12 


545 


NUMBER OF OUTLETS 
| GM 


17 
10 


SALES AND 
ADVERTIS- 


IN 
CONTROLS 


Buying Qual- 

Power _ ity 

Quota = In- 
dex 


1.6492 


21768 1290 


Before using these figures, see explanation page 11 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 


IBM listings of data in the "Survey of Buying Power’, regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


retail 
advertisers know 
) the Los Angeles Evening 
HERALD-EXPRESS 
to be a newspaper 
of tremendous 


RESPONSE-2AUiy/ 


from the 


LOS ANGELES EVENING 


“Los Angeles’ FIRST Metropolitan Newspaper’ 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
MAY 10, 1953 


CALIF 0 RN | A — (Continued) ; ee ‘ oi | = The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


} SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—-1952 ADVERTIS- 


ESTIMATES INCOME 
BY 1/1/53 CLD estinares—tose 
COUNTIES > 3 -_ 


Ur- 
CITIES . a % Per | Per a 
i ' of | Cap- |Fam- 


. S.A.) ita | ily 000) sates ‘ Auto- 


(in thousands of dollars—add 000) 


Food » motive 


} 
} 


—— —— a 
Pasadena 5 ; 218,814) .0043/1,933/5,526] 242,888) . 45,206 51,381] A 46 528 
Glendale 3} .0708 5} 224,900 0969/2, 021 5,553 178,917] . 42,490) 22,118) ; 46,515 
Santa Monica 7 0471) 2 074) + .0578)1,812/4,984) 137,169 29,825) 16,184) ; 29, 408 
Beverly Hills 30.1) 0192 001] .0504/3,887/10636} 131,678) . | 14,479 2,285) 13, 26,884 
Burbank 0522) 4 84,241) .0708/2,003/6,245 97,302) . 26,482) 4,692) 5, 28, 043 
Inglewood 51.5} .0328 065} .0448/2,021/6,015] 90,986 21,001) 16,743) 15, 200) 


Alhambra 5 0337 | s 268) -0454) 1986/5, 690 jie . 17,773) 5,655 


Huntington 


Park... 3 0192 55,040) enh ,829}4,625] 82,954). 13,094, 9,990 7,819] 
Compton 56.1} .0357] ,571| .0451/1,864/6,188) 71,331]. | 15,825 ,686} 2,829) : 0428 
Pomona... 39.2) 0249) 5,538) .0282)1,672)5, 201 64,480) .0% 13,892) ,289} 5,289) = 12, .0309 
South Gate 52.2) 0332} 5,479] .0454/2,021/6,270] 45,063) .0% 16,539 760| 2,244) -0376 
Whittier. . . 3 0192) 51,356) .0264/2,038/5,900 47,776 0292) 10,509 , 064 3,601 3, .0258 
San Fernando 0092| | 23,: 0100) 1 ,620)5,301 32,216) . | 6,627 031 1,600! 2 -0128) 
Monrovia... ‘ | O144 ; 38,757 0167'1,707)5, 100 28,415) . 8,697) 995 2,004 966) 0165) 
Culver City. 7 0178 55, | 0239) 1,986 6, O89 26 695 : 6,840) 432) 900} 5,430) .0204} 
Arcadia 0185} 9.6 56,915] .0288|2,299/6,970] 25, 284] 8,563 328| 851 95% .0228 
El Monte | .0059 : 14 0074) 1,864/5,716 24,763| . | 3,389| ,533) 2,296 7 0004 
San Gabriel 22.6] .0144) 7 9,987} .0215)2,212]7,141 24,146) . 10,972] 366 2! : 0181 
Redondo Beach 3} .0186) f 53,577, .0231/1,829/5,640 23,490). 10,535 786 , ’ -0196) 
Lynwood | .0196 | 50,082] .0259)1,951'6,259] 21,385] 0131) 8,746 472| -0208) 
Bell 0106} 5.8) 31,705} .0137/1,899'5, 466 19,790 8,771 853} , ; .0126 
Gardena O11 ! e 0139/1,846/5,983 18,028} . 3,394) 386| f -0125 
Hermosa Beach 3.3) .0085 3,86 0103) 1,794/4,870) 17,243). 4,172| 7 , 0100 
Torrance 35.4) .0225 ¢ ,055) .0298/1,951'6,335 17,021] 6,140 : 618 2,142} -0225) 
Maywood 3) .0091) 27,403} .0118/1,916/5,373] 16,190} 0099} 4,067 , ; -0107} 
Belvedere | | | | | } | 


Township 0315 | 3.! 0316|1,481/6, 265) 16, 125) | 9.472 . y 0251| 
Montebello 27 0172 57 0248|2, 125|7 ,023 15,183). 4,957] 23 0186) 
Hawthorne O119 f 34, .0147|1, 82915, 999 j 5,523) ¢ k 3 ‘ -0125 
South Pasadena| 3] .0116) 39,845) .0172|2,177/5,947] —13,: | 3,892 0134 
Monterey Park 5.1} -0160) ; .0219|2, 02116, 038 2,958) . } 4,707] ! X 0165) 
Madera .7| 0266 11.8) 38. .0235|1, 306/4,817 ! i 12,495, 1, 0249 

Madera 0075) .0074]1,463/5,078 776]. 6,086} 1, j ; 0101) 
Marin... j8 5 .6| 79. | .0845|2,021 6,651 |. 29,113) 0711) 

San Rafael... 8} .0101) 33, 0145}2, 125|6, 457 636) 8, 690] 76 10,077 0171) 


Mariposa ’ | 6 ; 0029/1 ,341/4, 191 -0021 452 -0027 
Mendocino 0} 0287} 13.7) 30. 388) .0290|1,498/4,919) 0299 8,720 0292) 

Ukiah. 0044) 2 421] .0049/1,655/4,966 8, o112| . 752} 4,240 0067} 
Merced 9} .0489|  22.4| 31. 872) .0491|1,481/5,084] 92,581, .0568) 4.133 20, 14,725} 2,517] .0813 


Merced A } f 30,050 012911, 70715,366 288) 0314 ‘ | 7 1,054 .0181) 


Modoe 8. 0} 29. 16,558} .0071|1,690)5,519 , ’ 319] 0076 
Mono... . & .7| 3,367| .0015|1,603/4,810 | Me Ree. at 0014 
Monterey...... 8). 8) 54. 232,298) .1001)1,551/5,304 y ‘ | 8,821 029) 4,419) = . 1003 
Salinas. . ‘ q ‘ 38,020) .0164/2,055/6,444 R F 2, 289 3| 2,443 , 1,574 0219 
Monterey... .. 7) .o119| 31,928} .0138|1,707|5,505] 37, 86: 840} 2,241 693] .0162 
Carmel-by-the | 
Sea..... f P 9,216 0040 1881/6, 144 3, J | 426). . 437 .0050 


| | 
Napa ‘ ; 84,795} .0365'1,603/5, 768 : ; : : 1,969 : 1,196] .0340 
Napa o100| 0126/1,864/5,419)  35,772|  .0219| 102’ 3,831! ~—1,688' 8,878 985]. 0149 


© SM, 1953. Before using these figures, see explanation page 11. 


Not a REview ... but a PREview 


of next month’s retail sales volume in 200 cities. In every first-of-the-month issue SALES MANAGEMENT fore- 
casts what the month’s retail sales will be in more than 200 leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


” METROPOLITAN 
LOS ANGELES 


KBIG —the Catalina 


You reach it best with Island Station delivers 
Los Angeles, San Diego and 


105 other incorporated cities 

PLUS vast rural populations 

in eight big counties. 
10,000 watts at 740 ke Ask us now for 


New KBIG Coverage Map 


and Market Statistics Brochure. 


Represented by 


Robert Meeker & Associates, Inc. 
KBIG brings your 


sales message to 5,887,135 people JOHN POOLE 
over an area of 


26,799 square miles BROADCASTING CO. 
| KBIG © KBIF © KPIK 


6540 Sunset Boulevard 


/ / 


Giant Economy Package of 


Hollywood 28, California 
HEmpsteod 3205 


Southern California Radio 


MAY 10, 1953 


* 


WEST HOLLIDAY CO. INC., IN THE WEST AND THE JOHN W. CULLEN CO. IN THE EAST 


complete coverage of all the news in the county. 


@ Offering advertisers (national or local) maximum coverage of one of 


America’s richest markets at lowest cost. 


REPRESENTED NATIONALLY BY 


Che Register (OF SANTA ANA) 


NOW is Orange County's 
HOME Newspaper’ ... 


@ Offering subscribers throughout the county (over 30,000 of them) 


- 


CALIFORNIA W— (Continued) 


COUNTIES 
CITIES 


Nevada 
Crass Valley 
Nevada City 
Grass Valley 
Orange 
25anta Ana 
Anaheim 
Fullerton 
Newport Beach 


Laguna Beach 


Placer 
Roseville 
Auburn 

Plumas 

Riverside 

\ Riverside 
Palm Springs 
Corona 
1 Indio 


Sacramento 
ASacramento 
North 

Sacramento 

San Benito 


2 A special 


Metropolitan Area 


ic 6 


Total 
thou- 
sands 


POPULATION 
ESTIMATES 
1/1/83 


Ur- 
| Fami- | bani- 
of lies 
U.S. A. (thou- 

sands of 


‘ 


County 


0126 9 39.2 
-00651| 
0034 
- 1559 
0324 
O13 
0123 
Ol 
0048 


~ 
~ 
nn 
= 


ce to to Go &@ & te 
a 
N 
o 


.1999) 
.0929 


97.2 74.8 
47.0 
0045 2.2 
0097 4.7 34.1 


| zation 


EFFECTIVE BUYING 


INCOME 
ESTIMATES 1962 


Net ¢ 
Dollars of 
add U.S. A. 
000 


Per Per 
Cap- Fam- 
ita ily 


736 01111 
11,042 0048\1,380 4,247 
7,714 0033) 1,429 4,286 
.824 1708 1,6204,845 
5, 906 0374 1,707\5,112 
0123 1,603\4,756 
0149 1,704 5,246 
0121/1,776,4,924 
0056 1,724 4,973 


,533 


0312 1,585 5,276 
0066) 1620/4, 808 
0035 )|1,655/4 , 506 
-0114 1,864 5, 754 
. 10851, 306 4,009 
0344/1, 603/4, 897 
0070 1 ,898/3 ,887 
0060 1,289 4,217 
.0033 1,306 4,056 


| 
. 2623/1 , 864 6,025) 
429 1260)2 ,003 6 ,222 


in) 0058 1,800 6,127 


444 =. 0092 1.411 4,563 


14,705 
10,805 
274,688) 
92,185 
26,080 
23,645 
22,972 


19,349 
| 


49,402 
16,991 
5,245) 
16,125 
214,509 
83,728 
14,364 
12,903 
16,604 


382,701 
304,510 


17, 159 


14,655 


1 A special Census report released too late for consideration in this Survey indicates that the population 
of Indio as of December 8, 1952 


was 6.5 thousand; the number of households was 2.1 thousand. 


Census report released too late for consideration in this Survey indicates that the population of 


. 2340 


-0090 3,118 


T 


he ‘‘SM’ 


symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


RETAIL SALES-—-1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars-- add 000) 


General 
Mase. | 
| 


-0130 3,083 


0090 


0066 
- 1679 
0564 


0159 
0145 
0140 
0118 


-0302 


0104 
0093 


0099 
1311 


0512 


. 0088 


0079 
0102 


91, 


1862 60, 066 , 557 


O105 6,323 


4,162 


419 
730 


Santa Ana city as of October 23, 1952 was 52.4 thousand; the number of households was 17.6 thousand. 


Furn.- Auto- | 
House- | motive | 
Radio 


829 3,556 
695 
639 

18,375 

9,038 
1,793 
1,838 
1,047 
1,059 


3,074} 
2,437) 
51,655 
20,869 


2,655 
1,200 
837) 
331 
10,505 
6,599 
215 
858 
213 


9,888 
5, 688 
2,487 
2,680 
33,545) 
19,695 

740 
1,985 
3,921) 


30,261 
26,659 


63,707| 1 
59,108) 1 


1,337 3,513 
749 2,874 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Quota | 


-0119 


0061 
0043 
1670 
0421 

0132 

0143 

0123 

0073 


-0305 
0076 
0052 

-0105 

1181 

.0389 
0072 
0068 
0055 


432 
449 
726 
6,283 
2,519 
1,090 
350} 
317 


2,596] 
0,764 


- 2363 
1374 


410 
394) 


0070 
0092 


156 


95 


A and A See end of state for SM Metropolitan County Areas. 
Before using these figures, see explanation page 11. 


© SM, 1953 


Metropolitan Area Section, pages 170-217, contains summary of all 225 areas, -per family sales in retail 
and 12 store groups, ranking in 20 factors, and listings according to size and volume in 8 population and 


sales 


factors. 


SALES MANAGEMENT 


MAY 10, 


bet 


eeeeuvesese 


LIKE CALIFORNIA WITHOUT THE 
BILUON DOLLAR VALLEY OF THE BEES 


But even a clock without hands isn’t as preposterous as trying 
to cover California without including the Billion Dollar Valley of 
the Bees. This inland area has more buying power than San Francisco 
and Oakland conenee. So make sure your schedule includes the Valley’s 


Svsrnensness Mig CLATCHY NEWSPAPERS 


A Ns RAE oO AEN LEN ANE A I GP 


THE SACRAMENTO BEE e THE FRESNO ‘BEE . THE MODESTO BEE 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


© Heart of the 3-county Target Market of Northern California 
© Bright spot in the nation by every measurement of the new Survey of 
Buying Power. Outstanding in growth, wealth and sales. 
. Effective Buying Income per family—$6, 107, 
call-bulletin— 20% above the national average! 


© First on ad schedules for measurable results 
. Balanced circulation that matches wealth ana 
sales in the big 3 Target Market 
. Lowest Target Market milline rate. 
.San Francisco's No. | Grocery Product 
medium (first in both national and retail 
grocery linage). 


San Francisco's Leading Evening Newspaper the call-bulletin 


*San Fran San Mateo and Marin C onaily represented by Moloney, Regan & Schmitt, Inc 


CA AL L I F 0 be N I A- ake (Continued) The “SM” symbols mark. ‘original, exclu- 


sive estimates by SALES MANAGEMENT, 


—T SALES AND 
ADVERTIS- 


ING 
CONTROLS 


POPULATION errecrive BUYING RETAIL SALES—1952 
1/1/83 JH) ESTIMATES— 1952 ESTIMATES 


COUNTIES - Tue? : bE : aes Xi ~~ FIVE STORE GROUPS 
| (in thousands of dollars—add 000) 
CITIES % ty P ad Buying 


er 
. S.A.) ita | ily 000 . S.A. - Auto- Quota 
5 motive 


San Bernardino 
ASan Ber- 
nardino 
Ontario- U pland 
Ontario 
Redlands 


2128 1,633/4,8 


-0526/ 1 ,655/5, 104 
0260) 1 ,633) 4,989 
0197/1, 6387/5, 020 


26,921] 
12,883} 
9,015 


45,919 


26 , 563 
9,718 
8,737 


.0122/1,429/4, 442 24,537| .0150} 6,708] : 2,040) 4,344 

} 

San Diego E9 [oe .6) 82. pom im 5,093] 717,687) .4387| 3,239) 175, 1101 ,787| 60,661] 131,327) 
ASan Diego | .3372|1,724 5,264) 520,565! 318: 111,406 718| 40,306} 102,811) 
National City. .0191) 1637/5, 283 24,105) . 8,868] 1,698 4,500 
Escondido... . -0048)1 ,481)4, 502 23,371) . 4,518) 950; = 2,110 6,352 
Oceanside .0130|1,603/4,709] 21,066 29| 6,021) 848} 1,284 4,594 
Chula Vista... .0177|1 , 881/5,775 18,863) .0115) 7,148| 541 a "495 2,136 
La Mesa. .0094| f .0118|1,864/5, 480 14,965]. 4,325) 419) 2, ‘110 3,724) 
El Cajon 0058/1 ,481/4,647 13,999). 3,850} 1, 199| 1,224) 1,645 

San Francisco... .18 5 .7017/2,038 5,809) 1,176,074) .7191| 4, 254,540! 147,719! 90,300) 169,996) 33,047 

A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


Before using these figures, see explanation page 11. 


JUST ONE “BUY” 


San Diego Union 
and 


EVENING TRIBUNE 
THE MOST 


IMPORTANT CORNER 
; IN THE U.S.A. 


SAN DIEGO 


CALIFORNIA 


GIVES YOUR PRODUCT 
SATURATION ADVERTISING- 
COVERAGE OF THE 


SAN DIEGO MARKET 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


The Summary of All Data by States appears on page 218. 


SALES MANAGEMENT 


Wide circle coverage plus 
greater audience... 


SUNDAY 


DAILY 


KNBC SECOND DOMINANT TOP TV LARGEST CIRCULATION 
RADIO STATION STATION NEWSPAPER 


make KNBC, San Francisco, 
Northern California’s No. 1 
advertising medium 


WIDE CIRCLE COVERAGE 


KNBC’s 50,000 watt non-directional trans- 
mitter blankets the great San Francisco- 
Oakland Metropolitan Market — and all the 
thriving plus-markets of Northern California. 
.. Narrow elipse represents coverage pattern 
of the other two dominant 50,000 watt, direc- 
tional transmitters...Tiny circle represents 
Northern California’s TV coverage. 


GREATER AUDIENCE 


Bars represent homes reached by KNBC, San 
Francisco...by second dominant radio station 
...by dominant TV station...and by circulation 
of Northern California’s largest circulation 
newspaper, 

Actual figures (Nielson) :-- KNBC, night, 1,402,100... 
2nd station, night, 1,215,910.,..Top TV station, night, 


496,130... Largest circulation newspaper (Standard Rate 
& Data) daily, 215,362; Sunday, 527,095. 


Re Bt: BC SAN FRANCISCO 


Represented by NBC Spot Sales. In the Southern States, by Bomar Lowrance and Associates, Inc., Charlotte, North Carolina and Atlanta, Georgia 
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After all, in any market 


only one newspaper is 
Newspaper Number One 
—and no “story” 

can change that. 


The San Francisco Examiner 


CALIFORNIA — (Continued) live estimates by SALES. MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES -1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 GD ESTIMATES 1952 @D ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- | Coun- in thousands of dollars add 000 
Total % Fami-  bani- % Per Per ty Buying |Qual- 
thou- of lies zation of | Cap- Fam- of Sales Power | ity 
sands) U % . S.A. ita | ily 000) U.S.A.) Per General | Furn.- Auto- Quota | In 
000 Fam- | Food Mase. House- | motive Drug 
ily Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


Adan Francisco 799.1 5084 ,628,890) .7017/2,038)5,800) 1,176,074 7191 254,540! 147,719 90,390) 169,996) 33,047 
San Joaquin 223.3, .1421 . > 357,936 .1542'1,603'5,374) 257,909 .1576| 3,873; 60,005 20,237 17,589, 48,816, 5,828) 
AStockton 76.8 0489 22. 795 0611/1,846 6,330 167,271 - 1023 32,174 16,180 33,587) 3,838 
Lodi 15.0) 0005 2,212 0096 1,481 4,272 26,807 0164 6,064 2,046 P 6,607 756 
Tracy 9.6 0061 2 ,547, 0063) 1,515 5,016 16,354 0100 nae 1,310 427 2,999 461 


San Luis Obispo 57.3, .0365 , . 857; .0353/ 1,429 4,308 72,517 .0444) 3,817 5,037 , 13,175 1,658) 
San Luis Obispo 15.6; 0099 5.3 28,526) 0123/1, 829/5, 382 32,992) .0202 7,28 3,136 2,2 7,827 574 
Paso Robles 6.5) 0041 ‘ 286 .0040'1,429 4,221 17,384, 0106 333 1,069 95 447 


A and A See end of state for SM Metropalitan County Areas ™ SM, 1953 


tte Sa Santa Barbara DOUBLES 
U.S. in Retail Sales Increase 


Here’s a 50,000 population Southern California market that is 
really on the increase! Comparing Santa Barbara’s rate of 
increase with that of the nation for 1951, 1952 shows Santa 
Barbara has increased 16% while the nation as a whole has 
3 gone up only 8%. 


Endorsed by Sales Management as ore of the NEW potential 
metropolitan county areas. COVER THIS FAST MOVING 
50,000 POP. MARKET COMPLETELY with the 


SANTA BARBARA NEWS-PRESS 


REPRESENTED NATIONALLY BY CRESMER AND WOODWARD 


SALES MANAGEMENT 


METROPOLITAN* 


STOCKTON Keeps Growing, 


(CALIFORNIA) 


Central 1950 Population 1952 Population* * 


California's 

Independent, 201 ,000 22 3 , 3 00 
Isolated Metropolitan Stockton consumers 1952 Effective Buying Income 
was $357,936,000 and 1952 Retail Sales totaled $257,909,000 


(Figures from 1953 Survey of Buying Power) 
SAN FRAN 


Don’t Overlook this Key Market of Over 259,000 Customers in 
California’s Inland Valley . . . Covered Only by the— 


*Standard hoe CIRCULATION 

ne > =" StocktonaasarRercord 
**1953 Survey ee 3 Publisher's Statement 2 

s Buying LOS ANGE ~— 6 months ending —_ ee 

ower Sept. 30, 1952 ABC Represented nationally by Cresmer & Woodward, Inc. 


area ale CALIFORNIA— (Continued) 


SALES AND 
POPULATION gle re RETAIL SALES —1952 ADVERTIS- 


ESTIMATES ING 
1/1/53 ESTIMATES 1952 JM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- | in thousands of dollars add 000 
Total Fami- | bani- 


thou- of lies | zation | | | Power | ity 
sands) U.S.A. ‘thou-| % .S.A.) ita | ily General | Furn.- | Auto- | Quota | In- 
sands)| of 000) | F | Food | Mdse. | House- | motive | Drug dex 

County’ | i | Radio 


COUNTIES 


CITIES Buying |Qual- 


Metropolitan Area 


aw 
oS 


San Mateo 1820, 89.9) 93.1 642,943 .2770/2,247'7,152 ° .1478| 2,689 218 273} 13,145; 42,222) 5,836] .2192) 120 
San Mateo 52. 0332 16.1 126, 168 0544 2, 422|7 ,837 OM 0294 3,383 98 3,918 4,302, 1,276 0427) 120 
Burlingame r -O138 ¢ 54,816 .0236/2,526/7,213 2,978) .0263 3, 932) 2, 15,07 1,043 -0225) 165 
Redwood City 31.6] 0201 64,413| .0278/2,0386,573 ,373|  .0253 | 12,2 2,966 ,677| 7,167] = 994] .0285) 127 
Daly City O15 5.6 36,993 0159 2055/6, 606 it O11 5,: 57] Pak 30! 7,736) 474 0136) 118 
San Bruno 5.3 0097 34,112 0147 2,230 7,258 5,636) 0102 PY 3é { 3, 167) 332 0124] 128 
San Carlos f 0118 t 46,404 .0200)2,508)8, 286 15, .0093} 5, 53% 7 5. 565 318 0152) 129 
South San | | 

Francisco 24.3 O155 2 51,640 222'2,125)7, 172 3,519} 0083) 5,33 71K Se 966 210 0167) 108 
Santa Barbara . -0676 -2| 64, 177,556. 672 5,192 : -0898| 4,298 , ‘ ’ 25,104, 4,830) .0787) 116 
Santa Bar | | 

bara 7.4, .0302 5 78,454 338 1,655/4,873 O1, 11% 0557 9,876 3,614 30% 15,500) 3,168 0397; 131 
Santa Maria l 007 1 3.6 20,493 846 5,693 27 , 702 O169 7 1,369 7 6,679 540 0109) 154 


A and A See end of state for SM Metropolitan. County ‘Areas. © SM, 1953. Before using these figures, see explanation page 11 


About Santa Barbara 


@ Now recognized as a metropolitan 
market by Sales Menegement. 


@ Radio homes in the ar heye 
+ 33% 


increased since 1946 . 


@ Daytime listening to KiST has 
increased since 1948 ., . 48% 


@ Nighttime listening to KiST has 
increased since 1948 .. , 33% 


@ KIST LEADS ALL STATIONS 
HEARD IN SANTA BARBARA 


NBC for California's Santa Barbora-Ventura-Oxnard °*""'"" ““> “'ovttime 


AIREA Represented by George P. Hollingbery Compony 


Table of Contents is on Pages 1, 3 and 5 
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50,000,000 Western Headquarters 
coming to Metropolitan SAN JOSE! 


Mh 


Yes, there are a lot of Fords in our future! A 160-acre site will house Ford's 
new west-coast headquarters here. The 1,000,000 sq. ft. plant will employ 
4,000 and have an annual output of 150,000 cars and trucks. 


SS 


Ford is the newest in the "blue chip" industries* locating in Metropolitan 
San Jose. Imagine the impact on San Jose's already rich market, which 
still maintains a healthy balance between agriculture and industry! 


REPRESENTED NATIONALLY 
BY WEST-HOLIDAY, INC. 


* Other post-war blue chips: 
Westinghouse, General Electric, 
Monsanto Chemical, Fiberglas, 


NY International Business totes any 


Sylvania Electric, International 


THIS RICH RESPONSIVE MARKET COVERED ONLY BY Minerals and Chemicals, and 


Eastman Kodak. 


San dose Merry ae 
is _— ER ee HALF 


ASE NEW S our dollars 


aati al 


bp DE RN EWS PAP 


y $! 
MORE THAN 75,000 CIRCULATION — UP 75°o IN 8 YEAR 


LESS THAN 4% DUPLICATION 


CAL | F Oo R N | A _ (Continued) The “SM” symbols mark original, exclu- 


- sive estimates by SALES MANAGEMENT. 


“SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 


, a he 
> STIMATES INCOM 
JM Bir ESTIMATES— 1952 ESTIMATES CONTROLS 


, FIVE STORE GROUPS | 
in thousands of dollars —add 000) 
% | Per | Per / sf eee Buying |Quai- 
of Cap- Fam- 
sands) |U. S. A.) (thou- Me U.S.A.) ita | ily 000 | Furn.- | Auto- 
| | . | House- | motive 


COUNTIES 
CITIES 


Santa Clara eo . 8) 74. .2435 1,724 5,665 : .2292| 3, 90,766 534) y 60, 264 
ASan Jose 2} .0650) 32.3 174,494] .0752/1,707/5,402 41,609} 27,228) 323} 33,275 
10,242 r 3, 12,912 
Gilroy 5.6 0036 ¢ 8,778 0038' 1,568 4,620 3, 13% 0080 3,018 | 1,870 
Santa Cruz 7.0463) e : 102,567, .0442|1,411 3,827 976} .0520, 3,171| 24,330 030) ,884| 12,598 
Santa Crus 5; 0143) 30,968) .0133/1,376/3,519 ud .0258! 11,566 & ‘ 7,275 
Watsonville 0078 21,849) .0004/1,776)5,202} 27,571) .0169 ,063| 369] 4,556] 
Shasta 4 0244 : 64,201, .0277/1,672/5, 136 . .0336' 4,406 i 898) ' 12,057 
Redding 0069; 3 21,068 .0091/1,951'5,544] 37,227). 0228 
| } | | | | 
Sierra 4 3) 0015 7 3,605 .0015 1,567 5, 180 ,564) .0010) 2,234 258 
Siskiyou .3} 0199, 10.3) 19.4 52,330) .0226 1,672 5,081 .433| .0217) 3,440 ' 5,917; 1.045) 
Yreka City 3.4) .0022 5,805) .0025)1,707|5,277 881) .0073 | ,503} 203| 336 | 2,598} 433 
Solano 130 4) 0798 , 220,652) .0950 1,760|5,776 : -0787| 3,371) ; | 7,484) 25,877 | 2,787 
Vallejo ! 0223 2 59,929! .0258'1,707/6,514 71,7 0438 7 5,895 5,624) 18,441) 1,413 
A and A See end of state for SM Metropolitan County Areas 
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Palo Alto 31.4 0200 i 68 368 0295 2,177/6,511 5 , 50¢ -0339 


| ; 3,213 10,997 


© SM, 1953 ; Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


TO TEST THE WEST- W777 
MEMES STAR - FREE PRESS 


to find out which way Western winds 


will blow for your product 3 i is BEST! 


the complete coverage of the Ventura 


County Star-Free Press ... in wealthy, A JOHN P. SCRIPPS NEWSPAPER 


versatile Ventura County, California — a 


FOR COMPLETE INFORMATION, CONTACT 


WEST-HOLLIDAY CO., INC. 


market immune to outside influences. 


The “SM"" symbols “mark original, excl 

sive estimates by SALES MANAGEMENT. ; C A LI 1 FO R N I A- wae (Continued) 
2s ont aew et a ie ia SALES AND 
POPULATION EFPECTIVE _ BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES ING 
4 1/1/83 I ESTIMATES—1982 ESTIMATES CONTROLS 


| | | FIVE STORE GROUPS 
Ur- | in thousands of dollars—add 000) 
Total | ™ | Fami- | bani- Net % | Per | Per a | / ty g aah? > Buying |Qual- 
(thou- i i Dollars | of |Cap-|Fam-| ( | ity 
sands) U.S. A. /f add \U. S.A.) ita | ily U.S.A.) P General Furn.- Auto- In- 
000) | | Mdse. | House- | motive dex 

i : Radio 

= = os ae mapsntns 


COUNTIES 
CITIES 


Metropolitan Area 


= we 3 “i ae ; = | 
Sonoma...... 8 . 168, 9,697) 073211, 481 4,489 -190} .0979) 4,238) 31,284 10,225) 7,956} 20,542) 3, ° 110 
Santa Rosa. . 9.9) .0127 7.2] 2,938] -0142|1,655)4,575 9,§ -0366) | 9,832 6,248) 5,367| 10,024] 2,102) 0: 162 
Petaluma 3 rp 3.9) 20,474 .0088}1,812|5,250 2,302) .0259 5,448 1,710 1,513 1 1937) 2% -0136| 189 
Stanislaus ° 6) . -8) 41. 207 ,546 0894 1, 445 |4,738 ° 1141) 4,260) 36,259 15,195) 8,077) 36, ‘a4 106 
Modesto... 9.4) .0123 34,805) .0150/1,794/5,044) 101,938) .0623) 15,477) 11,381) 4,410) 23,324) 2,363 0% 233 
Turlock Ez Bo A 13,582} .0059/1,968/5, 659 25,369) .0155 4,664 1,463) 1,296 4,774| S 193 


Sutter . ‘ | . , 42,055, .0181|1,481/4,779 20,359 0124) 2,314 7,165 170 1,674 o 91 
| | 


| | 

Tehama ‘= } t ; 30,849; .0133 1,498)4,604 23,674] oval 3,533 5,166 | 812) 3,600 ° | 104 
Red Bluff x .003% | | 8,335) .0036/1,603'5, 200 14,363} .0088 | | 2,833 863] 2,632) y 0051) 155 

Trinity . d : aad 5,978; .0025 1,150/3,146 3,434) .0021) 1,807) 1,484 | Gir cckses | -0026; 79 

Tulare : .1) 32. 220,502) .0950'1,359 4,584 167,802] -1025) 3,484) 45,253 , 336} 8,132] 30,032) 3, -0989, 96 
Visalia 2.6} .0080 .0} 24,803} .0107|1,968)6,201 37,443). 229| | 7, 287 | 2,778) 8,410 .0138| 173 


| 
Tulare 3.8) 0088 | 22,352 0096/1 ,620)5, 452 33,605! .0205) 6,221 1,57 74\ 6, 762| .0127) 144 
5,096} 2,990 2,109) 7,479) 7 0084) 183 

| 


Porterville 3 0046 10,428) .0045/1,428/4,345 28 ,367 - } 

| | 

Tuolumne 9} .0082 6}..... 20,678; .0089 1,603 4,595 13,861; .0084) 3,080) 3, 937| 578) 626 a 0086) 105 
Ventura -0825 : . 225,745 .0973/1,742'5,988] 127,886) .0782) 3,392) 35,443) 8,817) 6,209; 24,675 -0886) 107 


Ventura 7 0112 5.9} 37,402 0161/2, 1256 ,339 49,060 0300) | 10, ‘084 5,345 2,339 12,453) 0193) 172 


Oxnard 26.7) .0170 5 44,19 3) -0190 1, 655)5,892 32,475 O18 09| 8,335) 1,688 1,657} 5,553 .0189) 111 
Santa Paula 2.2} .0078 3.6 19,555; .0084/1,603\5,432 15,222 0093 3,966) 853 1,267) 4,002) .0086; 110 
Yolo > .0287 , ° 66,782) .0288|1,481/4,947 44,843, .0274 — 14,600} 2,67) 1,148) 9,836! ° .0283 
Woodland 10.3 0066 3 19,554) .0084)1,8985,925 24,293; .O1 43} 5,045] 1,753) 828) 6,905 . .0100 

| 
Yuba -0170 ‘ ° ~_ po es 47,401, .0290 6,082! 9,405) 3,705 2,031; 10,521) 
Marysville 0052 2.5) 11,427; .0049)1,411}4,571 41,713) .0255 6,363 3,293 1,876) 10,413 


Total Above | | 
Cities 7,306.6 6495 2,449.9 13,78 men 5.9267 |1,883/5,615}11,297,529) 6.9072 2,553 ,826'1,343, 884) 824,722 2,151,719 362,328] 5.9663) 


State Total 11,713.8 7.4535 3,829.1 .7 |20,708 357) 8.9216 1,768 5,408]13,998,972) 8.5584) 3,656 3,464,135)1,451,828, 925,830 2,429,975 432,922] 8 5191 114 


Per Capita Sales a 1,195 296 124 79 207 37 
Per Family Sales 3,656 | 905) 379) 242| 635] 113)... 


£ + ALIFORNIA— | Metropolitan ‘County. ‘Areas 


Fresno . ‘ .7| 56. ,157; .20551, 551 5, 147 369,371| 2288 ey 985) 86 ,982 ~ 29, 357 21, 797, 64,525) 10,200}  .2096, 107 
Los Angeles , 785. : 633.0) 96. 3.8172|1,852 5,426] 5,958,296) 3.6427 3,649 1,430,016) 706,194 429,268 1,067,373/208,234) 3.6104) 119 
Sacramento ; ° A : ’ .2523/1,8646,025] 382,701) .2340' 3,937) 91,609) 40,504 30,261) 63,707 12,596]  .2363) 118 
San Bernardino A ‘ ‘ ) , .2128 1,5334,870] 320,137) .1957| 3,157, 86,133) 26,773 17,558) 45,919 10,656 2061; 101 
San Diego. . ‘ : : : : 1,128,651) .4862/1,655 5,093) 717,687) .4387| 3,239 175,110) 64,787 50,661) 131,327 22,885)  .4615) 106 
San Francisco- | | } | | | 

Oakland..... : ; : -0 | 4,699,837, 2.0247|1,921,5,856] 2,914,149 1.7817) 3, 764,307, 328,659 205,186, 461,396 83,124] 1.8583 119 
San Jose....... ‘ : : . 565,339 .24351,7245,665) 374,873 .2292) 3, 90,766 35,534, 24,628 60,264 11,518} .2323) 111 
Stockton ; . ‘ : ‘ 357,936 .1542'1,6035,374) 257,909 .1576) 3, 60,005 20,237, 17,589 48,816 5,828 
Bakersfield : ‘ : ‘ 456,518, .1967,1.7766,023] 292,646) .1789) 3, 74,041, 28,060, 16,843) 64,398 6,128 
Riverside 122 : : 251,743) .1085 1,3064,009) 214,509 .1311) 3, 55,570 14,314 10,605 33,645 6,283 
Santa Barbara -067 . . 177,556; .0765 1,6725,192] 146.998) .0898) 4, 32,822 6,677 8,963 25, 104 4,830) 


SM, 1953. Before using these figures, see explanation page 11. 


‘ 


See Farm Section, pages 79 to 95 for gross farm income by states and counties. 
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[a | D | 


COLORAD 


mortal 


ADAMS 


TET ERSON 


DENVER 


BPAPAWOE 


TELLER 


Pueblo 


COSTHLA 


1950 Net Effective Buying Income 


cs, | In excess of $150 Million 


Cities shown are those having net a hada 
} $75 Million to $149.9 Million 


Effective Buying Income of $15 million f ~~ = 


Se $40 Million to $74.9 Million and over dich tie Mads Aemielloaidy Sh ehine Copyright by 
A | 8 i E 1 F | G 
For explanation of map symbols, see “State Maps,” page 
: cas (Other Mountain States: Arizona, p. 227; Idaho, p. 301; Montana, p 
* 0 4 0 R A D 2) — Counties and Cities 440; Nevada, p. 448; New Mexico, 463; Utah, p. 635; Wyoming, p. 676.) 


Pop Pop 
(in NUMBER OF OUTLETS 


in NUMBER OF OUTLE 
City County thous I GM |FHR A D City County thous 


\lamosa Alamosa 17 2 Greeley Weld 20.9 
Boulder Boulder 2] 40 22 La Junta Otero 
Colorado Springs .El Paso 8 126 ; Lamar Prowers 
Denver Denver 8.311,010 2 2 7 Longmont Boulder 
Durango La Plata f . Loveland Larimer. 
Englewood Arapahoe 20.! : Pueblo Pueblo 
Fort Collins Larimer . Sterling Logan 

Fort Morgan Morgan , 7 d Trinidad Las Animas 
Grand Junction Mesa 


a 


NNNN Ze Ds 
te 
ee ed 


Une wm 


™ SM, 1953 ‘ Before using these figures, see explanation page 11 


For setting quotas on a territorial basis, see cross index to states in the same 


geographic areas at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


bright spot 
of the 
nation 


DENVER METROPOLITAN 
POPULATION... 


UP 6% IN LAST YEAR 

UP 11% SINCE 1950 CENSUS 
UP 53% SINCE 1940 CENSUS 
NOW 625,300* 


Here’s growth that’s both spectacular and consistent. Equally important, you can sell 
this rapidly expanding market with the economy of single medium coverage. In 
Metropolitan Denver, 9 out of 10 of your prospects read The Denver Post. 


CIRCULATION \—l= ‘i 
Dail 222,134 oat ; 
ontte 350,243 SZ) THE DENVER POST 
Empire Magazine and Comics 380,106 eS The Voice of the Rocky Mountain Empire 
A.8 bs sey — eer C—O PALMER HOYT, EDITOR AMD PUBLISHER 
september 4 > 


7 R , Notionally by Moloney, Regon & Schmitt, Inc 
*Source 1953 Survey of Buying Power epresented Notionally by ney 9 
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co LOR ADO— (Continued) 


COUNTIES 
CITIES 


Adams 

Alamosa 
Alamosa 

Arapahoe 
Englewood 


Archuleta.... 
Baca...... 
Bent 


Boulder 
Boulder 
Longmont 

Chaffee 

Cheyenne 


Clear Creek 
Conejos 
Costilla 


Crowley 
Custer. . 
Delta... 


Denver... 
ADenver.... 

Dolores. .... 

Douglas 


Eagle. . 
Elbert 
El Paso 
Colorado 
Springs 


Fremont 
Garfield... 
Gilpin 


Grand... 
Gunnison 
Hinsdale. . 


Huerfano 
Jackson 
Jefferson 


Ges s cceves 
Kit Carson 
CBDicccccccecs 


Durango. .... 
Larimer 


Fort Collins... .}.. 


Loveland...... 
Las Animas..... 
Trinidad. .... 


Lincoln 
Logan 

Sterling 
Mesa... 

Grand Junction 


Mineral 
Moffat. . 
Montezuma 


Montrose 
Morgan 
Fort Morgan, 


Phillips epesens 


iG 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


7p ESTIMATES 
v8 


Total 


( 


thou- 
sands) 


48.9 
10.9) 

5.3| 
60.7) 


A and A See end of state for SM 


256 


% | Fami- 
of 


lies 
U. $. A.| (thou- 


sands) | 


-0311 
- 0069 
.0034 
.0387 
.0130 


.0098 
.0045 
0165) 
.0076| 


00. 18| 
.0273 
0097] 

| 
.0004 
-0040) 
0066 
.0120 
.0034 
.0171 
.0050: 


0013 
0011 
-0032 


Metropolitan County y Areas. 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1952 


JM 


73,847 
15,068 
8,082 
101,211 
34,766 


2,439 
10,540, 
11,150) 


08,083 
28 , 836 
12,720 
8,927) 
4,141 

| 
4,923) 
8,957 
3,699 


5,328 
1,413 
16,956 


766 ,431 
766,431 
2,812 
4,718 


6,097 
4,616 
116,443 


73,959 


19,457) 
16,473 


11,129) 


17,992 
11,489) 
69,871] 
18,869 
9,208 


26,465 


U. 


.0064|1,382'5, 
0035) 1,525|5, 
.0436 1,667 
-0150) 1, 696 


0055) 1 ,069)3, 665 


-0034] 1,282! 4, 184 
.0108|1,425/4,917 
-0050) 1 ,539}5, 245 
.0232) 1, 254/4, 106 
.0103| 1,567/4, 995 


-0003) 1,154 
-0044/ 1,624) 5,594 
meds 3,728 


.0071|1,054/3,499 


091,243 Tea 
.0029'1,311/4,4 


% Per 
of | Cap- 
S. AS ita 


-0319) 1525/4, 


-0084/1 ,040/3, 
-0071) 1,339) 
-0003) 1,013 


-0513 1 ,767\5, 


-0019'1,411 14, 


“0268! 1, "768!4, ‘073 
008i}1, 225/3,931 
0040} 1, 297/3 , 837; 

1,026)3,727 


4,040} 


0105! 1 ,282/4,573 


.0035|1,510! 4,797 
0153/1, "325/4,496 
.0058} 1,710 5,402 


0011/1 ,282|3,663 


16,143 
14,363 
80,448) 
26 343 
12,508) 
18,560 
15,170 


1,560 
8,280! .0051 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
BY Estimates 


aoe STORE Sys 
in thousands of dollars—add 000) 
Buying 
Power 


General 


Auto- 
motive 


270) 
48 
1,003 


134,244 
134,244 
337 

31 


161 
112 
8,330 


6,016 


936 
762 
23 


1,963 


127 
255 


1,414) 551) 


© SM, 1953. 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


The SM" symbols mark original, exclu- 
sive Sive_estimates by SALES MANAGEMENT. _ 


POPULATION 
ESTIMATES 


RETAIL SALES—1952 

JSM ESTIMATES 

~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| SALES ; AND 
= 


NG 
CONT ROLS 


EFFECTIVE BUYING 


@y INCOME 
ESTIMATES—1952 


COUNTIES 
CITIES Net ) 
Dollars of Fam-' 


Buying | Qual- 
Cap- 
(add =|U.S.A) ita | ily 
000) 


Power | ity 
Auto- Quota | In- 
motive dex 


General | Furn.- 


Metropolitan Area 


2,374) .0010/1,396)4,748 
19,148} .0083'1,197)3, 989) 
10,899} .0047|1,282/ 4,954 
134,447|  .0579|1,354/4, 802 
110, 117| saab bec wane 
| .0039| 1,624) 5,584 
.0062/1,111/4,044 
0055 1,383/4,493 


Pitkin 
Prowers 


.0010 
0113} 
0069] 
0594) 


.0479) 


Lamar. . 
Pueblo... 
APueblo 


0114 
-0595 
-0519 19,481 


6,514 15,645 


Rio Blanco. 
Rio Grande 
Routt 


8,934 
14,557 
12,581) 

| 


.0048 0041) 


0073) 


2,250 
2,592 


189 
612 
206 


1,661 
3,202 
1,605 


6,114) 
2,287| 
— 
7,098) 
1,454) 
2,498) 

| 


Saguache 
San Juan 
San Miguel 


114 


| 

| 
.0026)1 ,054)4, 076 
-0010|1,625|5,718 
“Te 


Sedgwick 
Summit... . 
Teller 


.0031|1,339/4,732 
.0006 1,212/ 3,635] 
.0011|1,041 3,123 


8,995 
a 


Washington 

Weld 
Greeley 

Yuma. 


2,340 
13,907 
7,605 
2,443 


0038) 1, 168)3,748 
.0392\1, 297 4,862 
-0139)1 coe 800 
-0064)1, 339) 4,286 


3,625 
32, 158 


15, 000) 3,041) 


; Teaches pea : 

Total Above } | | = 
Cities 1,187,541) -5116 1,628 5, 086 181, on 

| 

| 


mae “a ame siantniginane i—— -— 


67, ord 221,343 


.9898| 3,716, 347,150 


State Total 1,433.1) .9117) 435.7) 62.7 1,618,945 208,115) 83,673 311,488 


2,077,630) -8951/1,450 4,768 


Per Capita Sales of , ies 


Per Family Sales 


1,130 242) 144 
480) 


3,716 797 4 a 


Cc ° LOR LORAD O— & Metropolitan “County | ‘Areas 


772,143 3,927 143, 330| 31,532 
3,473 20,034) 2,286 


1,060, 589) -4570/1, 696 5,395 
134,447| .0579]1,354/4,802 


Denver 

Pueblo 
Colorado 
Springs 


“159, 377| 138,8 875) 39,105 
22, 356) 14,806 6,514 


~ 4721 
- 0695 


40.7 
81.2 


196.6 
28.0 


3979 
-0632) 


625.3) 
99.3 


4496) | 113 
0504) 94 
| 


13, 951 | 4,423) 0528) _ 
eei—C ONNEC T ‘IC U , ee Counties and | Cities 


NUMBER OF OUTLE TS 


97,251 


| | 
as. -0531} 27.0 73.1 116, 443) -0502 1, 396 4, 313) 93, 290) .0570| 3,455) 20, 661| 8, 330) 7, 463 


(Other New England States: Maine, p. 369; Massachusetts, 
New Hampshire, p. 449; Rhode Island, p. 572; Vermont, p 
Conn. state map—page 268 


Pop 
(in 
thous.) 


NUMBER OF OUTLETS 


County City County 


New Haven 
Fairfield. .. 
Hartford. . 
Fairfield. .. 
New Haven 
Hartford. . 
Fairfield. . 
Hartford. . 
Hartford. . 
New Haven 
Middlesex 
New Haven 
Hartford 


Bridgeport. 
Bristol 
Danbury. . 
Derby 
East Hartford. . 
Greenwich... 
Hartford. ... 
Manchester. . 
Meriden.. 
Middletown 
Naugatuck 
New Brit: ain 


*Withheld to avoid disclosure, 


ej io FHR| A 


94) 
766| 
133} 
112 

64) 

50} 


62| 
10] 


15) 


New Haven 


New London... 
Norwalk....... 


Norwich.... . 
Putnam City 
Stamford. . 
Stratford 
Torrington 


Wallingford... . 


Waterbury 


West Hartford... 


West Haven 


Williamantic 


. New Haven 
New London 


. Fairfield. . . 


..New London... 


. Windham 
Fairfield. . 
Fairfield. . . 
Litchfield 
New Haven 
New Haven 
Hartford. . 
New Haven 
Windham 


81| 
16 
14| 
12 


GM | HR) A 


89 
31 
34 
15 
11 
37 
12 2 
28) 13 
14 6 
55 55 
12 16 
9 16 
21! 8 


Before using these figures, see explanation page 11 


Copyright Notice 


COPYRIGHT 


and Rights to Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power quotas, farm income and value added by manufacturer 


are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 
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Business is always good in BRIDGEPORT 


The Bridgeport Metropolitan Area is 
nd in the Nation in Effective Buying Income 


in both PER FAMILY *7,167 


and PER CAPITA ‘2,076: 


U.S. ..06 


Source 
Saies Management 
May, 1953 


= THE BRIDGEPORT POST 

j en STRIME SETTLED Only The POST-TELEGRA 
ue ig ~Be Te. ie 

' gc a> RT Sin 


can effectively help you grasp your 
big sales opportunity in the rich Bridgeport Market... . 
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bate 100% COVERAGE OF THE ABC CITY ZONE. 
100% COVERAGE OF THE METROPOLITAN AREA. 


76% COVERAGE OF THE AEC CITY & RETAIL TRADING ZONES. 


Ps 


Represented Nationally by MOLONEY, REGAN & SCHMITT 
C Oo NWN — [ a4 = U bs —_ (Continued) The “‘SM’’ symbols mark original, exclu 


sive estimates by SALES MANAGEMENT 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES OME ING 
JSM 1/1/53 BY) ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


| Ur- (in thousands of dollars — add 000 
Fami- | bani- % Per Per r Buying Qual- 
of lies | zation of Cap- Fam- | Power | ity 
~ S.A. (thou | S.A.) ita | ily 000 . S.A. | General = Furn.- Auto- Quota | In- 
sands of Food Mdse. House- motive Drug dex 
County Radio 


CITIES 


Metropolitan Area 


= 
s 


Fairfield 528.3 .3362 153.0 85.4] 1,086,559 .4724 2,076 7,167] 726,709, .4442 4,750 210,853 47,457 44,037. 116,958 21,596 -4367 130 
ABridgeport 163.5 1040 47.7 $13,671 1351,1,918'6,576 289,776 1772 79,080 30, 866 19,548 41,016 9,550) 1415) 136 
AStamford 77.9 0496 22.1 183,029) .0789'2,350 8, 282 112,101 O65 28,711 4,887 8,131 26,634 2,781 0699 14) 
ANorwalk 52.6 0335 15.6 119, 468 0515 2.271 iF 6581 69,354 0424 18,181 3,022 4,131 13.389 I 956 0452) 135 

A and A See end of state for SM Metropolitan County Areas. © SM, , 1953. 


Before using these figures, see , explanation page 11. 


You need WICC—AM & TV Bridgeport to cover one of 
the richest markets in the country, serving southern Connecticut 
and Long Island. 


SALES MANAGEMENT 


You Cant Miss 


Norwalk . . . with $7,658 family income . . . 
is the that taps 
Fairfield County’s 


BIG BUYING POWER 


shopping center mid- 


TITICUS* 6 RIDGEFIELO 
= \EOOPER SS ORIDA 
V weit a On 
Neer GEOhseTOWN aN 
SPANONDALE =} 
: \@WESTON 
— - \ *HURLOUTI 
=—eHIGH erie cis A ‘ 


NEW- ey ee 


22N WILTON 


= CRANBURY }o WESTDORT PO. 
= ne W CANAAN? 


= ’ oa ‘t Qwest an vk 
woooway® e eam 
DARIEN or 


wleron J i 5 
fi) 


with THIS Target! 


One of the best per family shopping centers in the country . . . right 
in the middle of the county with the highest sales per family in the 
state. And remember—Connecticut leads all 48 states in family buy- 


ing power. 


Throughout the entire trading area shown in this map family income 
averages $7,167—but peaks much higher in individual communities. 
All highways from these towns tunnel into Norwalk. As a result, 
Norwalk is to more than 90,000 people who are really 
worthwhile in your selling plans 


“down town” 


Whether you're selling staples or “optional” 
pocketbooks can buy your products . 


items, their well-padded 
with plenty of dollars to 
spare. And you can be sure they'll buy when you advertise in the 
Hour. It’s far out in front of any incoming paper in coverage, reader 
ship, advertising response. 


Represented by the Julius Mathews Special Agency, Inc 
New York — Chicago — Boston — Philadelphia — Detroit — Pittsburgh — Syracuse 


Family 


77,900 
$183,029,000 
.$112,101,000 
$ 28,711,000 


Population 
$8,282 
$5,072 
$1,299 


Income 
Retail Sales ... 
Food Sales 


42 % 


Per Exceeds U.S. 
Per Family by 


63% 


48% 


STAMFORD —Connecticut's Richest Large Market 
Highest Per Family Income of all Connecticut 
Cities over 50,000 population—$8,282 


Per Exceeds U.S. 
Family Per Family by 


$ 368 87% 
$1,205 96% 
$ 126 22% 


Furn.-Hshld.Sales$ 8,131,000 
Automotive Sales$ 26,634,000 


Drug Sales $ 2,781,000 


Quality of Market Index — 14] 


To sell Connecticut's Richest Large Market, you need the Advocate. 


STAMFORD ADVOCATE 


MAY 10, 1953 


C 
- * OUN TS 
“, 
S 4 o~ in a market 
oa where the average family income is 


50% higher than the U. S. average 


34% higher than the State average 
Reach This Rich Market At Little Cost With 
GREENWICH TIME 


Greenwich, Connecticut. 


BOGNER AND MARTIN, National Representatives 


C Oo N N E re TICUT — (Continued) The ‘‘SM’’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


; a | SALES AND 

POPULATION ervenrive BUYING RETAIL SALES—1952 ADVERTIS- 
' IN 

JM Bis @D ESTIMATES— 1952 ESTIMATES CONTROLS 

COUNTIES giisa ~ ne FIVE STORE GROUPS — : % 


CITIES 


Ur- | (in thousands of dollars—add 000) 
Fami- | bani- Net % Per | Per t t la aiaithdeehscaaisicteplinaimaaeadattimiin 
of lies |zation}| Dollars | of Cap- | Fam- | | 
sands) |U. S.A.) (thou- | % (add = |U. S.A) ita | ily 
sands) | of 000 | 
— 
Danbury 22 41,664] 0179 1,860)6,410 474) .0309) ' 3,965) 
Stratford 222 87,463 0377|2,506\8,575 23,916; . | , 0 297 
Greenwich 42.9 27 2.8 117,587; .0507|2,741/9, 186 . 3: 15,055 4,214 3,091 
| | | | , 
Hartford -3)_ 3677, 161.4) 81.0 | 1,167,131) .5028,2,076.7,231] 743,110) . | 4, 189,396} 86,635) 40,351) 121,689 23, 565 -4592) 128 


Metropolitan Area 


© SM, 1953. 


Before using these figures, see explanation page 11 


Wholesale Sales Section giving estimates for wholesale centers in each state starts on page 113. 


SALES MANAGEMENT 


(5%) ‘Se. 337,400 FAMILIES WITH AVERAGE 


: INCOMES OF °6,.62 Q 


Employment is high in the rich WDRC market! Many 
thousands of families have more than one breadwinner. 
Wage scales are among the best in the country. Result — an 


average family income of $6,620. To reach this ENTIRE 


group, use radio on WDRC — Connecticut's pioneer broad- 


caster and best buy! 


@ And it’s $7,880 for the City of Hartford! 


Hartford ranks Ist in per capita and family income for all cities over 100,000 population. 


D 
VITAL STATISTICS FROM SALES MANAGEMENT MAGAZINE 
POPULATION ae _ | INCOME: 


1952 - NUMBER. OF | RETAR SES 
AREA (estimated) FAMILIES “SALES 


City of Hartford 181,400 53,200 $358,572,000 


5 


WDRC Primary Area 1,170,300 337,400 $1,440,202,000 


Represented by Raymer Walter Haase, Station Manager William Malo, Commercial Manager BAS 
. “J “ < hoes OC i sees wv 22 2 Peet ts a he. a ‘ 


S 


he Harlford, 


@ FIRST in CIRCULATION in CONNECTICUT! 


The Sunday Hartford Courant gives you MORE than any other Con- 


ui 
‘ 


i 


| 


necticut paper, morning, evening or Sunday! Net Paid March, 1953 


OVER 125,000 


@ FIRST in ADVERTISING in CONNECTICUT! 
The Sunday Hartford Courant carries MORE ad- 


vertising than any single issue of any other Con- 


iN 


necticut paper, morning, evening or Sunday! 


The Sunday Hartford Courant travels to every part 
of the Hartford trading area, an area equal in size 


to half the state of Connecticut. 


You Can't Cover Connecticut — WITHOUT THE COURANT! 


Represented Nationally by Gilman, Nicoll & Ruthman 


MAY 10, 1953 


New Britain, Connecticut . . . 
The Hardware Center of the World 


° A Steadily Growing Market .. . 


A ’ +h 1 


J 1 J rawat rine 


+ 4 t tor homo 


Stable, Dependable Market .. . 


tf + ’ 


A Concentrated Market .. . 


© Completely and Effectively Covered by 
one newspaper . . . and ONLY one newspaper 


The NEW BRITAIN HERALD 


° : The ‘‘SM"’ symbols mark original, exclu- 

CONNECTICUT — (Continued) ___ sive estimates by SALES MANAGEMENT. 
oo ea a SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES —1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 11/53 JM ESTIMATES - 1952 ESTIMATES CONTROLS 


| | FIVE STORE GROUPS 
Ur- | Coun- in thousands of dollars —add 000) | 

Fami- | bani- Net “— | Per | Per ty a 4 Buying |Qual- 

lies | zation Dollars of | Cap-|Fam- of Sales | Power | ity 

U. S.A.) (thou- |‘ add =—«U. S.A. ita | ily .S.A. Per General | Furn.- | Auto- Quota | In- 

| sands of 000 Fam- Food Mdse. | House- | motive Drug | dex 

County ily | Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


| 
— | — 
Allartford 181.4 1154) 53 2) 419,196} .1806/2,311!7,880) : 2192 70,383 70,435 20,015) 51,212) 11,37] 1791; 155 
ANew Britain 75.5 0480; 21.5 155,245) .0660/2,056)7, 221 0595 27 ,060 6,749) 6,450 12,923, 2,605) 0609; 127 
West Hartford 47.9) .0305 13.6 148,190 0638 3,004 10896 0286 17,152 1, 166 3,259) 10,400) 2,217 0466) 153 


Manchester 15.6 0227 10 4) 66, 216 (0285/1, 86016 , 367 0269 12,066 3,372!) 2,480) 6,925) 1,359) 0269) 119 


A and A See end of state for SM Metropolitan County Areas © SM, ' Before using these figures, see explanation page 11. 


MANC H ESTE R, CON N e ee e where 46 busy plants and hundreds of mod- 


ern retail shops keep local workers employed at good wages. 


1952 family income averaged $6,267—a gain of $738 over 


The Localnews impact of the Evening Herald “ 
; 1951. 
puts your messages into Manchester homes when 


buying decisions are made. 


Retail sales kept pace... with a new high of $44,079,000— 
Manchester a gain of $3,627,000 over 1951. 
e 
Evening Herald One of the many reasons for the high standing of Manchester 


Manchester. Conn is that it’s a self-contained market . . . with plants and stores 


a ee ey ee that enable local families to work and shop in Manchester. 


SALES MANAGEMENT 


Sales Management says: 


“These are the best sales prospects 


among all U. S. big city families”. 


. and Sales Management has said that about Hartford 


people for 22 of the 24 years of these Surveys. 


Hartford has the highest per Capita Effective Buying 
Income and the highest per family, among all cities of 
100.000 or more population in the nation... (55% higher 


than national average). 


Your advertising can produce more where people earn 
more... and when in a medium that these Hartford people 
read more... Yes, read more than any other. The evening 
Hartford Times is bought by far more than twice as many 
greater Hartford families as is any other daily; 43% more 
than any Sunday newspaper; 317% more than any maga- 
zine. It reaches 249% more than any known radio or 


T.V. program. 


Last year The Hartford Times carried 4 million lines 
more display advertising than did the morning and Sunday 
Hartford newspapers combined. In General and Automotive 
advertising it carried over 114 million lines more when 
allowing for liquor and Sunday supplement and Sunday 


comic advertising which The Times does not accept. 


Largest daily circulation in Connecticut 


Che Hartford Cimes 


A Gannett Newspaper 
Represented nationally by J. P. McKinney & Son New York e Chicago e San Francisco 
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more! MORE! MORE! 
You Always Get MORE in MIDDLETOWN 


The average retail sales gain for Middletown stores drew so heavily Food sales soared 78% above! 
all Connecticut cities last year was from surrounding Middlesex Coun- General merchandise 44%. Furni- 
11%. Middletown’s sales went way ty that retail sales climbed 47% ture-household-radio 51%! Auto- 


higher—up 23%! above the national family average! motive 52%! And drug 89%! 


This Greater Middletown Market (Middlesex County )—with a family 
income of $6,631 and retail sales up $16,808,000—can be sold 
thoroughly only thru the Middletown Press. No combination of in- 


coming non-local papers can match its coverage. With the Press, 


you always get more! 


Greater Middletown Middletown (City) Connecticut U.S. A. 
Total Per Family Per Family Per Family 
Population 70,600 
Families 19,800 
Income $131,291,000 
Retail Sales 
Food 
General Mdse. 
Furniture-Household 
Automotive 
Drugs 


THE MIDDLETOWN PRESS 


Middletown, Connecticut 


Represented by The Julius Mathews Special Agency, Inc. 


CONNECTICUT — (Continued) 


The “SM” symbols mark original, exclu- 

sive estimates by SALES MANAGEMENT. 

SALES AND 
Ay lL 5 EFFECTIVE BUYING RETAIL SALES—1952 — 
7 | INCOME 

JM Bar BYLD EsTIMATES—1952 GLD estimates CONTROLS 


E ~~ FIVE STORE GROUPS 
= Ur- (in thousands of dollars —add 000) 
CITIES i Total / Fami- | bani- , oy SR ot age NTS Buying |Qual- 


COUNTIES 


( — be lies | zation ; on oan ity 
sands) S.A. % . SA. i . S. v ‘0- a j- 
i motive | Drug dex 


| 
| 


, ; ee oe oe mat : es SP See eee 
Bristol... 38.0} .0242) 10, 75,161| .0824]1,978)6,896 7,653, 946] .0285) 118 
East Hartford 30.7} 0195] ‘ 67,932} .0293|2,213|8, 185 ‘ 227! 316| 514] 12,175} 1,463] .0245) 126 
Litchfield 101.8 .0648 .3) 53. 187,296] .0807|1,840/6, 181 Pd ,766| 35, ' 4,531| 18,364) 3,796) .0742) 115 


Torrington 28.1 -_ 3. 53,380} .0230}1,900/6, 355) .0253) it 7 1,943 6,875) 954] .0227| 127 


Middlesex... . 70.6) .0449 . 7 131,201] -0666 | 1 ,860/6,631 89,568) . | 4, ’ ° 3,713) 12,832) 2,850 a 120 
Middletown. . . 31.1 0198 n 59,665) .0257/1,918'7,553 47,690! . ,343) 2,343 7,353) 1,542) 0256! 129 


“© SM, 1953. Before using these figures, see explanation page 11. 
264 SALES MANAGEMENT 


Let's Take Food First . . . 78% Above the U.S. Average 


Salesmen's and dealer's enthusiasm for the Reg- miles. It is the news and shopping hub for 
ister is a well known fact. Here are some of 101,800 people with $187,296,000 income .. . 


the sales factors behind their recommendations. $114,114,000 retail sales. 


Food sales are a sky-high 78% Family income in this area averages $6,181. In 
above average expectations in Torrington, high wages in big-name manufac- 
a city the size of Torrington! turing plants (in a broad variety of industries) 
Retail sales . . . across the board increase the average to $6,355. 
. are 41% above! 
Automotive 31%! Furniture- 


Only the Register . . . largest paper in North- 
household 21%! Drugs 13%! 


west Connecticut . . . thoroughly sells the 
market. You too will echo dealer and salesmen 


Torrington is the market center for Northwest enthusiasm for this newspaper when you see its 


Connecticut—no larger city within twenty advertising impact register in your sales sheets. 


TORRINGTON REGISTER TORRINGTON, CONN. 


Represented by The Julius Mathews Special Agency, Inc. 


“How 873 Companies Use the Survey”, page 32, outlines the varied uses of 


the Survey by 873 representative sales and advertising subscribers. 


=>, ONCENTRATION/ 


In Central Connecticut .. . 


Only The Bristol Press 
COVERS BRISTOL 
THE PRESS REACHES BETTER THAN 94% OF 
ALL THE HOMES IN THE BRISTOL CITY ZONE 
\ Diversified Industry . . . Better Than Average Income 


-” WOLCOTT \ EXTRA BUYING POWER in the Bristol Market! 


Total Retail Sales Over F . $40,000,000 
CORPORATE CITY LIMITS Food Sales in 1952 .. 13,743,000 
CITY OF BRISTOL Sales Management Survey 


poke Ce Reach This Important Market With Our 11,874 A.B.C. 
ATE CITY LIMITS on oad Circulation — with Bristol’s own Home-town newspaper 


unm | Che Bristol Press 


National Representative BRISTOL — CONNECTICUT 
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f 
Waterbury American 


WATERBURY 


THE IDEAL TEST CITY 


WATERBURY IS 4th IN POPULATION IN CON- 
NECTICUT (104,477) BUT OF GREATER IMPORT 
TO THE ADVERTISERS IS THE FACT THAT 
WATERBURY IS 


THE ONLY MAJOR CITY IN CONN. over 100,000. TO SHOW 
INCREASE IN PER FAMILY — INCREASE IN QUALITY OF —_—_ INCREASE IN PER CAPITA 
INCOME* MARKET INDEX’ INCOME* 
1952 $6787 1952 125 1952 $1958 
1951 6291 1951 122 1951 1812 


FROM S/M ESTIMATE OF BUYING POWER 5/10/53 POPULATION WATERBURY 
CITY ZONE . re 


PLUS .. . $31,510,000. INCREASE IN RETAIL SALES IN LAST 5 YEARS ! 


THE WATERBURY REPUBLICAN-AMERICAN 


MORNING EVENING SUNDAY 
NATIONAL REPRESENTATIVES: GILMAN, NICOLL & RUTHMAN 


. The ‘“‘SM"’ symbols mark original, exclu- 

Cc @) NNE Cc Tl = U T— (Continued) sive estimates by SALES MANAGEMENT. 
; Fj ~ | SALES AND~ 

POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/53 JM ESTIMATES — 1952 SH ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars — add 000) 

Total | &% Fami-  bani- Net % Per Per é % ty Buying Qual- 
thou- | of lies zation] Dollars of Cap- Fam- Power | ity 
sands) |U. 8. A.) (thou- ( add =U S.A. ita silly 000 U.S.A. General | Furn.- Auto- Quota | In- 
| sands of 000 - Food Mdse. | House- motive dex 

County | Radio 


COUNTIES 
CITIES 


Metropolitan Area 


_— 
~“ 


New Haven -3664 163.1 88.2] 1,085,430 .4676 1,938 6.655 674,062 .4121 4,133 184,192 41,430 42,510 97,997 ’ .4287, 120 
ANew Haven 7.2 1064 48.6 307 679 1326 1,840 6,331 266,872 1832 61,694 21,475 18,331 38,948 7,905 . 1365; 128 
AWaterbury 0686 31.1 211,085 0000 1,958 6,787 144,644 OSS4 38 040 10,213 9,866 23,766 283 0857) 125 

Meriden 
Wallingford f 0884 18.7 29 (95 7 2,028 6,534 77,179 S72 1 , 927 156 4,65 12,757 


I - M4 4s , ,009 +52 
Meriden 15.5 0200 14.0 0392 57.598 0352 16,209 4,360 3,714 9,983 , 486 0360 124 


A and A See end of state for SM Metropolitan County Areas Before using these figures, see explanation page 11. 


There's a STEADY HIGH 
BUYING POWER 


In the “Silver Plated’’ Market of 
MERIDEN-WALLINGFORD 
Highly Paid Skilled Labor 
Annual Family Income close to $6,493 
22,656 Net Paid A.B.C. 
No Other Paper Penetrates the area 


MERIDEN -RECORD - JOURNAL 


Meriden, Conn. 
Represented Nationally by Gilman, Nicoll & Ruthman 


SALES MANAGEMENT 


Che“ Day 61,547 Persons Live Uniquely Apart 
Connecticut's In New London's City Zone 


Their homes are within a 20 mile circle, 45 | creases response to New London Day news- 
Sth Market 


miles or more from larger cities. This sepa- | paper advertising and has built a $63,518,000 
rate Southeastern Connecticut market in- | retail market. 


Gilman, Nicoll 


& teaines THE NEW LONDON DAY 


The Hometown Newspaper 
NATIONAL Sells 22,500 Copies, Concentrated for 93% City Zone Coverage 
REPRESENTATIVES Average $6,089 Family Income — Non-seasonal Employment 


The “SM” symbols mark original, exclu- , 4 

sive estimates by SALES MANAGEMENT C ON N E CTl CUT — (Continued ) 

SALES AND 

Any ge I RETAIL SALES. 1952 — 
1 

JM 1/1/53 JM ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
in thousands of dollars—add 000 


COUNTIES 
CITIES 


| | Ur- | | 
| Fami- | bani-] Net | % | Per| Per 
lies | zation} Dollars | of | Cap-|Fam- | 
J (add =|U.S.A) ita | ily Lae | General | Furn.- | Auto- 
000) | Mdse. | House- | motive 


Buying |Qual- 

Power | ity 

Quota | In- 
| 


Metropolitan Area 


| dex 
} | Radio 
West Haven , ¢ 69,340} .0299/2,005/7,620] 23,802) . 460] 39% ¢ ,470| 1,358 0236) 112 
Ansonia 9.1 5.6 34,410) .0148/1,80216,145] 22,746) 0139) ; 019) 1,86 207; 580} 0140) 115 
Wallingford 0094 7 31,207) 0135.2, 115/6,659 . 01: 3¢ 774) 368 0122| 130 
Naugatuck 7.7| O13) § 37,430| .01612,115/6,931 207] 5,41! Rt 3,115] 557] 0136) 120 


Derby 8.0067 ‘ 19,716, .0085/1,860/6,572 ,147|  .0105 Y 3| 5 3,640) 3g 0087) 130 


| | | 
New London y .0941 A : 254,648 .1097 1,723|5,964 551; .1054) 4,041 R -787) , | ’ ’ 1053, 112 
ANew London 3 0198 ¢ 55,412, .0239/1,782)6, 089 h3,518) 0388 , 078 , 59 3,898 3, s 139 


A. Norwich 37 0241 65,311} .0281/1,723|5,535 ,689| 0340) | 18,13 2,137 ,164| 6,848) 1, 121 
Tolland .9| 0304 8) 25. 84,379} .0363|1,762 6,592 ; 0209} 2,662) 11, , 160} 5, 100 
Windham 4) 0404 9) 47. 106,721, .0460'1,683 5,647 ; -0523) 4,632) ,075| 14, A 0467) 116 
Willimantic 0090} K 27,610 0119'1,959/6,421 33 , 89% -0207 O140) 156 
Putnam City 0053} ‘ 12,190 0053 1,469 5,079 5, 53 .0101 0067! 126 


Total Above 


Cities 509.7 7 af 2,870,245 1.2367 2,096 7,208] 2,050, 106 2532 522,963, 189,926 2 . ‘ 1.1688 


State Total : d ‘ 4,113,455, 1.7721 1,976 6,833] 2,639,850 1.6138 4,385 728,305, 200,624 . ’ y 1.6361 


Per Capita Sales , 268 350 96 198 
Per Family Sales 385 1,210 333 686 132 
A and A See end of state for SM Metropolitan County Areas (> SM, 1953 


Before using these figures, see explanation page 11. 


og Oo ie Ww § C od Largest City in In 1952 Over 
Eastern, Conn. 50% 
Population 37,633 of all business in New London County was done in 
Business Volume 1952 over $1,300,000,000.00 NORWICH 
Metropolitan Area — Volume $2,500,000,000.00 oe 2 


*& Manufacturing $89,938,917.00 Jan. 1, 1953 Business Survey for New London and 


* Jobbing $32, 190,000.00 Windham Counties available by request. 
* Banking $1,241 ,568,255.00 ——_—— 
% Savings Deposits  $69,436,542.00 A NEW METROPOLITAN MARKET 


For your best coverage of a fast growing market use the 


Norwich Bulletin and Norwich Sunday Record 
For radio — WICH -— 1490 on your dial — The Voice of Eastern Connecticut 


NEW FEATURE: All 225 Metropolitan Areas are ranked ac- 
cording to 20 market factors. Pages 212, 214 and 216. 
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TOLLAND WINDHAM 


B Willimantic 


A W aterbury 


NEW HAVEN e 
M 


» } 
ow 
” ai Hover i tm 
> ia - S ame ws ai 


Cities shown are those having net 
1950 Net Effective Buying Income Effective Buying Income of $15 million 


a In excess of $150 Million and over 


$75 Miilion to $149.9 Million 


ree eum a “ if ;. 
* Stomtord = qf $40 Million to $74.9 Million Scale of Miles 


A 0 5 1015 20 


ee 


MN 
, i ‘ 


Betetes 15 Million ¢ 9.9 Milli 
Pt $ 5 oe $3 9 Million One Inch Equals Approximately 15 Miles 


E F G 


For explanation of map symbols, see “State Maps,” page 220 


The “‘SM’’ symbols mark original, exclu- 


CONN E Cc T | Cc U Lien - © Metropolitan ‘County Areas sive estimates by SALES MANAGEMENT. 


an on ma a | SALES AND 

POPULATION EPPECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
IMATES 

JM Oi ESTIMATES 1952 ESTIMATES CONTROLS 


1/1/83 
FIVE STORE GROUPS ~ ~ a. Y, | 

in thousands of dollars — add 000) | 

i Sate Qual- 


| Ur- | 
Total % | Fami- | bani- Net % | Per| Per % | ty ENS 
thou- | of iJ | zation Dollars of | Cap-|Fam- 
sands) |U. S, A.) ( add U.S.A.) ita | ily Furn.- | Auto- 
| | sands) | of 000 | . | House- | motive | Drug 
| [County | it | Radio | 


Bridgeport- | | 
Stamford- | 


Norwalk 528.3 .3362, 153.0, 85.4 | 1,096,559, .4724/2,076|7,167] 726,709) 4442) 4,750) 210,853| 47,457, 44,037, 116,958) 21,596 


Hartford- | | | | | | | 
New Britain 862.3. .3577| 161.4) 81.0 | 1,167,131) .5028/2,076 7,231] 743,110 .4543 4,604; 189,396, 86,635 40,351, 121,689 23,565)  .4592 
| | | | | | | 


New Haven- | | | | | 
Waterbury 560.1 3564 163.1) 88.2 1,085,430; .4676 1,938'6,655 674,062, .4121; 4,133) 184, 192) 41,430, 42,510) ras: 20,648) .4287 
| | | | | 


New London- | | | | 
Norwich 147.8 0941 42.7 56.6 254,648 .10971,7235,964) 172,551 -1054! 4, on) _ 50,747 8,787 8,919) 25,425) 4,683 -1053, 112 
i. Before using these figures, see explanation page 11. 


© SM, 1953 


You ned WICC—AM & TV Bridgeport to cover one of 
the richest markets in the country, serving southern Connecticut 
and Long Island. 


SALES MANAGEMENT 


For your SELLING job in this top U. S. market use WTIC... 


heik 6 W TIC ponnares 
Aiea = THE PROSPEROUS SOUTHERN 


NEW ENGLAND MARKET 


WTIC’s 50,000 Watts represented nationally by Weed & Co. + — Paul W. Morency, Vice-Pres.—Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 
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caneniy 


FRrOrRCe 


MARYLAND - DELAWARE 
and District of Columbia 


~ 


KE 


1950 Net Effective Buying Income 
A. In excess of $150 Million 
$75 Miilion to $149.9 Million 
[_] $40 million to $74.9 Million 


my $15 Million to $39.9 Million 


CHESATEA 


t 


Cities shown are those having net 
Eflective Buying Income of $15 million saat 


and over 9 ; 1s 30 


One inch Equals Approsmmeately 30 Miles 


f D | E T 


For explanation of map symbols, see “State Maps,” page 220 


° one (Other South Atlantic States: District of Columbia, p. 272; Florida, p. 274: Georgia, p. 290; Mary- 

D E L A W A R E — Counties and Cities land, p. 375; North Carolina, p. 492; South Carolina, p. 578; Virginia, p. 643; W. Virginia, p. 658.) 
Pop | Pop 

NUMBER OF OUTLETS in NUMBER OF OUTLETS 


City GM/|FHR! A D i yu thous GM |FHR] A D 


Dover cen 13 15 7 ztol 111.4) 617 $7 115 48 63 
Milford 1 : 27 9 15 


SALES AND 
POPULATION FFFECTIVE BUYING RETAIL SALES - 1952 ADVERTIS- 


ESTIMATES INCOME ING 
11/53 ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total Fami-  bani- Net Per Per| Dollars 


thou- of lies zation} Dollars of Cap- Fam- add Power | ity 
sands) U.S.A. ‘thou- = ‘ add =U. S.A. ita ily 000 U. . General | Furn.- Auto- Quota | In- 
sands of 000 Fi: Food Mase House- motive dex 

County Radio 


COUNTIES 


CITIES Buying |Qual- 


Metropolitan Area 


Kent 2 y 12.5 22.4 0199 1,097 3,696 62,117 .0379 4,969 9,975 2,464 2.010 735 .0267 
Dover 7.3 2.5 os) 0035 1,128 3,29 20,228 0124 3,268 1,403 981 , 185 0064 

I Milford | 
New Castle 1781 1,774 6,292 288.730 .1766 67,882 17,863 21,911 \ : -1717 
AW ilmingtor 1} O779 1,624 5,618 230,340 1408 50, 560 16,647 21,071 38, 5, 0054 
Sussex ’ ° 0279 992 3,272 126,662 .0774 17,302 2,315 6,195 ’ ’ 0455 
| Milford 5 ; Zi 0026/1, 008 3, 486 17,671 0108 2,876 636 805 5,73 y .0052 
Total Above 
Cities 2 } 195, 048 O40 1,572 5,3! HR, 236 56,7 18,686 51,7! 5, 939 1070 
State Total J : 624.359 .2259 1,540 5,351 477 ,609 22,642 . 10,519) . 2439 


Per Capita Sales 1,403 67 31 
Per Family Sales 4,873 107 


DELAWARE— 6g) Metropolitan County Area 


Wilmington 161 285.9 .1819 981.4 75.7 496,545 .21391,7376,100] 337,620 . 19,274 25,149 58,028 8,451 -2053 113 


1 Milford is in Kent and Sussex Counties © SM, 1953 Before using these figures, see explanation page 11. 


“What Makes States’ Economy Tick’—page 78. 


SALES MANAGEMENT 


Average yearly family 
retail sales in Delaware... 


HIGHEST 


in the 


NATION 


And in this great 
purchasing area, the new 


WILMINGTON SUNDAY STAR 


is Delaware’s only Sunday newspaper. .. 


the only newspaper in Delaware in which run of paper color is available to all advertisers 


Ti power of a Sunday newspaper for promoting and increasing 
business in the forepart of the week cannot be over-estimated. Occupying 
the unique position as the only Sunday newspaper in Delaware, the new 
Wilmington Sunday Star, with every modern feature of a progressive home 
town newspaper, reaches its readers at their most leisurely hours. To 
these readers the advertiser can address his message with the knowledge 
that he is talking to families whose purchasing power is far above that of 
the average American family. Yes, the mighty little state of Delaware is 
“bursting at the seams’ with business activities and growth. 

And the present low rates which the new Wilmington Sunday Star offers 
the advertiser today may be enjoyed by the advertiser all of this year 
regardless of circulation increases. 


The new Wilmington Sunday Star, which began its 73rd year on March 
1, with a 96-page edition, is now engaged in an aggressive promotional 
‘program which is producing a substantial increase of readers every Sunday. 


We will gladly serd to every inquiring advertiser 
or his agency a detailed statement of circulation wun wae . 
(A.B.C.) and rates. “mm. 4) we ome Eg 


ALEXIS |. du PONT BAYARD E. M. BUDNER ’ Os wad 
President Exec. Vice President ’ - f 
HARRY E. DEPPERT HAROLD M. CANNING 
General Manager Advertising Director 


Wilmington Sunday Star Wilmington 99, Delaware 


MAY 10, 1953 


t Atlantic Stat laware, p.. 270; Florida, p. 274; Georgia, p. 290; Maryland 
D ] S T R l Cc T 0 F ™ O L U! M B ! A- — — $eene St tet lina. 92; Delaware, p. 2 p. 578: Virginia, p. eet Nirginia, " 658) 
D. C. mop — poge 270 Xi Oo MEAP eg ag 


| (in NUMBER OF OUTLETS 


City 


County thous.) F | GM|FHR| A Ay D 


Washington, District of | 
_D.C. Columbia......| 823.6}1,956) 171) 3461 225) 327 


SALES AND 
POPULATION mvaers & span RETAIL SALES—1952 
ESTIMATES 


ADVERTIS- 
ING 

1/1/83 BZD Ustinmares—t9s2 ESTIMATES CONTROLS 

COUNTIES FIVE STORE GROUPS 

‘in thousands of dollars—add 

CITIES % | Per| Per ao Sela _} Buying 

Cap- |Fam- of Power 

U.S.A.) ita | ily General Auto- 

Food Mdse. motive 


5240 238.7|100.0 | 1,419,031) .6114/1,723)5,945] 1,399,882 284,573; 201,059 


623.6) 6240) 238.7} 1,419,031} .6114/1,723'5,945] 1,399,882). 284,573) 201 058| 72,381 
Phi poss, TS: gettin & | Sevuciea Dias 


Total Above | 
Cities : - 22 .5240| 238.7 1,419,031 eam sa te 945) 1,390,882 201,059 2,3 y 61,479 
State Total. . , : a 238.7|100. 1,419,031} .6114/1,723/6,845] 1,399,882 


: © J I—|- 
Per Capita Sales AS ae ; Resases te 1,700 
Por Family Sal Sales |. al 5,865 


© SM, 1953. 


201 ,059 , ’ 61,479 


Amd: \ See end nd of state for SM “Metropolitan County ” Areas. 


Before using these figures, see explanation page 11. 


COPYRIGHT NOTICE 


and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 


quotas, farm income and value added by manufacturer are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC, 


SALES MANAGEMENT 


We don’t 
have to boast | 
“exclusiveness” 
to alibi 


small circulation... 
We deliver 


quality 


in quantity 
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DISTRICT OF COLUMBIA— @D Metropolitan County Area 


SALES AND 
ADVERTIS- 
CONTROLS 


POPULATION 


RETAIL SALES—1952 
SM ESTIMATES 
1/1/83 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars —add 000 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1952 

Ur- 


bani- 
zation 


Coun- 
Total 

thou- of 
sands) U.S.A. 


Fami- Net 


lies 


Per | Per 
Cap- Fam- 
ita ily 


Dollars o | 

Dollars of add ot Sales 

thou- add U. S.A. U.S.A. Per 

sands of 000 Fam- 
County ily 


Buying Quai 
Power _ ity 
Quota | In- 

dex 


Auto- 


Furn.- | 
motive | Drug 


House- 
Radio 


General 
Mdse 


Metropolitan Area 


Food 


Washington 156] 1,694.2 1.0143 448.2 88.7 | 3,068,368 1.3177,1,918 6,824 


F LORI DA— Counties and Cities — 


Florida state map—page 276 


1,984,685 1.2133 4.428 465.431 240,601 95.462 332,690) 85,754] 1.2256 121 


(Other South Atlantic States: Delaware, p. 270; District of Columbia, p. 272; Georgia, p. 290; Maryland 
p. 375; North Carolina, p. 492; South Carolina, p. 578; Virginia, p. 643; West Virginia, p. 658.) 


Pop Pop 
' NUMBER OF OUTLETS n NUMBER OF OUTLETS 


City County thou \ D City thous GM | FHR| A | D 


Bradenton 
Clearwater 
Coral Gables 


Daytona Beach 


De Land 
Fort Myer 
Fort Pierce 


Fort Lauderdak 


ville 
Hollywood 


(Caine 


Manate+ 
Pinella 
Dace 
Volusia 
Volusia 


Lee 


15.6 
0.3 
2.4 
31.6 
90 
148 
ie 15.6 
49 
8 8 


Broward 
Alachua 


Broward 


Ja ksonville 
Key West 
Lake City 
Lake Wort! 
Lakeland 
Miami 
Miami Beac! 
Ocala 
Orlando 


Duval 
Monroe 
Columbia 
Palm Beach 
Polk 

Dace 

Dade 
Marion 


(Orange 


79 


138) 134 


12 


16.1 


(Continued on page 278) 
0337, 3,481, 


,021 4,081 55,007 2,781 12,416; 1,717 
, 1103/4, 237 44,275 2,239 10,790} 1,415) 
625 2,750 3,192 , 33 1,129) 

, 233 4, 666) 46,314 3,804 ° 7,095, 1, 
,374 4,920 3, 385 oe 6,773) 1,2 


Alachua 
Gainesville 

Baker 

Bay 


“15.8 47.1] 14,663 


7.5 
1.5 
14.4 60.5 


9.3 


-0403 
018 
0042 

.0347 
0212 


63.3 
a8 
6.6 

54.5 


Panama (ity 


Bradford 
Brevard 
Broward 


0081 
0161 
0686 


3.2) 25.7 
8.2) 46.8 
33.0, 77.2 


675 2,698 
863 2.661 
350 4,411 


329 1,965 
592 ‘ 3,057 
145 577 8,176 : 22,320 
AFort 

lil 


|.wuder 2971 


O1lo 4 


0256 


| 
0102! 


14.9 69,039 538 4,633 


5.4 25,513 


7.606 ) 19 


A475 


920 


0363 
0130 


Holly wood 585 4,725) 


SM, 1953 


360 ! 1 


A and A See end of state for SM Metropolitan County Areas ‘ Before using these figures, see explanation page 11 


POPULATION GROWTH 
PERCENT INCREASE 
1930 TO 1950 


CER 23% 
RIDA 89% 
DADE COUNTY (Miami) BRZY47) 


BROWARD COUNTY (Ff. Lauderdale) 


21CH 


FORT 
LAUDERDALE 
FLORIDA MARKET 


1952 RETAIL SALES 


BROWARD COUNTY 


$137,878,000 


This Rich Market Completely Covered 
—- by — 


THE FT LAUDERDALE 
DAILY NEWS 
and EVENING SENTINEL 


and 


WETL-TV and WFETL 


FORT LAUDERDALE, FLA. 


SALES MANAGEMENT 


MAY 


10 


1953 


L¢ 
@ JONN DO MOD 


Nar 2 Mega WH 
hy ’ 


ree” 
Co Pew ¢ 
7 UF Ce 


A 


a &) . 
Mn the 32 a 


—D Mt 


| Abe ae a, vfwry abo 


. ‘ - / 
AT ie oh, A Ng AAT 


Dare % af Sad Wn. 4 


Represent d nationally 


Nobody in 


Washington 
argues 
about where 


y 
to FO 


for results 


’ 
a ae 


The Washington Star 


Evening and Sunday Morning Fditions 
120 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11 
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FLORIDA 


1950 Net Effective Buying Income 


Pals In excess of $150 Million 


| $75 Million to $149.9 Million 
| 
Ez 


$40 Million to $74.9 Million 


} $15 Million to $39.9 Million 


For explanation of map symbols, see “State Maps,” page 220 


JUST DISCOVERED... 


a new treasure chest 


on FLORIDA’S GOLD COAST! 


new LAKE WORTH LEADER - 


*& NEW PLANT * NEW PRESSES 
%& NEW STANDARD SIZE DAILY PUBLICATION 


REACHING 3 MULTI-MILLION $ MARKETS e TOURIST 
IN PALM BEACH COUNTY e AGRICULTURE 
e@ MANUFACTURING 
Contact: 


KENNETH HAWKS, PUBLISHER e@ P.O. BOX 31 @ LAKE WORTH, FLA 


SALES MANAGEMENT 


elivered to the home 
and stays there-- 


—--CO 


A, Deny = 
FLORIDA DAILY 
NEWSPAPERS By 


| and 
<\' Radio ~ 


Your SALES PITCH in 


It takes more than a few , PALM BEACH POST-TIMES 


to cover the state... JACKSONVILLE JOURNAL 


Newspaper circulation loses much of its value PENSACOLA NEWS-JOURNAL 
and becomes wasteful as distance cancels its 


local influence. PANAMA CITY NEWS-HERALD 


Waste is out of the picture when you adver- OCALA STAR-BANNER 


tise in these “Perry Markets” because your sales 
story gets top coverage and concentration. DELAND SUN-NEWS 


These home folks understand and believe in MELBOURNE TIMES 
the sincerity of their local “Perry Newspapers” 
’ this makes for true Reader Value and 
Response. 


Ta 
RADIO STATIONS: 
WCOA, PENSACOLA; WDLP, PANAMA CITY 
WJHP, JACKSONVILLE; WTMC, OCALA 


for 
Concentrated, Low Cost Coverage — 


JOHN H. PERRY Newspapers and Radio Stations 


REPRESENTATIVES, JOHN H. PERRY ASSOCIATES: NEW YORK, CHICAGO, DETROIT, ATLANTA, PHILADELPHIA, 
SAN FRANCISCO, LOS ANGELES 


MAY 10, 1953 


~~, 


0 


. 


i 


Effective Buying Income* 

$1,293,945,000 

UP *210,967,000 
Retail Sales* 
$1,108,978,000 
UP *105,728,000 


James M. LeGate 
General Manager 


FLORIDA — (Continued) 


5,000 WATTS - 


National Rep., George 


Population” 
ou 
| oi 


*SM Estimates January 1,1953 and January 1,1952 


610 KC- NBC 


P. Hollingbery Co. 


OD'S FOUR COUNTY MARKET 


% 


Y.. are looking at 


WIOD'S 4-County Market 
for 1953—rapidly 
becoming the greatest 
market in the South! 


Get in it—Stay in it 
—Profit in it—with 

the station that has 
covered it for 27 years 
Ask your Hollingbery 
man for facts. 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


(Continued from page 274) 


| Pop. 


OF 


(in NUMBER 


OUTLETS 


City 


Palatka 
Palm Beach 
Panama City 
Pensacola 
Plant City 
(Juincy 
Sanford 


COUNTIES 
CITIES 


Calhoun 
Charlotte 
Citrus 


Clay 
Cother 
Columbia 


ake (it 


Dade 


™ SM. 1953 


County 


Putnam 
Palm Beach 
Bay 
Escambia 
Hillsboroug! 
Gadsden 


Seminole 


Total 
thou- 
sands) U 


Metropolitan Area 


thous.) 


POPULATION 
ESTIMATES 


1/1/53 


Fam- 
of lies 
S.A. (thou- 

sands 


GM | FHR 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1952 


Ur- 
bani- 
zation of 


S.A 


Per | Per 
Cap- Fam- 
ita ily 
of 
County 


516 2, 166 
724 2,221 
695 2,392 


843 3,544 
873 2,935 
773 3,030 


0035 1,041/2,938 


4088 1,581 5,193 


City 


Sarasota 

St. Augustine 

St. Petersburg 
Pallahassee 
Pampa 

West Palm Beach 
Winter Haven 


Dollars 
add 


County 
Sarasota 
St. John 
Pinella 
Leon 
Hillshoroug! 
Palm Beach 
Poll 


RETAIL SALES 


Pop. 


in 
thous.) 


20 
16.1 
108.3 
31.9 
126.9 
48.9 
91 


1952 


ESTIMATES 


FIVE STORE GROUPS | 
in thousands of dollars 


General 
Mase. 


Food 


158 . 176 


Furn- 
| House- 
Radio 


NUMBER OF OUTLETS 


50,604) 119,787, 37,948 


M | GM | FHR| A | D 
= | 


25 2 
17 11 
62 36 
22 13 
105 74 
54 35 
21 5 
SALES AND 
ADVERTIS- 
ING 
CONTROLS 


add 000) 
Buying | Qua! 
Power | ity 
Quota | In 

dex 


Auto- 
motive | Drug 


119 
121 
239 


380} 

81 
378 
331 


3,148 
3,148 


(W452 


104 


4237, 111 


Before using these figures, see explanation page 11 


How 783 Companies Use the Survey 


See pages 32-48 


SALES MANAGEMENT 


be First In Hlarida Station | 
WIV The Compe Sales Medium in 
—~ S VY | the BILLION $ $ South Florida Market 


$ 


CIRCULATION: 


169,000 television homes watching WTV4 in the Billion 
Dollar South Florida market. 


$ 
$ 
$ PROGRAMMING: 
> 
% 


All top-rated network shows from ABC, CBS, NBC 
and Dumont .. . plus outstanding local programs 
aimed at South Florida tastes. 


FACILITIES: 


All-new television plant containing the South's 
finest studio and equipment. . . insuring a con- 
sistent top quality TV picture. 


MERCHANDISING: 


WTVJ awarded Second Place among 
television stations in merchandising pro- 
motion division of BILLBOARD'S 1952 
promotion competition. 


KNOW HOW 


Four years on the air experience with 
a specialized staff of 155 television 
enthusiasts. 


lal $n a WY 


$ 


MAY 10, 1953 


4 


In Miami... 
All TOP 10 Evening shows are on WGBS* 


All TOP 10 Daytime shows are on WGBS 


@ WEBS is FIRST in EVERY SINGLE 
QUARTER-HOUR— 6 p. m. to 10:00 p.m. 


AVERAGE QUARTER- QUARTER-HOUR QUARTER-HOUR 
HOUR RATINGS 3 RATINGS OR LESS 6 RATINGS OR BETTER 


WGBS 7.0 2 42 
Network Station A 4.7 18 22 
Network Station B 4.5 18 20 


“3 WGBS Shows tied for tenth place ALL FIGURES BASED ON JANUARY-FEBRUARY, 1953, PULSE OF MIAMI 


Ask 


C. WWGBBS oss in Miami 50,000 watts, Day—10,000 Night 


b L Oo R | D A tin (Continued) The ‘SM’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


~| SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
JS ESTIMATES SM INCOM 


NG 
ESTIMATES 1962 ESTIMATES CONTROLS 


| | | ie FIVE STORE GROUPS 
Ur- } | in thousands of dollars—add 000) 
Totat | % | Fami-|bani-] Net | 9 | Per | Per % ‘ses canteen 
thou- of lies zation Dollars of | Cap-|Fam- | 
sands) |U. S. A.| (thou- | add |U.S.A.| ita | ily General | Furn- Auto- 
| sands) ~ a 000) } | |Fam-| Food Mdse. | House- | motive | Drug 
Courty Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


AMiami 273.8| .1742) 87.4 430,449] | .1803|1 ,605/5.028 517,372] 3163] | 97,824) 69,373 


Miami Beach 53.4) .0340 18.9) 95 , 960) -0413) 1,797 ls, 077 134,844) .0824| 21,277) 
Coral Gables 22.4 a 7.1 


40,083, 98,512) 23,824] | .2244) 129 
5,430, 5,010 5,102] 7,822 154 
42, 134| .0182! l, “asils, 934 33,371] .0204 10,458 989 1,768 2,099; 2,288 ‘omy 127 
De Soto x 10.1, 0065! 2.6) 51.5 8,611) 0037) 853/3,312) 6,918 .0042| 2,660] 2,248 25118) 32 0044) 68 


A and A See end of state for SM Metropolitan County Areas. > SM, | 1953. ” Before using these figures, see " explanation page 11 


A recent survey of advertising agencies shows that 90% use 


this book to “choose city markets for more intensive cultivation”’ 


. and for “‘allocation of advertising funds between markets.”’ 


SALES MANAGEMENT 


The Cool of The Evening nhen...The Day's Work is Done 


ME READS TODAY'S NEWS TODAY! 


And, for today's news today . . . Miami ESIREAVED BETA, SENS VER We 


MIGHTY MIAMI MARKET CONTROLLED 
depends upon the Miami Daily News .. . BY THE MIAMI DAILY NEWS 


City & Retail 
@ FLORIDA'S FIRST AFTERNOON NEWSPAPER soit tea: SU 
ity Zone Trading Zone 


@ MIAMI'S FIRST PAPER TO DATELINE ITS NEWS Food -- «$69,962,000 $79,651,000 


STORIES General Merchandise 30,215,000 32,132,000 


Automotive 52,997,000 59,647,000 
@ MIAMI'S FIRST PAPER TO PUBLISH THE DAY'S 


COMPLETE STOCK EXCHANGE TRANSAC- Drugs 16,804,000 18,193,000 
TIONS 


Furniture, Household 


& Radic 22,378,000 25,434,000 
@ MIAMI'S FIRST PAPER TO PROVIDE EFFECTIVE 


4-COLOR REPRODUCTION FOR ITS ADVER.- Above figures based on 1953 SM Estimates 
TISERS 


Yes, Miami Daily News readers constitute Miami's essential 
“market within a market’. They're the alert, progressive seg- é a sake ‘ 

ment of this great Miami market who want to keep up-to date market has been compiled by the Miami Daily News 
by reading the news when it is news . . . not history! for your information. Write to Miami Daily News, 
So... Miami Daily News is your must for completa coverage 

in this hustling, bustling, year ‘round market! Just take a look Miami, Florida or to any office of our national 
at the potential sales the Miami Daily News market holds 

for you... 


An up-to-date, factual study of: this fast-growing 


representatives, Sawyer, Ferguson & Walker. 


MIAMI DAILY NEWS 


Evening Time Is Reading Time 
MAY 10, 1953 


RALEIGHO 


Here’s why more and more enone Pg ewe 
Business and Industry are Qenamrorre 


CHATTANOOGA 


Joining the Modern Trend ame —— 


to JACKSONVILLE arama SO. CAROLINA 


Sennen GE re) R GIA ° 
No other southern city gives such rapid access to the ALABAMA wacen® 
rich, growing Florida market and still provides fast 


MONTCOMERY 
service to other Southeastern States ° 


oa? 


uv? Dp 7 Ni 


Further, Jacksonville is keeping its industrial 
transportation and commercial facilities abreast of 
ever-expanding demands a 34-foot channel to the 
ocean, $35,000,000 electrical plant expansion 


F 


$55,000,000 expressway-bridge construction pro a 
gram, $15,000,000 school expansion project, four 

Class 1 railroads, 14 motor freight lines, four major 

airlines, 51 steamship lines, ample housing and labor 

excellent recreational facilities and sunny year-round 

climate 


Write to James R. Stockton, chairman of the 
Committee of One Hundred, for a market When you're on a Florida va 
survey and analysis of the Jacksonville retail cation, stop by and see us 


and wholesale market. We'll be happy to show you 
the recreational values that will 


be near your business place 


The COMMITTEE of ONE HUNDRED 


of the Jacksonville Chamber of Commerce 


227 West Forsyth Street, Jacksonville 2, Florida 


: The “SM” symbols mark original, exclu 

FLORIDA — (Continued) sive estimates by SALES MANAGEMENT 
cgit ay e "| SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES —1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY. 1/1/83 ESTIMATES — 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars — add 000) 
Total Fami- | bani- Net Per Per | Dollars ty Buying |Qua' 
thou- of lies zation} Dollars of Cap- Fam- add of Sales | Power | ity 
sands) |U. S.A. (thou- | % add U.S.A.) ita | ily 000 U.S.A. Per General Furn.- Auto- Quota | In- 
sands) of 000 Fam- Food Mdse House- motive | Drug dex 
County ily Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Dixie 3.6) .0023 9 2,285 .0010 635 2,539 2,128 .0013 2,364 582 126 478 50} = .0014 «61 
Duval 69} 339.2) .2158 94.7 81.5 487,770 .2101 1,438 5,151 363,505 .2223 3,838 89,404 39,118 19,835 73,766 13,633 -2149 100 
AJacksonville 215.2 1369 61.5 306 , 875 1322 1,426 4,990 330,617 2021 75,726 38,313 19,531 69,702) 12,799 1541} 1! 


& and A See end of state for SM Metropolitan County Areas. ™ SM, 1953 Before using these figures, see explanation page 11 


5000 Watts 
600 KC 


“Florida’s Most POWERFUL Voice’’ 


Gulf Life Bldg., Jacksonville, Fla. @ National Representative: O. L. Taylor Co. 


SALES MANAGEMENT 


JACKSONVILLE 


The billion-dollar market of Jacksonville PLUS 
has many distinctions, many famous Florida sights 
such as the sturdy, high-bowed shrimp boats trawling 
almost in the surf along Jacksonville’s superb 
beaches . . . and the fluorescent Times-Union boxes 
seen almost everywhere. 

In the market of Jacksonville PLUS the shrimping 
industry alone produces $2,230,000 annually from the 
sale of more than 8,000,000 pounds of shrimp caught 
in its coastal waters. 


Financial, Industrial, and 
Distribution Capital of Florida 


Jacksonville — 204,517 population — 2,433 retail 
establishments—a great port, financial, industrial and 
distribution capital of Florida—is only a few drops in 
its own billion-dollar bucket. 


JACKSONVILLE PLUS is 26 North Florida Counties 
containing one-third of Florida’s population and 
Schedule the 


embracing one-third of Florida’s retail sales. 


. . And in the market of Jacksonville PLUS, the 
Times-Union and 


Florida Times-Union is dominant 83%, family 


Bag Bigger Sales! coverage in Duval County (Jacksonville), above 50‘, 
o 


in three counties, above 20‘; in 26 counties. 


Che Hloridva Cimes-Union 


JACKSONVILLE, FLORIDA 
Represented Nationally By REYNOLDS FITZGERALD, Inz 


Offices in: New York — Chicago — Syracuse — Detroit — Philadelphia — San Francisco — Seattle — Los Angeles — Atlante 
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{Pe SACOLA I$ THE $POT- 
370 MILES ad 


FAS! Rateoy 
: LE, li JACKSONVILLE 
of theOQ © 3 


FASTEST GROWING MARKETS in USA 


GREATER PENSACOLA, Florida 
1952 INCREASE OVER 1951 


© 35.9% INCREASE IN EFFECTIVE BUYING INCOME \ miami 
© 18% OVER THE STATE AVERAGE 


© 16.1% INCREASE IN RETAIL SALES 
To Reach This Rich Industrial Area, Use the 


PENSACOLA NEWS-JOURNAL 


JOHN H. PERRY ASSOCIATES, National Representatives 


NEW YORK — PHILADELPHIA — DETROIT — CHICAGO — ATLANTA — LOS ANGELES — SAN FRANCISCO 


LORI DA— (Continued) _sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


we INCOME ING 
JM @D ESTIMATES— 1952 ESTIMATES CONTROLS 


2 
COUNTIES < ' l es FIVE STORE GROUPS 
= | | | in thousands of dollars —add 000) 
CITIES % 4 Per | Per % | Buying Qual- 
Cap- |Fam- Power | ity 
= 
206 


.| ita | ily General | Furn.- | Auto- Quota | In- 


Food | Mdse. | House- | motive | Drug dex 
Radio 

0818} 33.9) 68. ' .0718|1,292/4, 896] 054). ; 51) 24, , d 87 
Pensacola 8.2} .0307 ‘ 3, 0: 1,327|4, 505 

Flagler 6} .0023) , y i 615/2,214 


Escambia 


Franklin .1) 0038) 7) 85. " ; 645|2,314 ' .0015, 1,407) 

Gadsden 3) .0260 7.9] 41. : d 6965/2, 961 ° 0134) 2,782 
Quiney 7 F 2.6) 5,63 -0024) 7932, 165 2,93 .0079) 

Gilchrist ‘ 8. F : . | J 466) 2,040) .0013, 2,653 


| 
Glades e : 415). 615|2, 358 , -0009) 2,512 
Guilt oe , : : - 873/3,447 : .0031) 2,519 
Hamilton i % .326) ae F .0025| 1,854 


Hardee , 9) 28. : 0033 734 2,659 ; 0053) 2,956 
Hendry : : : ,031 3,944 , .0043) 4,171 
Hernando . ° 803 2,958 ‘ -0035 2,989 


Highlands 16.7; . 13,697) - 00! 872'2,978! _11,290) .0069' 2,454 


A and A See end of state for SM Metropolitan County Areas © SM, 1953. Before using these figures, see explanation page 11 


WHAT THE TRIANGLES STAND FOR... 


The solid black triangle in these tables and footnotes refer to Standard Metropolitan areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


@ Sure! WFLA covers “Main Street’ — does a superb job in 
Tampa and St. Petersburg. But that’s only a part of its audience. 


WELA reaches out — into busy cities like Clearwater, Sara- 
sota, and other Gulf Coast communities, and deep into Florida's 
richest, most heavily populated trade area. 


WELA gives you big Market coverage as well as ‘Main 
Street." When you buy Tampa, buy the station that best covers 
the West Coast trade area. Buy WFLA! 


The “om” 


symbols mark original, 
sive estimates by SALES MANAGEMENT. _ 


exclu- 


POPULATION 


" WELASs 


Batis | 


The Tampa Tribune Stations - AM and FM 


National Representative JOHN BLAIR & CO. 


prerres epee 


Southeastern Representative HARRY E. CUMMINGS, Jacksonville, Fla. 


RETAIL SALES 


F LOR RID D A— - (Continued) 


1952 


SALES AND 
ADVERTIS- 


ESTIMATES 


COUNTIES 
CITIES 


Hillsborough. 


ATampa 
Plant City 
Holmes 


indian River 
Jackson 
Jefferson 


Lafayette 
Lake 
Lee 

Fort Myers 


Leon 
Tallahassee 

Levy 

Liberty 


Madison ~ 

Manatee 
Bradenton 

Marion 


Ocala 


Martin 

Monroe 
Key West 

Nassau 


Okaloosa 
Okeechobee. 


A and A 


Metropolitan Area 


—) 
> | 
N 


Al 


F4 


Total 
(thou- | 
sands 


32. 
3. 8 


1/1/53 


/ Fami- 


of 
U.S. A. 


| sands 
| 


.1787 
0807} 


81 
39 


Ur- 
bani- 
zation 


(thou- | 


of 
\County 


-5) 75.5 


2 


0063 3.2 


4 
8. 
2. 


; 0070) 


0080 
0246) 
ouaes 
.0265 


OORO 


-0023 


3.31 


88.2 


34.5 


18.2 


Gi 


14,089) 


61,459 


See end of state for SM Metropolitan County Areas. 


ESTIMATES —1952 


. S.A. 


ita | ily 


-1507|1,246)4 293 
0766} 1,402/4,539 
0055) 1,294) 4,003 
0027) 446 1,920) 


-0052) 882 3,000 
-0080| 5162,158 
-0020, 426 1,738 


-0006, 406 1,676 

-0139) 803,2,726 

-0106; 882/2,896 

.0061) 952)/2,998 
| 


| 
0265) 1,033/4, 268 
0171)1,245 4,617 
.0028| 585/2,200 
.0007, 4861,701 


0032) 16/2, 154 
.0133| 803 2,583 
0063; 942'2,773 
0142) 793 2,820 
0058 1,071 3,433 


-0029| 783 2,436 
-0149 1,021'3,723 
0115,1,051 (3,527 
.0054 902 3,609; 


-0121) + 863)3,840 
0C10' 665/2,659 


281 , 434) 
213,895) 
17,813 

4,403 


11,703} 
19,715 
4,738 


1,688 
30,134 
29,313 
26,334 


46 654 
43,911] 
5, 582| 
1,370 


5,419 
34,591 
24,621 
41,845 

33,464) 


6,967 
23,820 
21,054 


9,639 


15,699 
2,898) 


© SM, 1953. 


1720) 3,453 


1308] 


-0109) 
-0027) 1,334 
| 


.0072| 2,926 
.0120) 2,266, 
0028) 1,822 


-0011) 2,110 
-0184) 2,532) 
-0179) 3,449 


0161) 


.0285) 3,240 
0268) 

0034) 1,925 
oe 1, 370) 


0033) 1,594) 
-0211| 2,883 
0151! 
-0256 3,576 


0205 


-0043 
0145 


O29 


0059 


-0096 


oa 


ESTIMATES 


FIVE STORE GROUPS ~~ 


(in thousands of dollars—add 000) 


| 
| 


Food | 


66,929 
37,963} 
4, 284 
1, 197 


3,651 
4,349 
1,728) 

548, 
8,741 
7,423) 


6,208) 


11,169 
9,665 


1,861) 


General 
Mdse. 


Furn.- | Auto- 
House- | motive 
Radio a 
35, 286 
33, — 

921] 

497 


16,232) 
“en 
1,143} 
157 


49, 314 
44,011 
3,590 


459 
2,984) 
386 


56) 
2,061 
3,281) 
2,756! 


4.208 
3,970) 


1,081 
5,688 
5,306) 
9,517) 
8,610 


718 
1,775 
1,713 
1,386) 
3.201 


61 562) 


ING 
CONTROLS 
Buying 


Power 
Quota | 


74 


0207 
- 0039, 
-0010 


.0044) 
.0179) 
0097| 


0107 
0038) 
0161) 

0129 
.0063 


0130 


0015, 65 


Before using these figures, see explanation page 11. 


and “County Sales Per Family. 


PLEASE NOTE... 


that there are two new columns inthese tables—‘Urbanizction % of County” 


4a 


See table above. 


MAY 10, 


1953 


Rich Central Florida 


WHERE THE ORANGES GROW 
WHERE THE CATTLE GRAZE 


is an 


ISLAND MARKET 


Covered Only by the 


ORLANDO SENTINEL-STAR 


MORNING) e EVENING SUNDAY 
SENTINEL-STAR BLDG., ORLANDO, FLORIDA 


Publishing its own Sunday Magazine in color 


N ale 
iii ii o other newspaper or combination of newspapers 


Burke, Kuipers & Mahoney, Inc YJ~ covers this market... . 
Florida Representative 


V. J. Obenauer, Jr., Jacksonville YY yyy) even HALF as completely as does the SENTINEL-STAR 


. = = The “‘SM"’ symbols mark original, exclu- 

FLORIDA — (Continued) sive estimates by SALES MANAGEMENT 

7 v5 ~ | SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
ESTIM INCOM IN 

JIM Br ESTIMATES—1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars —add 000) 
Total Fami- | bani- % Per Per | ty Buying Qual- 
thou- lies zation of Cap- |Fam- of Sales Power 
sands) U S.A. ita | ily 000 .S.A. Per General Furn.- Auto- 
| Fam-| Food Mdse. | House- motive | Drug 
ily 


COUNTIES 
CITIES 


Metropolitan Area 


Orange 168,643 = .0727 1,245 4, 123 -0904 3,615 ° . . 28,588 5,559) 
AOrlando y 2 90, 580 0390 1,456 4,529 52 0718 ! 3, 88 7,! 27 299-4, 400) 
Osceola : ‘ . ° 8,351 0036 685 2.037 , .0064 2,573 ’ 1,445 326) 
Paim Beach ‘ 164, 982 0711 1,268 4,054 , -1028 4,130 ° ‘ 32.276 5,590) 
West Palm 
Beach 5 76,340 .0329 1,561 4,742 ,695 0628 18,77! 9,33 7,2 27,868) 3,161 
Palm Beach , 7,992 5 .949 6, 860 8 0091 55 5 ) 377 
Lake Worth ; 5 15,498 7: 1,174.3, 444 3,897 OURS 5,497 i ,316 305 663 
Pasco y ; ° 18,014. 773 2,573) ‘ 0090 2,103 , . 1,973 460) 
Pinellas ; 256,854 . , 330 3,898 ‘ 1355 3,363 , y 31,797 6,960 
1ASt. Peters | 
burg q 58 5 156,441 0674 1,445 3,882 } O00 23 , 608 36 , 26 , 135 22,958, 4,934 
Clearwater 20.3 y 7 27,892 0120 1,374 3,928 oT O193 7,377 2, 2,8 7,366, 1,066 


= 


1 The estimate for general merchandise includes over $6 million of drug sales reported by © SM, 1953 ( 
the large Webb's City outlet, classified by the Census Bureau as general merchandise ; Aand A See end of state for SM Metropolitan County Areas. 


‘S$ Zt LARGEST MARKET 


@ The St. Petersburg area (Pinellas County) represents 44% of 
all retail sales of the St. Petersburg-Tampa market.(S.M. Sur- 
ivey). 

@ The St. Petersburg Times covers 83.1% of the St. Petersburg 


portion of this market. No other newspaper approaches this 
high coverage. (A.B.C. Mar. 31, 1952). 


MORNING a Petersburg Times 
SUNDAY , 


Represented in Florida by V. J. Obenauer, Jr., Jacksonville 


SALES MANAGEMENT 


FIRST in Central Florida 


Serving the since 1924 


FIRST in Dominant Coverage 


More families listen regularly (6 or 7 days or nights a week) to woso, 
thon all three other Orlando stations combined. SA. G MS, Inc 


FIRST in Listening Audience 


of end -7 AM. to 8 PM 


“Sun Empire” 


CBS 


AFFILIATE 


City 44% 


FIRST in Selling Power 


WDBO serves more national spot clients than do 
the three other Orlando stations combined. 


580 K. C. 
5000 WATTS 


WDBO-FM 
92.3 MCS — 34000 WATTS 


ORLANDO BROADCASTING CO., Inc. | 
WDBO Bldg., Orlando, Florida 


John Blair & Co. 


National Representatives Southeast—-Harry Cummings 


The “SM” symbols mark original, exclu- 
ive estimates by SALES MANAGEMENT. _ 


FI LO R | D A — (Continued) 


SALES AND 
ADVERTIS- 


POPULATION EFFECTIVE BUYING RETAIL SALES—-1952 


COUNTIES 
CITIES 


Polk 

Lakeland 

Winter Haven 
Putnam 

Palatka 
St. Johns 

St. Augustine 
St. Lucie 

Fort Pierce 
Santa Rosa 


Sarasota 
® ‘Sarasota 
Seminole 
Sanford 
Sumter 


Suwannee 
Taylor 


ESTIMATES 
1/1/53 


INCOME 


ESTIMATES 


1952 


ESTIMATES 


riVE STORE GROUPS 
(in thousands of dollars — add 000) 


Union 


A and 


Total 
thou- 
sands 


10.7 
9.8 


Net 
Dollars 
U Z (add 

000 


167,179 
46,302 
13,145 
21,994 
11,143 
25,623 
17,245 
24,139 
16,245 
13,751 


35 ,752 
22,909 
22,964 
10,913 


0112 
-0068 
-0062 1 


23.9 
26.9 


See end of state for SM Metropolitan County Areas 


y Per Per 
of Cap- Fam- 
U.S.A. ita | ily 


0720 1, 
0199 1,37 
0057 1, 
0095 
OOAS 1 
-0110 
0074, 1,07 
-0104 1, 
0070 1 


.0059 


0154 
0099 3,055) 
.0099 767 
0047! 853'2,662 

634 


136 


| 
General 


Food Mase. 


6,952 
3,998 
958 
521 
, 380 
707 
O28 


, 399 
545 
,820 
907 
817 
483 
587 


227 
176 


Auto- 
motive 


Furn.- 
House- | 
Radio 


21,999 
11,514 


2,261 
189 


197 
70 


| Drug 


3,793) 
1,603 
579) 


ING 
CONTROLS 


Buying |Quai- 
Power 


Quota | In- 


| dex 
| 


-0729, 82 
-0227; 106 
0073 
-0122 
0070 
-0129 
0093 
0130 
0100 


0027 


Before using these figures, see explanation page 11 


rhe Strongest 


CLEAR CHANNEL 620 Ke 
Clearest Interference-Free Signal 
on Florida's West Coast 


Voice 


Tampa-St. Petersburg market now 
offers the FIRST TELEVISION in 


in the rich 


this For complete 


AM and TV. 


area, 


WSUN 


coverage 


WSU 


ise 


First Television on Florida’s West Coast 
CHANNEL 38 


NATIONAL REPRESENTATIVE WEED AND COMPANY 


New York - Chicago - Detroit - Boston - Hollywood - San Francisco - Atlanta 


MAY 10, 1953 


@ WEST PALM BEACH 
neue NOW 


WIRK ...5,000 Watts* Station C, 250 Watts 

Station B, 250 Watts Station D, 250 Watts 5 000 
ONLY WIRK |S BIG ENOUGH £ 
TO SELL PALM BEACH COUNTY 


6 
*SKWD—1KWN—1290 KC WAT rs 


National Representative, Donald Cooke, Inc. 


4 The ““SM"’ symbols mark original, exclu- 

FLORIDA — (Continued) sive estimates by SALES MANAGEMENT. 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES —1952 ADVERTIS- 
SM ESTIMATES SM INCOME 


ING 
1/1/53 ESTIMATES--1952 GD ESTIMATES CONTROLS 


COUNTIES 


" : “FIVE STORE GROUPS =——S 
" | 
CITIES 


} in thousands of dollars —add 000 
| Fami- | bani- y, ip Oe Bcc ces «eon Se Buying |Qual- 
of | lies | zation ars | | | ity 
U.S. A.| (thou- | % | i i 000) General | Furn.- Auto- 
sands) of 000) | Food Mdse. | House- | motive 
|County} Radio 


Metropolitan Area 


Volusia 1) .0523' 26.6) 69.1 .0407|1,151|3,551 . 0511) 3,141 22,749] 7,372) 5,304) 13,738 
Daytona Beach 0201) 11.0) 930} .0181|1,327|3,812 ’ 0314) 5,991) 3,951 8,094) 
De Land 9,931| .0043)1,103'3,310 ' 0092! 737| 1,150, 3,279] 
Wakulla 6 , .0015| 695|2,381 ; 114 82| c 30 
Walton 3a 0) 20. .0036| 545|2,087 : 344) : 316 * 2,859] 263) 


Mm 
Washington 8}. 2) 24. . .0026) 496 1,937 : 0024) 1, 338 273) 442} (148 


Total Above | | } | | | i 
Cities 1,405.7 8041) 445.6 1,998,250, .8607 1,422/4 484] 2,402,092) 1.4685) j 493,773} 256 407) 154,234] 458,031) 94,158} 1.0503 
' i j | | | 


State Total 3,170.5} 2.0173, 916.1) 65.5 | 3,796,982] 1.6358|1,198/4,145] 3,157,493, 1.9304) 3,447, 754,810 292,935 187,099, 558,806 119,801] 1.8005 
] ve 7 | | | cs x - | Z 


ai : este, Sout: Tien 


Por Capita Sales 996 238 92 59 176. 
Per Family Sales 824 320 204 610 131 


FLORIDA— Metropolitan County Areas 


Jacksonville 69 2158 04.7 61.5 , .2101 1,438 5, 151 363 ,505 3,838, 89,404 39,118; 19,835; 73,766) 13,633 
Miami 90 3818 «182.7 94.1 ° -4088 | 1,581 5.193 779,170 4,265, 158,176, 68,412) 50,604, 119,787) 37,948 
Orlando 104 0863 40.9 66.7 ’ -0727|1, 245 4,123 147,838). 3,615; 33,671 18,125 8,994) 28,588) 5,559 
Tampa- | | | | 

St. Petersburg ‘ .2997, 147.4 79.7 731) - 2613/1, 288)4,116 503,078 . 3,413 107,062 73,727, 28,709 81,111) 16,477 
AFort | | | | | 

Lauderdale ee -0686; 33.0) 77.2 ’ -0627|1,350/4,411 137 ,878 4,178, 31,725 8,176 10,078 22,320, 5,383 
A Pensacola. . 0818 33.9) 68.6 | -0715)1,282 4,896 104,054. 3,069) 26 434 9,571 4,511 24,338) 3,213 


West Palm 


} 
-0828' 40.7) 75.6 , 0711 1,268|4,054 168,110). 4,130! 36,743) 11,063 12,143, 32,276) 5,590 


Before using these figures, see explanation page 11 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power quotas, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


900,000 year ‘rounders plus 2,500,000 tourists make 


Florida’s Booming Gold Coast 
a BILLION-PLUS Market 


New, Record-Breaking Figures! 


* Effective Buying Income soars to $1,324,662,000 
* Retail Sales up 10% in a year to $1,141,870,000 ~ 


* Permanent population now over 900,000— plus a 
bonus tourist population the year ‘round 
—more than 2'2 million annually! 


* Greater Miami leads the nation in construction rate 
—has the nation’s second highest per capita drug sales—leads the South in number of telephones 


For blanket, low-cost coverage, use this great team! 


The Miami Herald, one of the nation's leaders in food and automotive adver- 
tising, offers you 97.4% family coverage in Greater Miami plus home- 
delivered circulation all along the Gold Coast . . . and Miami's First Station, 
WOAM, beams your sales message to a receptive audience covering the en- 
tire Gold Coast market area. 


Don't miss this booming market, 
nor the selling power of this great team. 


Che Miami Heal a 


JOHN S. KNIGHT, Publisher a 

National Representatives, At < WQAM - FM ABC in Miami 

—Story, Brooks and Finley rs J National Representatives, Southeastern Representatives, 
—John Blair & Co —Harry C. Cummings 
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Everyday is Payday Down in Macon—Payday for Advertisers 
Using the Dominant MACON TELEGRAPH and NEWS 


Retail sales in the rich Macon, Georgia, ABC Trading Zone last the U. S. Census—a gain of 40,000 since 1940. This is a 42% increase 
year established a new record for the area—well over $292 million, which compares most favorably with the national average population 
a $12,237,000 increase over the year before! Industrial expansion gain of 14.5%. Note that Macon is growing at almost three times 
and huge increases in Macon payrolls have swelled the market's the national rate! Current metropolitan population is estimated at 
buying income to $426,412,000 146,700—an excellent gain of 11,657 since 1950! 

Macon is among the South's most-rapidly expanding industrial areas —— 

Upward of $50,000,000 in new industry has recently located in pros In this immensely wealthy market, the newspapers 
perous Macon, wealthy trading hub of Middle Georgia. which reach the greatest number of people, which 


Population has kept pace with the huge industrial expansion! offer the most effective coverage are The MACON 
Metropolitan area population was 135,043 in 1950, according to TELEGRAPH and NEWS. 


MACON TELEGRAPH AND NEWS 


Macon, Georgia Represented by THE BRANHAM COMPANY 


: a "TAREE oa° (Other South Atlantic States; Delaware, p. 270; District of Columbia, p. 272; Florida, p. 274; Maryland 
G E OR Gl A— Counties and Cities —— 5. 375; Nortth Carolina, p. 492; South Carolina, p. 578; Virginia, p. 643; West Virginia, p. 658.) 


| Pop 
| (in NUMBER OF OUTLETS 
City County thous] F GM | FHR| A | | City County jthous. ) | GM| FHR 


Georgia state map—page 292 | Pop. 
(in Noumeer or Ourttets 


Albany Dougherty 36.9] 107 2| 21 Gainesville Hall 12.5 : @ yy 
Americus Sumter. 11.7 | 7 Griffin... .. Spaulding 14.4 
Athens Clarke. . 30.9 we La Grange... Troup 25.2 
Atlanta Fulton 451.6 | 5 Macon ‘ ... Bibb 74.8 
\ugusta Richmond 87.5] ; 35) : 5 Marietta. . Cobb 25.4 
Brunswick Glynn 19.3 7 2 Moultrie Colquitt 12.0) 
Cartersville Bartow 7.6 Newnan..... Coweta 8.4 
Cedartown Polk 9.7 48) Rome...........Floyd 30.8 
Columbus Muscogee 87.2 2 | Savannah.... Chatham 126.0 
Cordele Crisp 9.7 54) Statesboro... Bulloch | 6.2 
Dalton Whitfield 17.4 : | 2 Thomaston. . Upson 6.7 
Decatur De Kalb 23.7 ; f Thomasville. . lhoma 18.2 
Douglas Coffee 7.9 ‘ : CO ae rift 7.2 | 
Dublin Laurens 10.9) § Valdosta. . . Lownde 26.3 a Be 
East Point Fulton 6.7 : | ) Waycross. . Ware... 19.8 5 10 
Fitzgerald Ben Hill 8.4 | | 2| 5 West Point Troup.... | 44 | | 8 4 


“SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES —1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/83 JM ESTIMATES — 1962 ESTIMATES CONTROLS 
COUNTIES | FIVE STORE GROUPS 


Ur- in thousands of dollars add 000 
Total! ' Fami- | bani- Per | Per 


(thou- of lies | zation of Cap- Fam- 
sands) |U. S. A. (thou- .S.A. ita | ily A. General Furn.- Auto- 
sands of i | Mdse. House- | motive Drug 
County | | | Radio | 
| 


CITIES Buying Quai- 


Metropolitan Area 


Appling 
Atkinson 
Bacon 
Baker 
Baldwin 
Banks 
Barrow 
Bartow 
Cartersville 
Ben Hill 
Fitagerald 
Berrien 
Bibb 
AMacon 
Bleckley 
Brantley 
Brooks 
Bryan 
Bulloch 
Statesboro 
Burke 
Butts 
Calhoun 


24.3 7,464) 537/2,333 0028) | 337) | 196 
4,180 .0018| 565 2,459 . | 1,196) 136 | 60 
28.9 6,267, . 584 2,503 j j | 2, 153 450) 218 
2,568 443'2,140 0005) 

79.5 25,185). 810/5, 140 : .0070| 2,360) 078| 182] 

2,923) . 443/1,719 r 66 

10,017). 753|2,783 y .0084) 2, 653 

26,948) 969 3,795 ; } 637 

8,871 x , 167/4,032 5,93 209 

11,638]. 781/2,910 y : 435 831 

7 7,908! .0034) 941/2,929 : 831) 
3 10,261} .0045| 744)3,109 967). , : 425 
“ 166,411). 365 4,782 
3 97 347) 301 4,365 
3 5,257 .0022| 584 2,286 
5 4,714. 725/3,143 
1) 26. 10,110). 574 2,466 
4 

1 

9 

2 

2 


=oenon=-nnr 


1o we 


687 2,993 y 
640 2,559 .629' 0090) 2, . 342 314) 3,161) 

951\3, 103 7 72 5 1 09% 2,496) 

310'1,215) . .0045| 1, 1,408) é 

687 2,841 3.868. 758 1,010) .0032| 55 
424/1,656 2,048, 0012 217/ 0023} 42 
A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


te 
werne-e-mea =n Swern anwnnwe enw 


euuarbra=enoxr eons © 


Before using these figures, see explanation page 11 
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Ist in GEORGIA’S 
2nd CITY... 


WTOC Reaches More Savannah Listeners 
than Any Other Radio Station 


PULSE SAYS SO. The 1952, Pulse* 


SAMS SAYS SO. In Savannah, and in Metropoli- December, 


tan Savannah (Chatham Co.) more people listen 
to WTOC, day and night, than any other radio 
station, according to Standard Audit and Measure- 
ment Services report, Spring 1952. 


Represented by THE KATZ AGENCY, 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Camden 
Candler 


Carroll 
Catoosa 
Chariton 


Metropolitan Area 


Total 
thou- 
sands 


7.7 
7.8 


34.0 
15.9 
4.7 


POPULATION 
ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 
of 
County 


Fami- 

of lies 
U.S. A. ‘thou- 
sands) 


EFFECTIVE BUYING 
INCOME 


ESTIMATES— 1952 


% Per | Per 
of Cap- |Fam- 
. $. A.| ita | ily 


0026! 791/3,044 
.0019} 5855/2, 166 


} 
.0113)  772/2,854 
.0086 1261/4892 
.0019, 894/3,821 


shows that WTOC has over twice as many quarter- 
hour firsts as all other Savannah radio stations 
combined. 


Report covers hours between 6 AM and 6 PM 


SAVANNAH 

5000 W 1290 KC 
CBS RADIO 
MEMBER OF 

THE GEORGIA TRIO 


GEORGIA— (Continued) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 

(in thousands of dollars-- add 000) 
. Buying Qual- 
| 

| General 

Mase. 
389 
281) 


Furn.- 
House- 
Radio 


| 

2,600) 

284, 
247 


Chatham 132 
ASavanna 


A and A See end of state for SM Metropolitan County Areas. ( 


158.6 1 


126.0 


84.6 219,931 


180.034 


-0948 1,387/4,771 


0776/1 ,429'4, 840 


146 , 857 
133 ,547 


SM, 1953. 


9,154) 


| 
16,047 
9,025! 


15,751 


24,456 
23,953 


4,416 
4,175 


0816 0793) 


Before using these figures, see explanation page 11 


SAVANNAH REWARDS MEN OF VISION! 


Though Savannah is fully aware of its fame for gracious living amid surroundings of 
azaleas and flowering magnolias, there are other and more compelling attractions in the 
minds of men who seek new combinations of growth factors vital to their futures 
Savannah's industrial progress has been both solid and impressive during the past 20 
years—more than equal, in fact, to its productive capacity in all the 200 years preceding. 
Some of this growth is based on inherent manufacturing advantages. Some is due to its 
strategic location and port facilities. One or both, aided by the cooperative and progressive 
spirit of its people, may prove to be the combination best for you as a man of vision 
and energy 
Write in confidence to 


District Authority 


Committee On Industrial Development 
P. O. Box 768 ¢« Savannah, Georgia 


> 


10 


STEPHENS 


FR i) 
BANAS AMR, 


FORSYTM 


OGLETHORPE 


CARROLL ° COLUMBIA’ 
CLAYTON TALIAFERRO Mc DUFF 
HENRY 
ARRON 


(OWLIA. JEAYETTE RIC HMONT, 


HFFERSON) pupae 


MERIWETHER Pine 


SCREVEN 


WARRIS EMANUEL 
JOHNSON 


LAURENS 
BULLOCH 


“olymby MARION TREUTLEN 


HATTA 
HOOC HEE 


STiwart WHEELER 


Lal 
meee WiLCOR 


i 
Cais | APPLING 
Quitman] PANOOLPH TERRELL tet 


Cay 
MCINTOSH 


OUGHERTY «» ) 
~ 


BLARILN 


P LANIER 
Raby | 
Two BROOKS LOWNDES CHARLTON 


1950 Net Effective Buying Income 


~~ In excess of $150 Million 


$75 Million to $149.9 Million 


| $40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net Scole of Miles 


Effective Buying Income of $15 million 20 3s Copyright by 


and over One inch Equols Approsimotely 35 Miles Managemen, 


| G 


SALES MANAGEMENT 


The Atlanta Journal and Constitution takes you into 
3 out of every 4 homes in urban Georgia 


Home Coverage in Georgia’s 


i * ille 
© Chickamayse finggold yalue Rae Clayton 174 towns of 1000 or more population 
© OBEN Chytsworth 5! Jasper Clarkesville > 
LaFAYETTE@® Ys @ Ellijay een . J 
A s 
¢  CTRION YCALHOUN Dahlonega Cornelia! 7K ma 
SUMMERVILLE MAR 


HARTWELL € 
Royston ¢ 


100% Home Coverage 
50% to 99.9% 

20% to 49.9% 

Less than 20% 


40 MILES— 


GAINESVILLE 5) 
ROME ¢ enTinGmue Ye CANTON rs +) COMMERCE 
CEDARTOWN’ hewertY, . BUFORD >’ jetterson 


wel 
Yo ROCKMART 4) gate stl WINDER 
ee Sayrany. WRENC CEVILLE 


( 
ELBERTON 


Lincolnton 
WASHINGTON 


C ATHENS 


OSA Austell). c+ Stone Mtns %. MONROE 


Lithonia Y.Socia Sircle 
Soo 


C Union Point Harlem 
THOMSON C | ee 
YS EATONTON .. Cwarrenton 
Sparta / 


adison >, 
RTERDALE HeErseoRd 
y acder sath ,« 
Y. 


\. ydackion Monticello C Arens 


>. HOGANSYT 
( LaGRANGE 


/ 


COLUMBUS 
Buena Vista 


( C 
MONTEZUMA Unadilla. 
C Richland 


Lumpkin'2o0 MILES-suEDICUS 


CUTHBERT 


Fort 
Gaines 
C yc fdison 


~ 
BLAKELY 
Colquitt ¢ 


C Donalsonville 


¢ 


BAINBRIDGE 


Che Allanta Zournal 


AND 


THE ATLANTA CONSTITUTION 


MAY 10, 1953 


C DAWSON 
Shellman 


—¢ Arlington re 2K . TIFTON 


CAMILLA >. 


— 


ff SANDERSVILLE € 3 
jentille Wadle | 
(4 @ Cordon cone h Y imitn x 7 
/ SYLVA 
Wrightsvi 
Cowanner roping eMule / 


~,  @ FORT VALLEY 4 SWAINSBORO 


Butler?~ @ © PERRY / DUBLIN : / © 
Oglethorpe Warshaiiville C COCHRAN C Soperton J Metter STATESBORO 
C¢ Reidsville ¢ 


han 
Ys YS FORSYTH 


>, THOMASTON 


* 
__.. WAYNESBORO 
C .ouisville 


Pi 
go me? 


C HAWKINSVILLE 


C EASTMAN = VIDALIAC ae 
@ helena ie YONS 
y McRae 


C Lumber City C Glenaville 
C HAZLEHURST @ Ludowici 
C BAXLEY y. Hinesville 
: @ Jesup 


C ALMA 


@ Pombroke 
¢ 
——Fisn SAVANNAH © 


CORDELE € C Rochelle € 


w 
; N 
8 FITZGERALD 


e _— | OLILLA ¢ 


JOUGLAS 


C Pearson C Blackshear 


MOULTRIE Ys NASHVILLE C WAYCROSS paunswick ¢ 


ADEL? Lakeland ¢ 
C VALDOSTA 
© QuiTMAN 


C PELHAM 
C Homerville 


( THOMASVILLE Folkston 


Boston ¢ 


CAIRO ¢ 


Covers Dixie 
Like the Dew 
Largest circulation in the South 


Daily 421,079-—Sunday 467,206 


Represented by Kelly-Smith Co. 
ABC Audit Report—September 30, 1952 


The South’s 
Standard 
Newspaper 


ATLANTA ~--- SPEARHFADS THE SOUTHEAST 7 


Atlanta, only area in the southeast with an Effective Buying Income of over 
ONE BILLION DOLLARS, plus tremendous gains in every cate- 

gory is a MUST MARKET for your product. The key 

to this booming area is WGST which offers 


complete 


rated local 


and net shows, 
top drawer merchandis- 
ing support. For the full story 


contact WGST or our reps. 


WGST 


market coverage, top 


ABC 


NATIONAL REPRERSENTATIVE 
JOHN BLAIR COMPANY 


IN SOUTHEAST 


5-KW 920 JAMES S. AYERS 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


GEO RG | Aw (Continued) 


COUNTIES 
CITIES 


Chattahoochee 
Chattooga 


Cherokee 
Clarke 
Athens 


Clay 


Clayton 

Clinch 

Cobb 
Marietta 


Coftee 
Douglas 

Colquitt 
Moultrie 

Columbia 


Cook 
Coweta 
Newnan 


Crawford 


Crisp 
ordele 
Dade 


Dawson 


Decatur 
Oe Kalb 
Decatur 
AAtlanta 
Dodge 
Dooly 
Dougherty 
Albany 
Dougtas 
Early 
Echols 
Effingham 
Elbert 
Emanuel 
Evans 
Fannin 
Fayette 
Floyd 
Rome 
Forsyth 
Franklin 
Fulton 
| AAtlanta 
Fast Point 


Metropolitan Area 


a 
~~ 


26.7 


a 
eo-evr Bon uvow=svew 


POPULATION 
SM ESTIMATES 
1/1/83 


| Ur- 
Fami- bani- 
of lies | zation 
S.A thou- | 
sands of 


County; 


1.7 
5.6 


5.4 
10. 
8 


SONBeSPON GW = © @ bw 


neocon We een 


3085 
hi 


> 


0170 


1 Atlanta is in De Kalb and Fulton Counties. 


4 and A See end of state for SM Metropolitan County 
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EFFECTIVE BUYING 


SM INCOME 
ESTIMATES—1952 


Net % Per | Per 
Dollars | of | Cap-|Fam- 
add §|U.S.A.) ita | ily 
000) | 


0059 1 0088 ,062 
0106/1, 139/4,415 
| 


13,705 


0077! 847/3,311 
.0172|1,037 3,914 
0145)1,090 4, 157 
0011) 4521, 
0164 1,469 5, 
0019 

0457 


0199 


0067 
0029 
0120 
0053 


0036 


-0370 1, 
0190'1,42 
.0015 
0029 
33131, 
3064) 1,67 


0238/2 ,071'7 


Areas 


11,692 


15,112 
41,048 
39,612 


2,723 


7,330 
2,201 
52,327 
34,568 


17,344 
15,464 
25 806 
20,842 


RETAIL SALES— 1962 
BYP estimates 


FIVE STORE GROUPS 
in thousands of dollars -add 000) 


General 
Mase 


Auto- | 
motive | 


Furn.- 
House- 
Radio 


572 


618 
,977| 
1, 868 
91 


46 
87 


33, 
1,735 


1,672 


SALES 


SALES AND 

ADVERTIS- 
IN 

CONTROLS 


Buying Quai 
Power | ity 
Quota | In- 

dex 


0053 
0151 


OORO 


0058 


53 
117 
3386) 118 
0201) 118 


age 11 
SM, 1953 


MANAGEMENT 


Headquarters City of the Southeast 


AT LAN aA 


Special strategy isn't necessary in planning a move to Atlanta! More than.3,500 
leading national business organizations have already set the pattern by establishing 
manufacturing, warehousing and distributing branches in Atlanta. 


Seoceeeneseusese Why? Because Atlanta is the commercial, industrial and financial “Capital of 


Dixie’ with a metropolitan population of 735,000 .. . an effective billion dollar 
buying income . . . the world’s third largest telegraph and telephone switching 
center... thirteenth city in bank clearings; eighteenth in postal receipts. But the 
real clincher is Atlanta's superb transportation facilities—largest in the South— 
with fifteen main lines of eight railroads; twelve major air routes and a complete 


network of major highways terminating within the city. 


If your business is on a national scale, Atlanta is your best move for regional 
operations headquarters. And this move doesn't require tactical maneuvering. Atlanta 


Send for this J is the ‘Headquarters City of the Southeast.” Atlanta is your best possible move. 
FREE BOOKLET 
“FACTS IN FIGURES 
ABOUT ATLANTA” 


For further information—wnite INDUSTRIAL BUREAU 


ATLANTA CHAMBER OF COMMERCE...1818 VOLUNTEER BLDG...ATLANTA 3, GA. 


MAY 10, 1953 


KEEP YOUR EYE ON THIS BOX SCORE 
WRBL COLUMBUS 


RATINGS: POPULATION: 
WREBL is FIRST i rnings, afternoons and 85500.°* 2 
OV J a. 
evenings. 
CIRCULATION: 
WRBL delivers 18.7% more coverage than RETAIL SALES: 
ALL OTHER media in Columbus. $136,529,000," 3.2% increase 1952 
MERCHANDISING: 
WRBL offers complete merchandising sup- 
I with mailing to trade and consumer EFFECTIVE BUYING INCOME: 
homes; floor, window, shelf displays; work $232, 133,000,* 24% increase in 1952 
with brokers, regional reps, etc. 
PROGRAMMING: The Columbus market continues its rate of 
WRBL is tops in Columbus with shows from srowth in every category of population, income 
‘BS staff personalities and local artists 


ind sales. For complete coverage at the lowest 
st per thousand, the only buy is WRBL. 


* Metropolitan County Area 


>) COLUMBUS Call HOLLINGBERY 


WRBL- FM 46 


. The “SM” bol k ori I, lu- 
GEORGI A— (Continued) sive estimates by SALES MANAGEMENT, 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES —1952 ADVERTIS- 


ESTIMATES INCOME ING 
@/D 1/1/53 ESTIMATES — 1962 SM ESTIMATES CONTROLS 


FIVE STORE GROUPS q 
in thousands of dollars add 000) 


COUNTIES 
CITIES 


Ur- 
Total % | Fami- | bani- % | Per | Per 
thou- of lies | zation of Cap- | Fam- | | 
sands) U.S.A.) (thou-| “% -S.A) ita ily 000) . S.A.) | General | Furn.- Auto- | 
sands of 000 } | Mdse. | House- | motive | Drug 
County i | Radio | 


Metropolitan Area 


Gilmer |. 5,869, .0026| 593 2,445 | 321] 909) 175 
Glascock 4). 1,215 .0005) 357,1,519 574) .0003) 718 46 20 
Glynn 2} .0198) e : 34,950, .0150/1,120'4,064] 27,148) .0166 3,157 : } 485 i 14 
Brunswick. ... : 5.5) 21,081; .0091/1,092 3,833 22,650) .0138 | ‘ : : 613 838 

| 
Gordon o} .9| 17. 13,946] .0061| 7342,846] 8, 990 
Grady : ‘ ' : 12,455) .0053) 659'2,595 8,722 
Greene oF ' . .776| .0038| 697 2,743 6,938 
! } 
Gwinnett . d bs ‘ R 0134] 941/3, 571 18, 166 
Habersham 9) .0108 ; 5 0055} 753/2,960 10,150) 
Hall .2| 0262 9) 29. .728| .0175| 989,3,737] 49,032 
Gainesville ! 0080 3,882) a Wen ink: 43,805 
| | 
Hancock 6.0068) 2. 094) .0018) 386|1,706] 5, 157| 
Haralson R i ‘ , ,768) .0055) 857/3,360 8,249 
Harris a. .0031} 640/2,678 3,139 
| | 
Hart 2}. Y J -0033) me 5,422) 
Heard ° ° . ° 0014) 499/2, 119 
Henry 0}. 3.8 ; .0043| 622/2,617 


Ses ss3 


Ses & 


=> 2 
 @ 


Houston o . 4) 86. | ,0132/1,234'4,780} 
Irwin we J ; B -0031| 622'2,797 
Jackson ° d | ,0089) 725)2,825) 


A oil _ 
Jasper 1.8 ‘ 0017) 555/2, 252 . J } 49) 
Jett Davis E6 2.3) 28. .261| 0027} 659/2,722] 3,763, . , 466, 892! 
Jefferson E4 0118 4.6 , -0039| 480/1,932 ° ° , , 435) 1,234) 379—i«w 49 


A and A See end of state for SM Metropolitan County Areas. © b Before using these figures, see explanation page 11 


296 SALES MANAGEMENT 


The “‘SM"’ 


symbols mark original, 


Represented by 
The Branham Co. 


exclu- 


sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Jenkins 
Johnson 
Jones 


Lamar 

Lanier 

Laurens 
Dublin 


tee.... 
Liberty 
Lincoln 


Long... 

Lowndes 
Valdosta 

Lumpkin 


McDuffie 
Mcintosh 
Macon 


Madison 
Marion 
Meriwether 


Miller 
Mitchell 
Monroe 


Montgomery 
Morgan. . 
Murray 


Muscogee 
AColumbus 

Newton 

Oconee 


Oglethorpe 
Paulding 
Peach 


Pickens 
Pierce 
Pike 


Polk 
Cedartown 

Pulaski 

Putnam 


D6 
D4 


Metropolitan Area 


POPULATION 


SM 1 Yalan 


——— 
' | 

| Ur- 

Fami- | bani- 

lies | zation 


- 6053 


| 

-0198) 

0062 

° 0054 
7.5 0047 


$6,000,000 for SUNSHINE BISCUITS 
for COLUMBUS, GEORGIA 


These facts prompted Sunshine Biscuit Co. to build a_ $6,000,000 plant in 
Columbus, Ga. They demonstrate the value of this $232.000,000 market for your 
products. Columbus is within 35 miles of the exact geographical center of the 
Southeast. The largest center of poemiaties in the Southeastern states is only 65 
miles away, giving C ] as a distribution center. 


What you get when you buy *Columbus, Ga. 


Retail Sales 
1939-—$25,458,000 
1952—136,529,000 


Population 
1940—92,47 
1952—185,500 


Bank Clearings 
1941—$87,598,000 
1952—294,440,000 


Buying Income 
1946—$1 10,916,000 
1952— 232,133,000 
Columbus up 100% Columbus up 110% Columbus up 436% Columbus up 227% 
“* 200 Counties up ** 200 Counties up ** 200 Counties up 25 Leading Cities 
26% 61% 249% up 159% 


The Ledger-Enquirer Newspapers reach 92.3% of this “market 
“Metropolitan area. Seurces: Sales Management, U.S. Census, 
Bradstreet 
**Leading 200 Counties in population in U. S 


and Dun & 


THE LEDGER-ENQUIRER NEWSPAPERS 


EFFECTIVE BUYING 
JH ESTIMATES 1952 
| | 


©° 


Per | Per 
, of Cap- | Fam- 
U.S.A.) ita | lly 


461 1,844 

396 1,446 

678 2,751 
| 


0042! 998/3,913 
0013 612)/2,401 


-0082) 640,2, 559 
— 961)/3,173 


0011) | 396)1,689 
0025) 621/2,540 
0016) 612 2,710 


| 
.0009} 628 2,169 
.0175| 951/3,531 
.0114)1,008|3 534 
.0014 om 
.0036, 716|2,791 
.0015| 555/2,151 
.0024| 396|1,618 

| | 
0028} 565 2,241 
0012) 414/1,923 
.0064 734 2,866 


.0022| 584/2,363 
.0056| 593/2,449 
.0034) 753)3.163 
| | 
.0017; 499)2,133 
0027) 646 2,148 
0031 678 2,930 
.0799 1,418 5,361 
0553 1,471/5,214 
.0091 1,036/4 ,063 
.0016 §27|2,307 


re 
0021, 518 2,139 
0030, 602/2,309 
.0033, 649/2,576 


-0030 800'3,201 
-0033 697.2,920 
-0019, 527.2,188 
| 
-0136 1,016 3,952 
-0051)1,224/4,397 
-0020, 546 2,108 


0025 763 3,178 


GE ) R S | iA— (Continued) 


“SALES AND 
fADVERTIS- 


ING 
CONTROLS 


PFTAIL SALES— 1952 
BYP ESTIMATES 
FIVE STORE GROUPS ~~ 
(in thousands of dollare—add 000) 
iniibnetigians Buying Qual- 
Furn.- 
House- 
Radio 


General | 
Mase. 


1,468 
834) 
512| 


1,647 

557 
4,603) 
3,452 


361 


£3 
23s 2 


Sse Best ¢ 


£2 


14,803) 
14,276 
930 


-0730) 


3,523) 
2,872 3 32) 100 
1,417| ; 59 

994 é 62 


See end of state for SM Metropolitan County Areas. 


Aands 
MAY 10, 


© SM, 1953 Before using these figures, see explanation page 11 


1953 297 


GEORGI A— (Continued) 


POPULATION 
JM ESTIMATES 
1/1/53 
COUNTIES 


CITIES 


Ur- 
bani- 
zation 


Fami- 
of lies 
S. A. (thou- 

sands of 

County 


Metropolitan Area 


Quitman 
Rabun 
Randolph 


Richmond 
AAugusta 
Rockdale 


Stewart 
Sumter 
Americus 


Talbot 
Taliaferro 
Tattnall 


Taylor 
Telfair 


0324 
La Grange 0160 
Weat Point- 
Lanett ( Ala.) 


West Point 


Turner 
Twiggs 
Union 


Upson 
Thomaston 

Walker 

Walton 


Ware 
Waycroas 

Warren 

Washington 


Wayne 
Webster 
Wheeler 


White 

Whitefield 
Dalton 

Wilcox 


Wilkes 
Wilkinson 
Worth 


Total Above 
‘ties 
State Total 3,572.0 2.2729 


Per Cap ita Sales 
Per Family Sales 


EFFECTIVE BUYING 


SM INCOME 
ESTIMATES — 1952 


; Per | Per 
of Cap- | Fam- 
S.A. ita ily 


627 1,978 
499 2,171 
480 1,921 


318 4,987 
285 4,534 
904 3,745) 
508 2,146 


320 1,303 
649 2,701 
243 4,529 
,233 4,332 


979 3,785) 
377 1,540) 
763 2,849) 
961/3 ,038) 


471/1,988 
461 2,029 
565 2,427) 


452 1,747 
593 2,409) 
452 1,846 


791 2,916) 
979 3,362 
857 3,371 
346 4,615) 
602 w 
301 1,288 
627 2,215 


0289 1,323'4, 906 
0159) 1, 4605333 


0079\1, 4936 , 103) 
(022)1, 164/3,415 
0028 
0024 
0014 


622 2,636 
678 2,892 
452 1,939 


0129 1,205 4,615 
0037 1,299) 4,580) 
.0213 1,234 4,569 
0064 744 2,931 


0139 1,055 3,998) 
0101 1,186.4, 195 
0019 490 2,030 
0036 «(414 1,656 


744 3,081 
j 339 1,780 
0014. 518 2,244 
0011 «405 1,705 
0183 1,158 4,392 
0097 1,290 4,490) 
0021, 508 1,972 


0028 
0033 
0037 


537 2,096 
791 3,130 
452 1,917 


14,950 


3,779,472 1.6283 1,058 4,040 


A and A See end of state for SM Metropolitan County Areas. 
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Dollars 
add 


U.S.A. 


480 
3,800 
6.673 


133,894 
125,040 
4,343 
1,201 


5,576 
5,282 
25,885 
23,409 


12,853 
3,436 
18,410 
16, 809 


0112 
0103 


0011 
.0007 


23,860 
19,111 
19,839 
17,987 
18,310 


1,498 
2,067 
46 , 285 
24,950 


O161 


-0019 


The “SM” symbols mark original, exclu 


s 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of doliars—add 000) 


General 


Food Mase. 


436 
760 


21,064 

20,477) 
449 
234 


, 283 
189 


702 


409 


585 


106 
406 


Before usi 


ive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qua’ 
Power | ity 
Quota In- 

dex 


| 


Furn.- Auto- 


Drug 


House- | motive 
| 


820) 141 
4 229 
24,280 
23,556 

681 


3,618 
3,496) 


0173 
0100 


106,646 375,076 


55, 436 
150 638 


637,171) 82,751 


42 150 23 
161 574 88 


ng these figures, see explanation page 11 


SALES MANAGEMENT 


MAY 


di 


ee, 


— ; 
ad to i : 5 
Fg ma OF A 
ap i 2 Y 
ARE sd , £7 te 4 MISSING ou 
gt” f ‘ 
P i i al 


Se 
” ’ 


ON THIS “=< MARKET? 


wasn ge § METROPOLITAN 
ugusia, Georgia 


Has to offer you as an 


Advertising Test Market 


(Wf ISOLATION from competing markets. Here is 1% others. Males total 49% of the population 
‘4 a market in a fish bowl; free from over-lapping while females total 51%. 


markets. Augusta is located 132 miles northwest , ' — ‘ 3 . 
of Sucenmalh, 170 miles east of Atlanta and 185 Wf IDEAL SIZE AREA. Metropolitan Augusta is 
miles south of Charlotte, North Carolina. ~~ composed of Richmond County, Georgia, and 
7 ‘ Aiken County, S. C. representing 1,422 square 
al MINIMUM OF PENETRATION. Augusta miles of territory. Augusta’s newspapers and 
. newspapers and radio stations (all four networks radio stations cover this territory completely 
represented) are the only media serving the r 


er with little or no interference from outside media 
Augusta Market with force. Nearest TV station and you need buy no waste circulation, either 
is 140 air miles distant. 


newspaper or radio. 
VW SELF-CONTAINED ECONOMY. Metropol- Wf SUFFICIENT DISTRIBUTIVE OUTLETS. 
* itan Augusta is a settled community with the “J Augusta’s distributive outlets have kept pace 
preponderance of its workers being native to with the steady increase in population, buying 
this section. power. Retail sales for 1952 were $165,801,600 
WF DIVERSIFIED INDUSTRY. 106 industries as compared to 1948 retail sales of $91,312,000 
J in 50 different categories, ranging from textiles an increase of approximately 82% 


to foods to paper cups, are thriving in this area iW BUYING POWER. Augusta’s per family in 
Y REPRESENTATIVE POPULATION of + come is $4,600. In 1948, Augusta’s per family 
+ 221,200 made up of 65% white, 34% negro and income was $3,575—an increase of 28%. 


Augusta, Georgia is the ideal test market. 
For further information, write, call or wire 


RADIO STATIONS 


WBBQ - WGAC - WJBF - WRDW 


AUGUSTA’S DAILY NEWSPAPERS 


THE AUGUSTA HERALD ¢ THE AUGUSTA CHRONICLE 


10, 1953 


% Based upon 
Official Published Reports: 
Standard Audit Measurement 


than any other Savannah medium! x 


WSAV reaches more homes 


Subscribing 
Station: 


Total 1952 
Radio Families 


Total Weekly 
3 Audience 


Families: 


Number 
Counties: 


WSAVYV 


D 157,430 


106,400 


76,625 
55,604 


40 
25 


Station “A” 


89,780 


25,019 


19 


For three subscribing Savannah stations 
and ABC Reports—March, 1952. 


59,954 


Station “’B” 50,050 


97,500 22 
92,020 21 


Savannah Newspaper ‘‘M'’—~48,567 | Savannah Newspaper “E"—24,499 


| Average Daily Circulation (ABC Reports): 


soma WOAV 


G EORGI A— @ Metropolitan County Areas 


630 ke. 
5,000 watts 
Full Time 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES —1952 
GD ESTIMATES 


| | FIVE STORE GROUPS 
| Coun- | (in thousands of dollars—add 000) 
Dollars | % | ty . : al 
(add of | Sales | | 
000 U.S.A.) Per | | General | Furn.- 
| Fam- Food Mdse. | House- 
| ily | | Radio | 


5214) 4,267 
-1041) 2,834 
.0834| 2,936 
.0734 2,914) 
0898 3,186 


POPULATION 
SM ESTIMATES 
1/1/53 


EFFECTIVE BUYING 
JSM INCOME 
ESTIMATES— 1952 


Ur- 


Total } | Fami- bani- 
(thou- | lies | zation 


sands) |U. S.A! (th oy 
| 


___ «Buying | Qual- 
Power | ity 


Quota | In- 
Drug 


dex 


156,489| 28,471 
30,107] 4,310 
29,871 3, 

15,680 6,377, 22,160, 3,762] .0831 | 89 


16,047 9,154 24,456) 4,416] .0945) 94 
Before using these figures, see explanation page 11. 


of 


. S.A. ita Auto- 


motive 


ily 


Atlanta 
Augusta... 
Columbus 
Macon 
Savannah 

© SM, 1953. 


703.9 
221.2 
185.5 
146.7 


-5071 1,672 5,889 
1161 1,218 4,606 
-1000 1, 2514, 992) 
-0849 1,343 4,782 
-0948 1,387 4,771 


852,995 
165,801 
136 ,629 
120,052 
146 ,857 


163,863 
39,605 
33,686 
29,910 
37 ,092 


186,170 
24,840 
15,992 


39,454 
8,744 
9,488) 


-4995 
1166 
0986 


112 
83 
83 


Sales Management's 
1953 


6-COLOR COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


1. All Metropolitan County Areas clearly defined. 


Shows 2. 


County names . . . for all U. S$. Counties . . . most legible of all 


at a glance the many outline maps we have seen. 


Differences in retail sales volume indicated by County shad- 
aaa 


Red 


comparative 


Retail Sales Strength ra 
for counties with $100 million or more. 
of every county j z pe oe 
Green—for counties with $50 million to $100 million. 


Yellow 
Blue 


... with special marking Seen ¥ — 
for counties with $25 million to $50 million. 
to indicate where : i anes 
for counties with $10 million to $25 million. 
county's family sales TR: : ae 
1570 cities with retail sales of $20 million or more. 
exceed U. S. family . way ae 
City populations indicated—(as of January 1, 1953). 
average . a 
. Special blown-up projections of all congested small-county areas, 


with county lines and nemes clearly indicated. 
SIZE: 27” x 41” . . . PRICE: $3.50 a single copy; $3.00 each for two or more copies 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


BOUNDARY 


1950 Net Effective Buying Income 
we ex of $150 Million 
Million to $149.9 Million 
0 Million to $74.9 Million 


5 Million to $39.9 Million 


ore those having net 


ng Income of $15 millor 


= 


MINIOORA | 
~~ 


ae ee SS 


For explanation of map symbols, see “State Maps,” page 220 


(Other Mountain States: Arizona, p. 227; Colorado, p. 254; Montana, p. 440; 1 z. aati or We 
Nevada, p. 448; New Mexico, p. 463; Utah, p. 635; Wyoming, p. 676.) | D A H 0 Counties and Cities 
Pop. ‘ 


Pop. 
in NUMBER OF OUTLETS | 


(in NUMBER OF OUTLETS 
= sestitee thous |GM|FHR A | D City County ithous.)} F |GM|FHR| A | 


Test 


Blackfoot Bingham 5 L . ‘ Lewiston. . Nez Perce 13.3 
Boise. . Ada Moscow. Latah.. 10.9 
Nampa... Canyon 17.3 
Pocatello Bannock 27.8 
Twin Falls.. Twin Falls 18.5 
Weiser Washington.... 4.0 


SALES AND 
POPULATION tg bdo © pee RETAIL SALES—1952 ADVERTIS- 


——" ING 
JM Or ESTIMATES — 1952 ESTIMATES CONTROLS 


{ g gla . FIVE STORE GROUPS 


| Ur- “| : |coun-| in thousands of dollars—add 000) 
Total % Fami- | bani- Net | % | Per} Per} Dollars Buying | Qual- 


ty = 
thou- | of | ties | zation Dollars | of | Cap-|Fam- (add of Sales i Power | ity 
sands) |U. S. A. (thou- | % (add = |U. S.A.) ita | ily 000) U.S.A. Per | General | Furn.- | Auto- Quota | In- 
000 | 


| sands of Fam- Food Mase. | House- | motive | Drug dex 
County; ily Radio | 


7.1 
Burley Cassia 6.1 
Caldwell. Canyon 11.4 
Coeur d'Alene Kootenai a 


Idaho Falls ... Bonneville 1.0 


COUNTIES 


CITIES 


Metropolitan Area 


Ada c5 


i 
oo 


76.3, .0486 23.7| 68.4 102,119, .0440 1,338 4,309 90,828, .0555, 3,832 16 623 14,537 5, 584| 16,287) 2,319 .0424| 100 
Boise S71 0236 12.5 55,415 0239 |1,494)4, 433 76,291) .0466 11,757 13,973) 4,908; 15,348) 2,083 -0307) 130 
Adams C4 3.3, .0021 9 3,943, .0017 1,195 4,381 2,558 .0016 2,842 $92 135 52) : 82 -0017) 81 


A and 4 See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, ¢ see explanation page 11 


Data on Industrial Potentials—Pages 49-78 


MAY 10, 1953 


BS T/MES 


GREATER 
COVERAGE 


THAN ANY OTHER POCATELLO ADVERTISING MEDIUM 
oe AAR oo 


"SERVING MORE THAN HALF 
THE COUNTIES OF IDAHO 


"Nielsen Coverage Service 


Affiliate of 


National Broadcasting Co. 


1D AH O — (Continued) 


POPULATION 


ESTIMATES 
1183 


Ur- 
Fame bani- 
lies | zation 


COUNTIES 


CITIES 


Metropolitan Area 


Bannock 


Pocatello 


Bear Lake 
Benewah 
Bingham 


Hlacktoot 


Blaine 
Boise 
Bonner 


Bonneville 

idaho Falls 
Boundry 
Butte 


Camas 


Canyon 
Nampa 


Caldwell 


0357 
O10 


OO7S 


Caribou 


Cassta 
Hurley 

Clark 

Clearwater 


Custer 
Elmore 
Franklin 


Fremont 
Gem 
Gooding 


idaho 
jefferson 


jerome 


Kootenal ° 0163 
(oeur {Alene y 4 OOS) 

Latah 0133 
Moscow 10.4 QOeO 

Lemhi 3 0040 
SM. 1953 


302 


EFFECTIVE BUYING 


SM | INCOME 
ESTIMATES 1952 


Per Per 
of Cap- Fam- 
S.A. ita ily 


0284 1,482 5,318 


0182)1,517'5,273 


-0031 1,087 3, 
-0026 1,016 3 
-0125 1,219 4, 
0031'1,315'4, 


-0026 1,159 4, 
861 2, 
920 2, 


, 338 4, 
386 4.5 
040 3 

051 3, 


039 4, 
1593 


2543 


2914, 


136 4, 
2014, 
,074 4, 
1364 


956 3, 
195 4, 
099 4, 


062 3, 
028 3,494 
111 3,872 


. 136 3,939 
959 
. 197 


, 695) 

i 5, 868 

136 3,975 
0056'1,195 4,491 


Represented Nationally by Weed and Co. 


5000 WATTS 930 Ke. 
POCATELLO, IDAHO 


The “‘SM"’ symbols mark original, exclu 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVEATIS- 


RETAIL SALES --1952 


ING 
ESTIMATES CONTROLS 


FIVE STORE GROUPS 
in thousands of do!lars add 000 


Buying | Qua) 
Power | ity 
General Furn.- Auto- Quota In- 
Food | Mase House- | motive dex 

Radio 


| 
818 3,331 8,408) 0288, 102 
448 3, 164 7,492 0201) 114 


465 252 605 
WW 


0332 


0127 


0025 920 3,050 


Q000 


3i4 
578 
foe 319 ’ 
1, WW ‘ 78 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


on Idaho's Fastest 


“CASH IN" Growing Market! 


Now .... construction of famed Palisades dam brings even additional 
people to this rich market area which is also the headquarters of the 
AEC Reactor Testing Station. These people are a PLUS factor for the 
advertiser in Idaho Falls where production of varied crops, including 
Idaho’s famed Russet Potatoes, and large-scale cattle-feeding operations 
long have—and still do—provide one of the nation’s most stable and 
rich economies. 


JOIN 


the other knowing adver- 


tisers who use Eastern 
Idaho’s Largest News- 


paper... 


POST- 


Register 


IDAHO FALLS, IDAHO 


To learn how you can cover the Idaho Falls Market effectively only 


with 
the Post-Register ask 


anys 


The ‘*SM"’ 


symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT 


COUNTIES 
CITIES 


Lewis 
Lincoin 
Madison 


Minidoka 
Nez Perce 
Lewistor 


Oneida 


Owyhee 
Payette 
Power 


Shoshone 

Teton 

Twin Falls 
Twin Falls 


Valley... 


Washington 


Weiser 


State Total 


Per Capita Sales 


Metropolitan Area 


Per Family Sales 


\ Boise 


© SM, 1953 


POPULATION 
ESTIMATES 
1/1/53 


Fami- 


of lies 
S.A 


Ur- 
bani- 
zation 


thou- | 


sands of 


County 


EFFECTIVE BUYING 


JM INCOME 


ESTIMATES -1952 


Net Per Per 
Dollars of Cap- | Fam- 
add U.S.A. ita | ily 


-0024 1,279 4,583 
-0020 1,124 4,291 
0044 1,124 4,397 


.0044 1,040 3,919 
.0133 1,315 4,175 
0081'1,398 4,015 
.0021 1,136 4,069 


.0025| 908)3,472 
.0054) 1,004) 3,303 
.0021|1,195 4,660 


.0139) 1386/4, 700 
.0013| 967\4,284 
.0229) 1,266 '4,122 
0112'1,410\4,346 


0024 1,315 4,602 
0042 1,136 3,712 


0021,1,219 


3,750) 


1104)1,379/4,366 


733,226 .3159 1,208/4,187 


167,158 .0720 1,263 4,169 


of our WARD-GRIFFITH representatives. 


Dollars 
add 


Food 


. 150 
, 988 


RETAIL SALES 


General 
Mase. 


1D AH O — (Continued) 


1952 


ESTIMATES 


FIVE STORE GROUPS 


Furn.- 
| House- 
Radio 


128 
105 
093 


365 
,003 


20,994 


717, 34,116 


120 56 
415 195 


in thousands of dollars -add 000 


Auto- 


motive 


151 
388 
563 


, 280 
291 


983 


286 
2,389 
457 


460 


566) 16,831 


235 28 
814 96) 


SALES AND 
ADVERTIS 


ING 
CONTROLS 


| 

| 
Buying |Qual 
Power | ity 
Quota | In- 


} dex 


89 
61 
98 


| 15 
93 


76 


79 
96 


0163) 


0027 | 
0057 


0039) 
} 


O00) AZ 


- 3633) 94 
} 
| 
| 


IDAHO— Metropolitan County Area 


156 , 168 


0955 3,894 29,921 


21,841 


8,359) 


— 4,061 


anne) 97 


Before using these figures, see explanation page 11 
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tive Buying Income, retail sales, buying power quotas, farm income and value added by manufacture 
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MAY 16 


1953 


ILLINOIS 


1950 Net Effective Buying Income 


me In excess of $150 Million 


Ee 7 $75 Million to $149.9 Million 


| $15 Million to $39.9 Million 


| $40 Million to $74.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


ne Inch Equals Approximately 40 Miles 


10 DAVIESS 


STEPHENSON 


WHITESIDE 


BUREAU 


2ST FULTON 
McDONOUGH -: 


Mo ome 0 3 


SCHUYLER 


Springfield 


Melrose P 
timhuret @ 

o @ hive 

Oak Park ws _-: 


cero 


: MADISON 


Altor 


Wood River] 


@ Gronite 


ST. CLAIR 
® East St 


A LIVINGSTON 


LOGAN 


McHENRY 


2" Woodstock 


KENDALL 


GRUNDY: 


CHAMPAIGN 


‘sg, Lecoln 


CHRISTIAN 


SHELBY 


* * Urbana 
Champaign 


MONTGOMERY 


CUMBERLAND 


FAYETTE EFRINGHA 


“JASPER tawrons 


MARION 


CLINTON 


® Centrale 


EFFERSON 


Mt Verr 


RICHLAND" LAWRENCE 


WABASH 


LOWARD 


HAMIL TC 


RANKLIN 


JACKSON 


DN | WHITE * 


fant mennend SALINE 
WILLIAMSON 
are 


Murphysboroge 


Carbondale 


AGALLATIN 


UNION JOHNSON | POPE 


EXANDER T PULASKI ASSAC 


HARDIN 


G 


SALES MANAGEMENT 


The Purpose of Advertising 


Wealll/} 


Evidence of WLS position as a result producing medium for advertising 

is found in the impressive group of advertisers who, like those listed below, 
use the station consistently year after year. They and many others 

have found that listener loyalty to WLS extends to the station’s advertisers 
—and that midwest people buy the products they hear about on WLS. 


Listener loyalty produces advertising results. 


Bristol-Myers 9 yrs. Pioneer Hibred Co. 16 yrs. Colgate-Paimolive-Peet 10 yrs. 
Ralston-Purina 12 yrs. Chrysler Corp. 8 yrs. Vick Chemical Co. 14 yrs. 
Allied Mills 14 yrs. Oshkosh Overall Co. 16 yrs. Murphy Products Co. 21 yrs. 
Block Drugs 9 yrs. Procter & Gambie 16 yrs. Groves Laboratories 10 yrs. 
Campbell Cereal Co. 23 yrs. Carter Medicine Co. 15 yes. Sterling Drug 9 yrs. 
Consolidated Products 12 yrs. Flex-O-Glass 16 yrs. Keystone Steel & 

Phillips Petroleum 9 yrs. Lever Bros. 8 yrs. Wire Co. 21 yrs. 
General Foods 9 yrs. Hulman & Co. 13 yrs. Metropolitan Life Ins. 8 yrs. 
Standard Brands 7 yrs. Little Crow Milling Co 14 yrs. 


ABC NETWORK 
890 KILOCYCLES 


PRAIRIE 
50,000 WATTS FARMER 


CLEAR CHANNEL 
STATION 


CHICAGO 7 


REPRESENTED BY JOHN BLAIR & CO. 
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TLLI N Oo 1 Ss — Counties and | Cities — 


Illinois state m mop—poge 304° 


City 


Alton 

Aurora 
Belleville 
Belvidere 
Berwyn 
Bloomington 
Blue Island 
Cairo 

Canton 
Carbondale 
Centralia 
Champaign 
Charleston 
Chicago 
Chicago Heights 
Cicero 
Collinsville 
Danville. ... 
De Kalb 
Decatur 

Des Plaines 
Dixon 
Downers Grove 
East Moline 
East St. 
Edwardsville 
Effingham 
Elgin 
Elmhurst 
Elmwood Park 
Evanston 
Fairfield 
Forest Park 
Freeport 
Galesburg 
Granite City 
Harrisburg 
Harvey 
Herrin 
Highland Park 
Jacksonville 
Joliet 
Kankakee 


Louis 


COUNTIES 
CITIES 


Adams 
Quincy 

Alexander 
Cairo 


Bond 


Boone 
Belvidere 

Brown 

Bureau 
Princeton 


Calhoun 
Carroll 
Cass 

™ SM, 


1953 


County 


Madison 
Kane 

St. Clair... 
Boone 
Cook 
McLean 
Cook 
Alexander 
Fulton 
Jackson 
Marion 
Champaign 
Coles 
Cook 
Cook 
Cook 
Madison 
Vermilion 
De Kalb 
Macon 
Cook 

Lee 

Du Page 
Rock Island 
St. Clair 
Madison 
Effingham 
Kane 

Du Page 
Cook 

Cook 
Wayne 
Cook 
Stephenson 
Knox 
Madison 
Saline 
Cook 
Williamson 
Lake 
Morgan 
Will 
Kankakee 


(Other East North ( Central States: 


| (in 
\thous.) 
32.9 
$1.2 
40.5 
98 
52.7 
34.6) 
18.1 
11.9 
12.4 
11.0 
13.6 
41.8 
94 
3,665.0) 
25.2 
68.5 
12.6 


POPULATION 
ESTIMATES 
1/1/53 


| 
rer | 
‘ Fami- 


of lies 
. 8. A.) (thou- 


Pop 


Ur- 
bani- 
zation 


Oo 


€ 


NUMBER OF OUTLETS 


GM 


9° 
a 
> OO st O73 HO 


|FHR! A 


—— 


w 


a a) 
ee ee es on. ee 


_ 


—— Rh 
a 
<< 


_ 


5 
8 
5 
5 
7 
5 
2 


— nw 


rears Spree 


JH) 


Net 
Dollars 


(add 


estit MATES— 1952 


| Per | Per 
Cap- | Fam- 
ita | ily 


U. S. A 


.0379 1,363 4,294 
.0264)1, 450) 4, 466 
.0117/1,310)4,047 
0072/1 ,397/4,262 
0084) 1, - 3,233 


0128)1,711) 5 618 
.0077) it, 833/5,615 
0031 1,047 3,142 
.0222/1,363|4,281 
0049/1 ,921/5, 396 
0022) 804 la, 792 
.0120)1, 4504, 490 


.0086)1, 34514, 207 


Kewanee. 

La Grange.. 

La Salle. ... 
Lincoln 
Macomb. 
Marion.... .. 
Mattoon 
Maywood 
Melrose Park 
Moline. . 
Monmouth... 
Morris 

Mount C armel. 
Mount Vernon 
Murphysboro 
Oak Park.. 
Olney 
Ottawa.... 
ae 
Park Ridge. . 


Selina. eas 
Quincy. . 
River Forest 
Rock Island 
Rockford. .. . 
eee 
Skokie. ..... 
Springfield. . . 
Sterling 
Streator. 
Taylorville. . 
Urbana 
Watseka 
Waukegan... 
West Frankfurt 
Wilmette. ... 
Winnetka 
Wood River. . 
Woodstock. . . 


| 


Dollars % 
(add of 
000) 


Indiana, 
Michigan, _p. 400; 400; _ Ohio, a3 520; | Wisconsin, p. 665.) 


p. 321; 


Pop. 


County 


Henry 
Cook 
.La Salle. 
Logan.... 
. McDonough 
Williamson 
Coles 
. Cook 
. Cook 
.Rock Island 
. Warren 
Grundy..... 
Wabash 
Jefferson 
Jackson 
Cook 
Richland 
La Salle. 
Edgar... 
Cook 
Tazewell 
Peoria 
Livingston. 
Bureau... . 
Adams.... 
Cook 
Rock Island 
Winnebago 
Marion.... 


Sangamon .. 
Whiteside. . 
La Salle. .... 
Christian 
Champaign 
Iroquois. . 
ee 
Franklin. . . 


Madison. 
McHenry. 


{coun | 


Sales | 
- S.A.) Per 


| Fam- 


-0422 3, 


0365 


-0123) 3, 


0102 


0086) 3, 


.0122) 3, 
-0099| 


0060) 4, 
.0231| 3, 


-0088 | 


-0030) 2, 
.0149) 3, 
0100! 3, 


ily 
364 


| 


055 


770 


| 
270| 
185) 


525 
945 


| 
456 


RETAIL SALES—1952 
ESTIMATES 


The 


thous.) 


“SM” 


(in 


11 
6 
5 


— 


an 
CPW ONTO WS ON 


ne 
N we mw Nw 


NR 
=! 


~ FIVE STORE GROUPS — 
in thousands of dollars —add 000) 


General 


Food | Mdse 


15,355 
12,392 
4,187) 
3,120} 
3,192 


5,002 
4,415) 
1,693 

7,889) 
2,685) 


| 
1,032 
5,457) 


4,500! 1,129) 


| House- 


Auto- 
motive 


Furn.- 
Radio 


2,752 
2,421 
,372 
372 


11,747 
9, 892| 
4,023) 
3,448) 
2,306 

' 


4,126 
4,126 
2,479 
6,196 
3.117 


875 
3,499 
2,487 


fo a Ge GO > om & OO OO 


symbols mark original, 
__Sive estimates by SALES MANAGEMENT. 


‘ 

12 
| 17 
15) 

14 

13 

16 

18 

7 

24 

9 


Drug 


1,944 
1,917 
517 
471 
183 


164 
= 


exclu- 


_NUMBER or OUTLETS 
r 1G M | FHR| 


ALD 


~I th & bt th C 
oo ee 


~ 
mun uw 


Wer ZI AADWMWAUWUUUNsWens 


SALES AND 
ADVERTIS- 
NG 


' 
CONTROLS 


Buying |Qual- 
Power | ity 
Quota | In- 

| dex 


97 
110 
92 


-0129) 106 
-0092' 98 


Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


wonmac | wareice 


1OWA 


APPANOOSE bavis 


D-10 


VAN BUREN 
D-15 
N-14 


Ute 
D-52 


ILLINOIS 


FULTON 


N-53 


WANCOCK 


SCHUYLER 


D-26 
N-10 


SCOTLAND 


D-43 
N-30 


CLARK 
D-76 
N-78 


D-78 
N-66 


ADAIR 
D-29 
N-16 


MACON 


McDONOUCH 


D-37 
N-37 


SCHUYLER 


KNOK 


D-85 
N-58 


D-51 


SHELBY 


D-89 
N-78 


=i 
MONROE 


D-44 
N-35 


D — Daytime 
N — Nighttime 


YOU GET | 


MORE HOMES 


WITH... 


—= 


AUDRAIN 
D-14 
N-10 


NTO 


QUINCY 


Ae 


The “‘SM"’ symbols mark 
sive estimates by SALES 


original, exclu- 
MANAGEMENT 


POPULATION 


ESTIMATES 
iss 


MORGAN 


canons | 


SCOTT 


IN RICH TRI-STATE AREA 
including QUINCY, ILLINOIS 


KEOKUK, IOWA 
HANNIBAL, MISSOURI 


DAY 


NIGHT 


WTAD 


81,212 


71,659 


Station A 


20,857 


17,376 


Station B 


56,329 


37,913 


Station C 


12,685 


10,095 


Based on 
Standard Audit 
and Measurement 
Services, Inc. 
study No. | made 
in Spring, 1952 


WIAD STANDARD AUDIT PROVES IT! 


Based on official reports by Standard Audit of all radio stations 
located in Quincy, Illinois; Keokuk, lowa and Hannibal, Missouri, 


WTAD reaches more homes than any other fwo stations. 
And WTAD reaches them more effectively and at lower cost 
than any other medium. For availabilities, write or call 


Walter Rothschild, National Sales Manager. 


EFFECTIVE BUYING 
JSAM INCOME 
ESTIMATES— 1952 


WTAD, Quincy, Illinois 


930 KC ... 5000 Watts, day . . . 1000 Watts, night, CBS 
Affiliated with KGLO, Mason City, lowa 


Represented by Weed & Company 


ILLINO | (Continued) 


RETAIL SALES— 1952 


@D ESTIMATES 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


COUNTIES 
CITIES 


| | FIVE STORE GROUPS 
| | (in thousands of dollare—add 000) 
Net | % | Per| Per} Dollars ” et = 
Dollars | of Cap- | Fam- (add i | 
(thou- | % (add = |U. S.A) ita | ily 000) U. General 
sands); of 000) | 
County ily | 


| Ur- 
Fami- | bani- 


- : Buying 
lies | zation 


Power 
Quota 


| 
Total | % | 


of 
S. A.) 


(thou- 
sands) |U. Auto- 
| motive 


Furn.- 


Metropolitan Area 


Food 


Champaign .. 
AChampaign- 
Urbana 


= 
xa 
(=) 


AChampaign 

Urbana 
Christian 

Taylorville 
Clark 


114.5 


| 
| 


6é 4) 
41.8] 
25.0 
39.0) 

9.3) 


17.0 


0728 


0426 
0266) 
0159 

-0248) 

. 0059 


-6108 


30.0) 64.8 


163 , 986 


100, 202! 
61,338 
38,864) 
58, 566) 
15,104 
19,304 


A and A See end of state for SM Metropolitan County Areas. 


-0706 1432/5, 466 


0431\1,60016, 886 
0264/1, 467|5,787 
0167/1, 555'5, 888 
.0252'1,502 4,648 
0065) 1,624)4,872 
.0083 1,136'3, 387 


© SM, 1953. 


120,909 


96,676 
75,446} 
20,229] 
39, 495| 
18,743 
18,413 


i 4,030 


.06865\ | 


0461) | 


0124] 
.0241| 3,135) 


0115 


23 ,886 

| 
18, 298) 
10,898) 
7,400) 
0,556 
4,228 


-0113) 3,230 3,762 


13,146 4,613 


| 


12,676 — 4,486| 
10,193 
2,382 
1,869 
1,281 

551 


17,118 
16,425 

693 
8, 660 
5,239 
2,934 


exer 
22,465) 


0721 


0477) 112 
0324) 122 
0163; 94 
-0247| 100 
-0079} 134 


Before using these figures, see explanation page 11. 


The Summary of All Data by States appears on page 218. 
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ine 


‘| Make your galee 
pitch strike it 


49% of Illinois’ 
retail sales are made 


in CHICAGO tich...uge... 


Outdoor ativertising 


GOA outdoor displays sell to people out of doors, ready to buy. 
-Put your sales impact where and when you need it! 
Use outdoor advertising to boost your sales. 


Chicago Office: Harrison & Loomis Streets @ General Outdoor Advertising Co 
sing Co, 


. , - The “SM” symbols mark original, exelu- 
ILLINOIS — (Continued) _ sive estimates by SALES MANAGEMENT. 
; ~———T SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


we INCOM IN 
JSM JM ESTIMATES— 1952 @D ESTIMATES CONTROLS 


COUNTIES | ) | FIVE STORE GROUPS 
| | Ur- } (in thousands of dollars—add 000) 
CITIES 3 | & Fami- | bani- | @ I | | % ty si — aa 
of | les | zation | Cap- | Fam- add ts Sales { 
S.A} (thou- | % ( |U. S.A) ita | i . 8. AL! | || Genera | rene | Auto- 
Food | House- | motive | Drug 
| 


| sands)! of | Fame | 
Radio | 


County ily | 

Clay 4) 0110) = 6.6) 30.1 ' 0089)1, 18/3, 753! .0090 2,621, 1,792 843} 3,317) 277 

Clinton 9.0148) 6.7 14.3 ,398) 0131/1, 327/4,537 327) 0118 sonal 4,670 1,169, 1,678] 2,868) 207 
1Centralia | 


0262 13.3) 66.2 . .0258 1,450/4,491 y .0310| 3,808, 10,313) 4,820, 2,302) 12,433) 1,063) 

one 5.9 30,700) .0132)1,642)5, 203 31,0! 0190) 6,198 3,552) 1,422 8,515 686] .0147| 124 

0060; 3.1 14,447; .0062/1,537/4,660 3,774) 0084) | 3,075) 713| 3,524) 294) += .0068) 113 

| } | 
| | 

F 2} 28] 4,007.1] 2.9318|1,419.2 96.6 | 9,173,481 3.9521 1,991 6,464 6,000,609 | 3.8685) 4,228)1,281,307 1,196,877 289, 498) 791 005/178, 271 3.6629) 125, 


i, Centralia is in Clinton and Marion Counties © SM, 1953. Before using t these figures, see | explanation page 1. 


.. Has a greater population within he . . Only one medium has dominant 
a 50-mile radius than any other ; The . coverage of the Greensboro 
Southeastern city! * South's 12-County ABC Market, and 

No. I selling influence in over half 


. ls one of the most important : be — 
distribution centers in the South!.* —” of North Carolina 


. Over 1,000,000 people live within ure CHSOOLE 
a 50-mile radius of Greensboro! Carolina 


Detailed Information on Pages 
197 through 211, and on Pages GREENSBORO, WORTH CAROLINA 
501 and 505. Represented by a 


* Federal Reserve Bank of Richmond 


308 SALES MANAGEMENT 


Idea suggested by LLEW JONES 
Foote, Cone & Belding 
San Francisco 


In Chicago, it takes 2— 
to get you off the ground 


BECAUSE... Chicago has outgrown the power of any 
single daily newspaper to reach even half of your city 
and suburban prospects. 

Today it takes two daily newspapers to reach a majority 
of the market —and for MosT net unduplicated coverage, 
one of your two MuST be The Chicago SUN-TIMEs! 


| >; , CHICAGO 


SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


LOS ANGELES SAN FRANCISCO PHILADELPHIA MIAMI BEACH ATLANTA 
Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Hal Winter Company Sawyer-Ferguson-Walker Co. 
612 So. Flower St. 1213 Russ Bldg. Girard Trust Bldg., 1400 S. Penn Sq. 9049 Emerson Ave. 821-822 William Oliver Bldg. 
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i AR Y Metropolis of Indiana Industry 
Second City In The State 


Principal retail shopping center for Lake and Porter counties. 


Excepting Marion County, (Indianapolis) no other two adjoining coun- | Home of the world’s largest 
ties in this state equal these for population, effective buying income, | *°*! walle. 


and retail sales. Third largest steel produc- 


ing center in the nation. 
“POPULATION * EFFECTIVE *RETAIL SALES 


BUYING INCOME 
Next to Milwaukee, largest 


437,300 $84.1,066,000 $496.755,000 city within 100 mile radius 


*SALES MANAGEMENT estimates for 1952 of Chicago. 


To reach families in the Gary Trading Area effectively, there is but one medium For detailed market data. 


you can be sure will deliver your advertising with sales producing impact, see EDITOR & PUBLISHER 


THE GARY POST-TRIBUNE |,,......, coum 


Gary's only newspaper. cheerfully rendered to Na- 
tional advertisers. 

COVERAGE: Gary City Zone, more than 95 out of 100 homes. For entire Gary 
Trading Area, better than 80 out of 100. National Representatives 


: , ; aya Burke, Kuipers & Mahoney 
No other medium of any type even approaches our audience in size in the Gary : 


Trading Area. POTD AA ITA AAAS DAA AD AAA AS. 


ILLINOIS — (Continued) _o estimates by SALES. WANAGEMENT, 


pork eee ir th Rana wae | SALES AND 
rN Te es os RETAIL SALES—1952 — 
, i} INcCO 
1/1/53 @D ESTIMATES— 1952 7D ESTIMATES CONTROLS 
COUNTIES ? cs T > a i ~~ FIVE STORE GROUPS 7 ee 
Ur } (in thousands of dollars—add 000 
CITIES y Net % | Per | Per / 2S weer eee Buying |Qual- 
Dollars of | Cap- Fam- ’ P. ity 
(add =|U. S.A.) ita | ily . S.A. Furn.- Auto- In- 
000) | | : House- | motive | Drug dex 
| i Radio 


= —. oe a oe oe See 


AChicago ‘ .0} 2.3320|1, 7,168,447) 3.0883/1,956/6,375] 5,135,852) 3.1398 1,046,734)1,125,259) 255,364) 623,101) 152,815) 2.9525) 127 
Evanston 0475) 156,355; .0674|2,096/7,375 125, 152| 0765 . 20,302) 7,007] 28,859) 4,004)  .0662| 139 
Oak Park 3.7) 0406] ' 161,321} .0695)2,533|7,869] 118,701) .0726 ¢ 17,908} 6, 199 : ; 160 
Cicero 5} .0436 .3| 143,570} .0619|2,096/6,740} 73,588) .0450| 1,205} 3,4 | , 122 
Berwyn 2.7| .0338] 124,229} .0535/2,357|7,439] 46,785) .0286 243 r 085 0420) 125 
Chicago Heights 25.2} 0160) : 46,206} .0199/1,834/6,330 34,031; .0208 ‘ Ls j af : 121 
La Grange 2.5) .0080) 33,406; .0144/2,672/9,029 29,007; .0178 ,534| | 176 
Harvey 21.3) .0136 42,787| .0184|2,000/6,792 25,405) .0155} | ; ¢ : ‘ : 122 
Blue Island A} 0115) 37,299] .0161|2,061|7,038]  25,133| .0154 ,528| ; 130 
Maywood... 28. 0179) 63, 052| .0272|2,236)7 ,689 24,480) .0150 7 ‘ : ,629) : 121 
Winnetka 2.9) .0082 44,376) .0191/3,440/12679] 23,598) 0144 
River Forest | .0073) 32,855} .0142)2,882/11329] 23,555) .0144 
Des Plaines d -0104) 38,423 .0166 2 ,357/8 ,005 18 ,093 O11 
Park Ridge 5) O11} 57,459) 0248/3 , 283) 11050 18,074; .0110 
Wilmette . .0120) 62,390) .0269)3,319)12478 17,609 .0107) 
Elmwood Park 9.9} .0127] 50,397| .0217/2,533/8,842 16,136, 0099) 
Melrose Park 3. 0088! 26,991| -0116/1,956/6,921 15,799} .0097/ : : .0105 
Forest Park. 5.3} .0097| 31,520} .0136/2,061/6,434] 15,476] | .0098| | 337} .0116| 120 
Skokie | 0106 
2Elgin 


47,835) .0206/2,864)0,762} 12,997 3,57 082! 9} 0148) 140 
2 Elgin is in Cook and Kane Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 
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SALES MANAGEMENT 


An estimated $1,103,000,000* a year are spent by Chicago American 
families in Chicago retail stores alone (not including suburbs). When 
you pre-sell these families...when your advertising in the Chicago 
American asks them to buy your brand... they'll spend more of their 
money for your products. And your share of $1,103,000,000 can keep 


your sales curve rising. 


CHICAGO AMERICAN FAMILIES SPEND IN ONE YEAR AN ESTIMATED: 


$240,579,000 in Chicago food stores $31,222,000 in Chicago drug stores 
144,988,000 in Chicago department stores 16,636,000 in Chicago shoe stores 
91,196,000 in Chicago apparel stores 10,397,000 in Chicago jewelry stores 
67,710,000 in Chicago furniture, house- 35,565,000 in Chicago lumber, building 


hold and appliance stores and hardware stores 
THE ABOVE ARE REPRESENTATIVE OF THE BUYING POWER OF CHICAGO AMERICAN READERS 


* All dollar pgures based on Illinois Dept. of Revenue 
Retailers’ Occupation Tax 


Your advertisements in the Chicago American will sell this great 
billion dollar market. And the American has the largest evening 
circulation in Chicago and Retail Trading Zone...with the largest 


number of evening home deliveries, too. 


CHICAGO AMERICAN 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


MAY 10, 1953 


RADIO reaches and sells more people 
at far lower cost than any other medium 


... and WGN reaches more homes per week than any 
other Chicago station...one of the reasons why more grocery 
and drug advertisers buy WGN than any other Chicago 


major station... in the second largest market in the nation. 


Chicago 11 
Illinois 
50,000 Watts 


A Clear Channel Station... 
Serving the Middle West 720 
MBS On Your Dial 


Chicago office for Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N.Y. for New York City, Philadelphia and Boston 
Geo. P. Hollinagbery Co. 
Advertising Solicitors for All Other Cities 
Los Angeles—411 W. 5th Street «© New York—500 5th Avenue ¢ Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue ¢ San Francisco—625 Market Street 


ILLINOIS — (Continued) _ 


COUNTIES 
CITIES 


Douglas... 

Du Page 
Elmhurst 
Downers Grove 

Edgar 
Paris 

Edwards 

Effingham 


Effingham 
Fayette 


Ford 
Franklin... 
West Frankfurt 
Fulton 
Canton 
Gallatin 


Greene 
Grundy.. 

Morris. . 
Hamilton. 
Henderson 

Kewanee 
© SM, 1953. 
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RETAIL SALES— 1952 

ESTIMATES 

FIVE STORE GROUPS 
Ur- | in thousands of doliars- add 000 

Fami- | bani- % Per Per , t - 


| of Cap- Fam- 
|U. S.A. ita | ily 


EFFECTIVE BUYING 


‘ SM ESTIMATES— 1962 


OPE, ESTIMATES 
7 ! 
JIM Ba 


Furn.- Auto- 
House- motive | 
Radio 


| General | 


Food Mdse. Drug 


.0132| 2,993) 5,093 
.0037| 1,837, 1,543 
.0308 3,970) 
0144) | 
| 
.0125) 3,643) 
0118) 3,483) 
.0857| 2.857) 
.0156 
0109) 
.0158| 3,319) 
ou} | 
.0060) 3,424) 
.0172| 4,308) 
0109) 
0116) 2.074) 
.0122) 3,927 
.0221| 2,210 


4,768) 
978 


.0133/1 ,450/4,269 

.0046|1 ,047/3, 269 

.0295|1,624/5,384 

0081/1, 606 5,606 
| | 


21.2) .0134) 
10.3). 
42.1 
11.7) 


.0110|1,537/4,556 
0091/1, 275|3,918 
.1624/2,218)7, 

.0260|2, 602/9 ,010 
-0134/2,393 8, 185 
.0123/1,205/3,662 
.0056|1,310/3,852 
.0044/1,136|3,524 
.0118 1,257.4, 196 
.0048 1,555 5,017 
.0116|1, 136'3,652 

| | 

.0101|1,450/4,577 
.0248|1, 205 3,527 
.0065/ 1310/3, 862 
.0276|1 467 4,392 
.0091/1,711/4,934 
0035 856 2,832 
.0087|1 083 3,301 
-0135 1,606/5,1 

0056/1 ,816|5, 861 
.0039| 751/2,31 
.0124/1,118)3, 

0030) 926 3,351 
.0042'1,170 3,780 .0052) 3,237) 
.0303|1 , 602 4,603 .0360) 3,744] 
0116'1,572'4,829 880! .0164 


-0057 
0138 
0045 
0151 


.0103| 
0303) 
0073| 
.0278| 
.0079| 
.0061 
.0119 
0124] 
0045 
.0076) 
0164! 
.0048 
0054 
.0298 
0109 


11.5) 
43.7 
12.4 
9.6) 
18.6 
19.5 
7.1 
12.0 
25.7) 
7.6) 
8.4) 
4.9) 
17.2 


The “SM” symbols mark original, exclu- 
__sive estimates by SALES MANAGEMENT. 


) SALES AND 
ADVERTIS- 
CONTROLS 


Buying |Qual- 
Power | ity 
Quota j In 

dex 


.0133) 99 
.0047, 71 
0294! 110 
0099) 134 
| 
0114 108 
0101, 


1286) 
.0206 
.0116 
.0139 
.0074 
0052) 
.0138 
0066 
0123 


.0108 
0261) 
0073) 
.0272! 


SALES MANAGEMENT 


Wat EA uk 


8. Average net 


erry 20 

Lurre , 

Gealers 

Street V end 

PuldAicke 

Mail Su 
Total « 
Pp 


pions 


St Othe 


‘ 


The om” 


Cire 


ULATION Publisher's s-SuNn nt City 
ukegan New : 


paid circutetions 


As ewR SETS 8 
Evening Sa 
ex. Saturday f 


Forees (orders 


AID exel. Both 


LETTERS: 


symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT 


COUNTIES 
CITIES 


Metropolitan Area 


Iroquois 
Watseka 

Jackson 
Carbondale 
Herrin- 
M ur physboro 
Carbondale 
Murphysboro 


Jasper 
Jefterson 

Mount Vernon 
Jersey 


Jo Daviess 

Johnson 

Kane. . 
Aurora 


2Elgin 


Kankakee 
Kankakee 

Kendall 

Knox.... 
Galesburg 


Lake sevens 28 
__Wauke gan 


JM 


Total 


(thou- | 


sands 


42.0 


| oO 


POPULATION 
— 


Ur- 

Fami- | bani- 

of lies | zation 

U.S. A. (thou- | w/ 
sands of 

County; 


10.2) 13.1 
1 4) 
11.9) 52.9 


0100 


.0138 
.0053 
.0987 
.0326 
0295 
.0489 
0173] 
.0078| 
.0349 
0205 


1252 


0267 


2 Elgin is in Cook and Kane Counties 


MAY 10, 1953 


rears 1 pisae 


JM ESTIMATES 


1952 


A ita | ily 


.0185 1,327 4,204 
0033) 1,747/5, 489 
.0206| 1, 257/4,014 
0166\1,304'4,020 
0061) 1,292)4, 442 
0050/1, 275)3,741 


-0050' + 960'2,979 
-0191/1,223 3,751 
0107 |1,484/4,348 
0072/1 ,065 3,558) 


23, .0128 1,363 4,501 
4 -0020| 577|1,841 
-1272 1,904'6 , 505 
.0424/1,921/6,304 
0387 \1,938'7 , 082 


295,316 
98 , 338 
89 ,937 


-0555 1,677\6 639 
-0207|1,764'5, 645 
-0079| 1,484 4,804 
-0372 1572/4 ,649 
02301 +659) 16, 089) 


128 , 787 
47 ,982 
18,255 
86,312 
53, 430 


1554 1,834 6, 
0363 2 009 6, 859) 


Run & 


Cire 


Average bulk sele- 


Average une 
As Ga>©ry Over 4 
Short Term Su 
Credit Subseripts. 

Total Arrears 
Service Cop 


Tot i 
iZL@eéec 
i3. (a) Basie 

Prices 
gE. ‘only % 


(bh) Basi- 
(ec) Bas 


(a) Basi 
13ia). 


(e) Basic 


.0238) 3,823) 
0081} 
.0220! 3,016 


.0278 
.0099 
.0089! 


-0058 2,435 
-0221| 3,063 
.0185) | 
-0078| 2,710) 


-0133; 3,300 
-0027| 1,677) 
1270) 4,577) 
.0540 
0413 


.0577| 4,868 
0419 
.0083) 3,556) 
-0446 4, 097| 
0348) 
244| 3,789) 
0445 } 


_— 


we «, 


offers News-Sun 
advertisers ... 


90°%/, coverage of 


Waukegan-North Chicago 


City Zone 
45°/, coverage of the 
rich Lake County 


RETAIL SALES— 1962 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars — add 000) 


Furn.- 


Auto- | 
| House- 
| 


motive 


6,065 
2,806 
9,619) 


Genera! | 


Food Mase. 


} Radio 
8,437) 
2,646} 
8,012 


1,663} 
815) 
1,719 


829) 
413| 


| 
| 
| 


7,202 
5,942 
3,120 


5,177 
1,091) 
60,751) 
20,329) 


25,447) 
20,730 

1,750) 
13,313) 
10,529 


8,803) 
8,532 


55, 204 
15,525 


15,275 
10,853 


36 ,270) 
14,808) 


© SM, 1953. 


1,900) 


Zone Now Over 


ation High of 


25,411 


| SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying |Quai- 


Before using these figures, see —— page 11. 
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th chicago) 
LARGEST 
MARKET 


(CHICAGO EXCLUDED) 


_ BLOOMINGTON 


_ With its Great Plus Market 


gw: 


A STANDARD 
METROPOLITAN COUNTY AREA* 


Get Complete Coverage With The Daily Pantagraph 
2nd Largest Evening Newspaper in IIllnois 
(Chicago excluded) 


ILLINOIS 


@ Sia 


Bloomington, in the heart of Illinois’ richest 
agricultural and industrial downstate area, is 
listed for the first time in this issue as a 
Standard metropolitan county area (See listing 
on page 320). Add this to the fact that 
Bloomington leads all Illinois cities between 
25,000 and 50,000 in per capita effective buying 
income, and you have a doubly important reason 
for selling this vital market. Remember, the 

only media offering complete coverage in the 
Bloomington area is the Daily Pantagraph. 


*Copyright 1953 Sales Management Survey of Buying Power 
Represented by Gilman, Nicoll & Ruthman 


The ‘“‘SM"’ symbols mark original, “enelu- 
sive estimates by SALES MANAGEMENT. 


ILLINOIS — (Continued) 


COUNTIES 
CITIES 


Highland Park 
La Salle 

La Salle-P eru 

Oglesby 

3Streator 

Ottawa 

La Salle 
Lawrence 


Lee 
Dixon 
Livingston 
Pontiac 
38treator 
Logan 


Linooln 


3 Streator is in La Salle and Livingston Counties 
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POPULATION 
SM ESTIMATES 
1/1/53 


| Ur- 
bani- 
zation 


Total | Fami- 
(thou- lies 
sands) |U. . A.) (thou- 


0109} 


| 
| 
8} 


EFFECTIVE BUYING 
INCOME 


BY ESTIMATES —1952 


.| ita it 
: 
47, 190] 
173,342) 
43,082 
30, 110 
32,940 
20,919| 


27,935 


| 


58,957) 
21,231 

57,126) 
14,934) 


.0246)1,519/5,1 


43,305 
21,964) 


.0186 1,397/5,1 
-0095'1 ,484/6,1 


.0203}2, 76019, 831 
.0747|1,711/5,538 


.0186) 1, 73716, 244) 
.0130]1,782/5,904 
.0142|1,904/6, 215 
0090] 1,720/5, 654 
.0121|1, 363/4, 298) 


| | 
0254) ,606|5, 955] 
.0091|1,799]5, 887; 


0064) 1 ,659/5,334 
| 


y 


al 


29, 632| 


122,829 


$5,244) 


21,157 


-0219 
0142 
-0242) 
-0004 


0188 


-0751, 3,924 


0815 
-0176 
0176 
M41 
-0106 


0129 


RETAIL SALES—1952 
ESTIMATES 


~~ FIVE STORE GROUPS 
(in thousands of dollars —add 000) 


| General 


Food Mase. 


9,497 


32,167 


1,819 
9,631) 

| 
2,139) 
3,380) 


%. 
1, 


Furn.- | 
| House- | motive 
| Radio | 


7,428) 


© SM, 1953. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 
Buying Qual- 


Power 
Auto- 


8,602 
20,113} 


O178 163 
-0728 113 


5,731| 
5,347| 


0189, 120 
0139, 129 
0146) 133 
.0103; 134 
0118) 91 
| 
-0240, 103 
0163) 137 
-0243) 102 
-0072) 126 


-0189, 96 


4.696 443 0105} 112 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


WDZ-—DECATUR 


Now receiving MORE advertising dollars 
than ever before — 
both national and local 


WEE PRIMARY TRADING AREA 
~--~ SECONDARY TRADING AREA 


BLOOMINGTON ai Here's why: 
4 a 
at | ; 1. WDZ, with the greatest power, is the only De 
_-o™ DANVILLE catur station that delivers the entire trading area. 


—_—— 
~--—- 


LINCOLN ® CHAMPAIGN e 2. Greater penetration :* 
91.07% more listeners in the morning 
. ai 136% more listeners in the afternoon 


opie: j 119% more listeners all day long than the other 
ot } Decatur station. : 


You, too, can reach MORE people for LESS money in 
ro ae MATTOON a the Decatur trading area by using WDZ. 


ea) 
OS Your Free & Peters Colonel will 
& 


‘ 

i 
‘ 
‘ 


be happy to give you more details. 


DZ DOES IT! 


*Conlon-Decatur Trading Area Survey, March, 1952 
Primary and secondary trading areas source: 
Decatur Association of Commerce. 


eet 


SEE LES OOOO LL. GE LP LER LLG GEA OE 


1000 WATTS 
1050 KCS 


The “ “SM” symbols mark original, exelu- 

sive estimates by SALES MANAGEMENT. I L L i N: O f as —_ - (Continued) 

~ : “SALES AND 
POPULATION EFFECTIVE & BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES NG 
BYP 1/1/53 SD Estimates—1952 BYP ESTIMATES CONTROLS 


| | | | FIVE STORE GROUPS 
} | Ur- | (in thousands of dotlars—add 000) 
Total % Fami- | bani- / Per | Per y, 2a 3 . Thee 4 Buying |Qual- 
(thou. of lies | zation Cap- | Fam- ( Power | ity 
sands) |U. S.A.) (thou-| % . S.A) ita | ily S.A. Furn.- Auto- Quota | In- 
| sands of 000 | . | House- | motive dex 
|\County | i Radio 


COUNTIES 
CITIES 


Metropolitan Area 


McDonough .... t i 9.2) 49.3 .0155 1,257/3,894 
Macomb. . fe | 3. 4) 5 .0061)1,310/4, 161 
McHenry . d 6. 6) 36.0 .0428)1 ,834/5, 998 
Woodstock 7.7). .0067]2,009/6, 187 
McLean ° F | A F ‘ -0495)1,484/4 , 800 A 
ABloomington 34.6) 220) j .0247)1 , 65915, 219 7,3 j 3,267 23 3,993 13,402} 


.0746|1,659'5, 249) ’ ‘ | ; 462) ,037} 24,778 
119,426] .0515/1,764/5,581 7 577) 23 ,957| 3 553) 23,056 | 
60,627) .0261/1,397/4,181 , 838) , : 8,098) 
331,997 es 5,665 ‘ .1079| 3,013) . 268) \ 36,934) 


55,718) .0240 0348} 
Granite City : 0198 ‘ 55,058) .0237/1,799)5,920 9,105) 0178) 
Edwardsville. 008 17,004; .0074)1,921/6,331 , 86: 0103) 
4Collinsville 2.6| 22,005) .0005/1,746/5,367 ,303| 0087] 
Wood River ).6| .0067} 3 21,843] .0004)2,061| (6 619 | 0090) 


' 

Marion a 2) 46. 57,573| ,0248|1,415.4, 4.302] 
1Centralia. .. ; a .6) 21,382} .0092/1,572\4,648 
Salem : . 00% 10,718 -0046}1 ,729)5,359 

Marshall 8). , 18,847} .0081|1,450/4, 597 

Mason . 3] . 1) 28. 21,374) .0093 1, 397/4,191 

| 

Massac... oo. 5 44. 10,927} .0047| 786!2,428 

Menard 4) 1 12, 966 .0085|1,379/4, 183 


Mercer = . 4) 16. 22, - -0098 1,310/4, 196 
| 


Monroe vi | A} 24. 19, ml 0083/1, 432/4,681 , ‘ 028} 2, 2211 | 2,407) 0081} 95 
Montgomery 0}. 8) 42. 36,871) .0189)1, 152)3,414 | 0206) 3, .0182) 90 
Morgan |. 9) 87. 45,248) .0196|1.278\4, 871 462) .0253! 4, 758, 4, 472| 10, 0219} 97 

Jacksonville 21.5 37 : 28,919 0125 1345/5. 355 34, 0209 5,587 313 263 09% 0153) 112 


1 Centralia is in Clinton and Marion Counties » SM, “1953. Before using these figures, see explanation page 11. 
4 Collinsville is in Madison and St. Clair Counties. A and A See end of state for SM Metrepolitan County Areas. 
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ILLINOIS — (Continued) 


COUNTIES 
CITIES 


Moultrie 

Ogle 

Peorta 
APeoria 


Olney 

Rock Island 
Moline 
East Moline- 
Rock Island 
ARock Island 
AMoline 
Kast Moline 


St. Clair 
East St. Louis 
Belleville 
4Collinsville 


ASpringfield. 


Byer 


Metropolitan — 


s 


te 1854 


15.5% ABOVE 


National Average 


@OP 047)! 


Pepulastion qF cs 


TEST MARKET 
in the Midwest.” 


Sales Mgm't Survey 


Te eAATES enras Eerie 
' IN 
JM 1/1/53 JM ESTIMATES — 1952 


Ur- j 
% Fami- | bani- 7" Per | Per 
of lies | zation Cap- | Fam- add 
. 8. A) (thou- | % - S.A) ita | ily 000) 
sands)| of 000) 
County 

4.1| 26.3 18,207; .0078|1,379/4,441 12,530 
10.8) 34.0 52,699} .0227/1,555'4,880] 38,569) . 
56.0) 79.1 338,612) .1450|1,8866,157} 222,352) .1359 
35.4 220,686 | 0951/1 ,921/6,234 192,386} .1176 


| 
6.9) 48.2 24,301) .0105/1,136/3,522 18,702) .0114 2,710) 
4.4) 18.7 19,139). 1,397/4 350) 12,605; .0078 2,865) 
7.2) 16.1 ae ° 1,013'3,040 17,499) .0106, 2,400) 


| | 
1. 3,200) . $04/1,888] 1,942) .0012) 1,142) 
.2| 9,470). 6812,256] 8,824) .0034, 1,315) 
5,686 .0024/1,292/3,791] 3,948) .0024) 2,632) 
| | | | 
38,148) .0165]1,223/4,385]  29,287| .0179| 3,363 
20,838) .0090|1,240|3,656] 18,696) 0114 3,280 
11,088] .0048/1,274|3,696] 15,833] .0097| 
283.763) .1093|1,834)6.013] 160,821! .0984) 3,811| 
| | | 


} | 
0662} $1.6 196,918) .0849|1,8983\6,23@] 144,@88| 0884) 
0322} 93,670) .0404)1,851/5,928 65,303) .0399 
0247) (12. 75,206 0324/1988 6,114 63,777| .0390 
0093 | 28 042 pans 8,012 15,603} .0095 
| 


| 

.1372| 64.5) 75. 331,517| .1428|1,537/5,140] 199,883) | .1222| 3,098 
0538 25.3 125,404) .0540) 1 ,484/4, 957 108 ,723 -0665) 

0258 3.1) we ke ae wie 50,154 -0307) 
| | 

Fo -6| 0208) 10.9) 46.4] 35,870, .0155|1,100|3,291]  31,197|  .0190) 2,862 
A} 0071) 3.8) 14,148) .0061)1,275|3,723] 17,634) .0108| 

D 6140 8) 0861) 43.1) 74.1 222,015] .0986|1,650/5,151] 175,347} .1072| 4,068 

0 


82.2 0523! 27 140,660! 0606!1,711 5,210) 151,234) .0925 


i 
Effectively Covered ONLY by 
THE PEORIA JOURNAL STAR 


REPRESENTED BY 
WARD-GRIFFITH CO., INC. 


The “SM symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
‘ SALES AND 
RETAIL SALES— 1952 ADVERTIS- 


ING 
ESTIMATES CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars— add 000) 
ee. ____ i Buying |Qual- 
| Power | i 
Quota 


General | Furn.- 
Food Mdse. | House- 
Radio 


2,511) 416) 

10,217) 1,450) 6,147) 

51,963! 14,628) 37,298) 6,103 

@.am) ai, 5,712 
! 

5,081) 759, 4,366] 494 

2,972} 300 


— 298 
| 
418 


1,695) 
934) 


7,316 
4,086, 

2,714 
39,944) 
} 


4,677 
2,789 
10,822) 1,184 


8.444! 6nd 
2,314] 318). 108 
34,178) 5,798). 114 


31,937) 5,567 0685) 131 


4 Collinsville is in Madison and St. Clair Counties. 
A and A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


Latest Qaad- Crhies favorite 
QUAD-CITY MARKET DATA fy v4 4 & oa 


forecasts an excellent TELCO BUILDING, ROCK ISLAND, ILLINOIS 
sales potential in this 


important area... 


As usual you will find the facts and figures 
on Quad-City buying power in this issue of 
Sales Management. As usual the Quad- 
Cities are again among the first 100 leading 
metropolitan areas—in all departments. 


On the Illinois side of the Quad-Cities live 


57% of the people—where 65% of the in- 
dustrial payroll is issued. This, too, is an Me ROCK ISLAND 7%agus 


important fact to consider when preparing The MOLINE Disoaleh 


your schedule. 


THE ALLEN-~KLAPP CC Notion Representative 


THE QUAD-CITIES—NOW NEARLY '%4 MILLION 


INCREASE IN THE NUMBER OF ‘POTENTIAL’ METROPOLITAN AREAS 


With this edition of the Survey, thirty-eight “potential” areas have been added to the metropolitan area 
total. “Potential” areas are those whose central city is close to 50,000 population, or, falling short of that 
figure, are still important trading centers, with retail trade often exceeding that of cities on the official 
list. The areas now total 225. 


mM ; 
*% $623,621,000 Retail Sales in Metropolitan Spring- CENTRAL 
field and Adjacent Counties. ILLINOIS 


(Mey 10, 1953 Survey of Buying Power) 


*& WTAX dominates this market with 44.6°/, of Listen- + 


ing Audience (Hooper Oct.-Nov. '52). 


* Springfield—A Quality Market 31°/, over the Nat- 
ional Average. 


SPRINGFIELD 
HAS 


CBS Radio Affiliate WTA X Springfield, Illinois QUALITY OF 
WTAX-FM 


REPRESENTED NATIONALLY BY WEED & COMPANY MARKET INDEX 
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Danville NOW 53,427 Population 
Fast Growing and Rich 


Evening 


Sales Management’s population figure of 
38,400 is for the old corporate city of Dan- 
The 


ville, Ill—long ago outgrown. 


A.B.C, City Zone is 53,427. 


true 


Growth in Retail Sales over the past 


10 years has been above 300%; in In- 
dustrial Employment 163%; Industrial Pay- 
rolls 573%. 


Danville’s sales potential per 
capita exceeds that for the State 
of Illinois: 


In Total Retail Sales by 49% 


In Food Store Sales by 20% 


In General Merchandise 
Store Sales by 65% 
In Household Furnishings 
and Appliance Sales by 125% 


"O07 


49/0 


97 07 
121% 


In Automotive Sales by 


Drug Store Sales by 


A.B.C, City Zone Population has increased 45% in 10 Years; 
City Zone Circulation 60% ; General Advertising Rate only 27%. 


DANVILLE COMMERCIAL-NEWS 


A Gannett Newspaper 


Represented by J. P. McKinney & Son 


Sunday 
New York—Chicago—San Francisco 


ILLINOIS — (Continued) 


COUNTIES 
CITIES 


Schuyler. . 
Scott. . 
Shelby 


Stark : 

Stephenson 
Freeport 

Tazewell 
Pekin 


oye ESTIMATES 
STIMA 
BYP 1/1/53 


EFFECTIVE BUYING 
@ INCOME 
ESTIMATES— 1952 


Ur- 
Fami- | bani- Net D) Per | Per 
(thou- lies | zation} Dollars Cap- | Fam- 
sands) |U. 8. (thou-| % oe . 8. ita | ily 
) } 


978 2,786 
1,152/3,408 
1,162 3,529 


9,193 
8,181 
27 ,883 


12,614 
65,717 
39,417 
144,671 


1,450 )4,672 
-0284|1,872 4,904 
-0170/1,729 5,400 
.0623)1, 782 5,810 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
BYP ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
Buying |Qual- 
Power | ity 
Queta | In- 


Auto- 


General | Furn.- 
motive 


Mdse. | House- 
Radio 


376) 215) 
316| 219 
789 561 


1,279 
2,244 
4,323 


124 197 
4,391 2,733 
2,349 
2,227 


1,117 
10, 155 
9,687 
13,284 


41,674) .0180)1,869/5, 870; 29,110 1,474 7,169 


Union ‘ ° ° ° -0077) 891 3,213 
Vermilion ' ° ° A -0575) 1,537 (4,851 
ADanville..... -0264 1, 580)4, 855 


14,798) . 693 
98 ,331 6,739 
68 ,074 4,922 


3,465 
16,678 
12,079 


Wabash 
Mount Carmel 


Warren 
Monmouth... 
Washington 
Wayne... 
Fairfield 
White 
Whiteside 
Sterling 
will 
Joliet. . 
Willlamson 
Herrin . . 
Marion 
See Carbondale- 
Herrin- 
Murphysboro 


A and A See end o 
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.0086/1, 345 4,264 
en 


0117/1, 23/3, 860] 
0055! 1,240/3,871 
.0067|1 ,083/3,294 
.0087| 978 |3,067 
0028) 1, 136/3, 136 
.0108| 1,208 3,789 
0344/1 ,572,5,045 
.0102|1,764|5,497 
-1121|1,834 6,381 
.0458} 1 , 8866, 409 
.0235|1,136 3,378 
0055} 1,345 |3,872 
sate im 


1,018 4,127 


3,931 


7,178 
6,108 
1,817 
6,433 
6,126 
3,369 
8,130 
4,663 
24,299 
5,651; 19,061 
2,632 8,786 

828 4,110 
1,422 4,457 


2,880 
1,516 
6,217 


f state for SM Metropolitan County Areas. © SM, 1953 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Home ow nership of 74% in Rockford, Illinois against a national 
average of 51% is a really “impressive figure’, one which should con- 
vince you that Rockford is a rich potential market. Over 422 diversi- 
fied industries, and a trading area that produces $400 million worth 
of agricultural products, gives the average Rockford household an 
income of $7,223*. Complete coverage of this trading area is ob- 
tained in the Rockford Morning Star and Rockford Register- 
Republic. Let us send you the latest Consumer Survey of your product. 
Write today! 


*1953 SRDS Consumer Income Data. 


105,438 City Population-100th City in the U.S.A. 


TOP IN ; 
. qut “any 


‘s 131,123 A.B.C. CITY ZONE 


441,222 A.B.C. RETAIL TRADING ZONE 
ROCKFORD 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
BEST TEST CITY IN 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHQNEY, INC. 
THE MID-WEST 


The ‘SM’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT | L L | N '@) | S nee (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


+  _ories ING 
JM JH ESTIMATES 1952 BY) ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


| Ur- | in thousands of dollars —add 000) 

% Fami- | bani- Net % Per | Per Z ty a Buying |Qual- 
of lies j|zation] Dollars of |Cap- Fam- a | Power | ity 
U.S.A.) (thou- | % add §=|U.S.A) ita | ily - S.A. | General Furn.- | Auto- Quota | In- 
sands) | of 000) | | Mdse. | House- | motive | Drug dex 

County | | | | it Radio | 


CITIES 


Metropolitan Area 


Winnebago 


8 


—_ 7 . -_ 
160.4 .1020 50.1 82.3 296,928) .1279|1,851|5,927 -1254) 4,096) 49,253 21, 882| 13,138 32, aa 7 486 1219) 120 
A Rockford 105.5 067 1 33 4 204 , 226 0880)}1 ,936/6, 115 177, 012| _ 1082 41,180 21,422) 11,822 30,429 244 0890) 134 


Aand A See end of state “for SM Metropolitan County Areas. © SM, 1953 Before using these figures, see explanation page 11. 


216,600 High-Income People Live Within 


Fifteen Miles of Our Transmitter 


*& S.M, 1953 Est. 


SERVED ONLY BY 


5,000 WATTS “CAMPANOLOGIST OF THE CASH REGISTER” 


‘‘BASIC INDEPENDENT ROCKFORD, ILLINOIS 


60° of the advertising agencies use the Survey for “Changing the size of the advertising budget according 


to the task to be accomplished” . . . according to agency responses to a recent SM survey questionnaire. 


MAY 10, 1953 


Peoriarea, the closely integrated group 
of counties in the Heart of Illinois, is 
your top market in Illinois (outside 
Chicago). Peoria itself is the second 
IMinois city in population, total effect- 
ive buying income, total retail sales 
and sales in all five store groups... 
the surrounding trading area makes 
the market all the more impressive. 


Population 584,300 
Effective Buying Income $940,168,000 
Per Family Income* 6,234 
Per Capita Income* 1,921 
Food Sales 152,571,000 
General Mdse. Sales 65,386,000 
Drug Sales 24,259,000 


(*Peoria city o 

Source: SALES MANAGEMENT 
Prelim. Results 1953 
av of Buying Power. 


cethon ens oot Posstaren. WM B D 


An average 50% share of 
the audience guarantees 


the maximum number of PEORIA 


listeners for each odvertis- CBS Radio Network * 5000 Watts 
ing dollar invested 


See Free & Peters , Free & Peters, Inc., Nat'l. Reps. 


| L L | N Oo | S — ( Continued ) . al The “‘SM"’ symbols “mark original, exclu- 


Sive estimates by SALES MANAGEMENT. 


“SALES AND 
POPULATION EFFECTIVE IVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES ING 
OM By SYD Estimates 1982 ESTIMATES CONTROLS 


COUNTIES | | | ~~ FIVE STORE GROUPS 


Ur- 4 in thousands of dollars—add 000) | 
CITIES Total | % | Fami- | bani- Net o/ Per | Per} Dollars v/ = : Buying |Qual- 


(thou- | of | ties |zation] Dollars | of Cap- Fam- add 6|— oof | Sales | | | ; Power 

sands) U.S.A.) (thou-| % (add =|U. S.A. ita | tly 000) (U.S.A. Per | General | Furn.- | Auto- | Quota 
sands) | of 000 | Fam-| Food | Mdse. | House- | motive | Drug 
| County ly Radio 


Woodford ° ° . 33,659 .0145 1,537 5,100 23,343) .0143 3, 537 4,990) 394 


Total Above | } | 
Cities o* 5,806.8) 3.6950)1,781.4 11,219,619) 4.8338'1,932 6,208] 8,466,949) 5 1761) |1,819,867)1,499, 958) 439, 411/1,341,913/249,359 
a oe = — — a See leaner 


State Total . . 8,918.5) 5.6748|2,741.5) 77.6 |15,911,441 6.8550/1, 784 5,804 10,602,289) 6. 4818) 3, 867 /2,387,516|1 585, 505! 508 , 347/1, 676, 941/292, 316 


me etaccan Racer Meakape: cert merce 


Por Capita Sales |... ete 1,189)... 178 ” a 
Por Family Sales ; 3.867) 578185) 612,107 


ILLIN s— > iitenpellion County ‘Areas 


Chicago 5,664.5) 3.6043 1,720.4 95.0 [11,233,832 4.8395 1,983 6,530] 7,153,753 4. 3734 4, — 587, 720\1, 314, 440, Mt, 700 "990, 097 210, 1 4.4526 
Davenport-Rock | | 

Island-Moline . ° 7 82.6 261) -1892)1,814 5,960} 302,327, .1849 4.100 65, 863 38,932 14,343 57,538 8,728 -1809) 117 
Decatur - ; .0 74.6 ° -0746 1 6595, 249) 126 646) -0774| 3,838 17,462 7,037, 24,778) 2,784 0738) 111 
Peoria i 9 74.7 283) .2082|1,854.6,049] 288,435 -1763| 3, 610| 38,971; 16,855) 50,502) 7,049] .1902) 115 
Rockford ' : 1) 82.3 % -1279|1,851'5,927] 205,193 .1254| 4,006) -253} 21,852) 13,138) 32,832) 5,456 .1219) 120 
Springfield P . ° 1741 -0956|1 659.5, 151 175,347; .1072| 4, 068) ,482) 18,640) 9,614 34,178| 5,798) -0970, 114 
ABloomington : ¢ .9| 57.4 . .0495' 1,484 4,800] 93,678 .0573) 3, 920) A 9,475 4,442 16,905 2,556 -0618; 105 
AChampaign- | | 

Urbana ° d | 30.0 64.8 . -0706 1,432 5,466) 120,908) -0739) 4,030] e 13,146 4,613) 22,465) 4,073 -0721) 99 
ADanville . ‘ 27.6 57.8 ' .0575 1,537 4,851 98,331 .0601) 3,576 21,781 12,306 5,739 16,678 3,401 -0679 105 


© SM, 1953. Before using these figures, see explanation page 11. 


NEW FEATURE: All 225 Metropolitan Areas are ranked 
according to 20 market factors, Pages 212, 214 and 216 


SALES MANAGEMENT 


“WHAT YARDSTICK DO YOU USE FIRST, WE WANT ) 


A MARKET WITH 

IN SELECTING A MARKET?" AN ABOVE AVERAGE 
- PER FAMILY 

BUYING POWER 


DECATUR, ILLINOIS HAS A PER 
FAMILY BUYING POWER OF $5581/ 


SECONDLY, WE AND, MOST IMPORTANT WE MUST 
WANT A MARKET | HAVE A MEDIA THAT DOMINATES 
T 
ar pbs Ase x ces RADIO AFFILIATE 
; N 
THAT 1S SUB~ MARKET DECATUR, ILLINOIS 
STANTIALLY OVER = CONSIST: s OFFERS YOU 
THE NATIONAL ENTLY/ 57.1 hs of the Evening 


Listeners. 
AVERAGE / @ 43.2°%/, of the Afternoon 


Listeners. 
@ 48.3°/, of the Morning 
Listeners. 


WSOY DELIVERS 49.1% OF THE cos DECATUR 
DECATUR HAS A QUALITY OF ) LISTENING HOMES IN DECATUR }  apriuiate WSOY ILLINOKS 
MARKET INDEX OF 127. _/ 


ee = Represented by Weed & Compeny 


ee. North, Central S10; Wisconsin. A 665)” —1ND!IANA—Counties and Cities 


Indiana state map—page 322 | Pop : 
(in. NUMBER OF OUTLETS 


City County thous F |GM|FHR| A D- City 


Pop. 
(in NUMBER OF OvTLeTs 


County thous. ) J GM | soa baa Bing D_ 


? a Porte La Porte 2 | 7 
Lafayette.... Tippecanoe : 75) gE 
Lebanon cas ses. % 5) 
Logansport. .....Cass...... 8} 
Madison . . Jefferson . | 6) 
Marion.... Grant... |} 31.2 13 
Michigan City LaPorte 
Mishawaka St. Joseph 
Muncie......... Delaware 
New Albany Floyd. . 

New Castle Henry. 
Decatur Adams k 7 : Noblesville . . Hamilton 
East Chicago Lake... . Peru ; Miami. 
Elkhart. Elkhart Plymouth. . . Marshall . 
Elwood Madison Portland Jay.. 
Evansville Vanderburgh Princeton Gibson. 

Fort Wayne Allen. . Richmond Wayne. 
Frankfort... Clinton Rochester Fulton. . 
Franklin Johnson Rushville. . Rush. . 
Se Lake.. Seymour Jackson 
Goshen... Elkhart Shelbyville Shelby . 
Greencastle Putnam South Bend... .. .St. Joseph 
Greensburg Decatur Terre Haute Vigo 
Hammond. . . Lake... Valparaiso Porter 
Hartford City... .Blackford Vincennes Knox. 
Huntington... ... Huntington Wabash Wabash 
Indianapolis. . ...Marion.. Warsaw Kosciusko 
Jeffersonville... ..Clark. Washington Daviess 
Kendallville... . .Noble Whiting. Lake 
Kokomo Howard Winchester Randolph 


© SM, 1953. 


Anderson. . Madison 8 132 10 
Auburn i DeKalb. . 
Bedford Lawrence 
Bloomington Monroe 
Bluffton Wells. . 
Brazil Clay. 
Columbia City Whitley . 
Columbus Bartholomew 
Connersville Fayette 
Crawfordsville. . . Montgomery 
Crown Point Lake... 


on 


mamnwwun 


_ 
~~ own 


a 


euwnwe Ukr OC # NN & 


~ 


— 1 wh 
wuunn ne 
_ 

>of 


— 


i) 


i) 


e&unwrouwerkow un & 


a 


i 


See Farm Section, pages 79 to 95 for gross farm income by states and counties. 
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A 


LAPORTE 


Michigan City 


vale Porte fia 


Valparoiso 


DE KALB 


MARSHALL 
KOSCIUSKO 


WHITLEY 


3 


WABASH 


1950 Net Effective Buying Income 


a In excess of $150 Million ae 
Co $75 Million to $149.9 Millior 


E $40 Million to $74.9 Million 
— WARREN Han 
$15 Million to $39.9 Million on en CUNTON 


b 
Wveeres 
2 t 3 MADISON | EDELAWARE 


GRANT 


TIPPECANOE " BLACKFORD] JAY 


RANDOLPH 


MONTGOMERY 7 : 
BOONE Muncie 


HENRY 


New 
Costle 


VERMILLION 


J HENDRICKS 


Cities shown are those having net PUTNAM 


Eflective Buying Income of $15 million 
and over FAYETTE 
+ 


MORGAN HOHNSON Stitt 


FRANKLIN 


DECATUR 


MONROE 


Fay DEARBORN 
SULLIVAN 


JENNINGS 


g Li 


RN 
DAVIESS] MARTIN 
. 
WASHINGTON 


ORANGE 


duBols 
GIBSON 
CRAWE ORD 
PERRY 
CA 


Scole of Miles Copyright by 
25 50 


| G 
SALES MANAGEMENT 


ho 


Announces 
another FIRST... 


the appointment of Frank Salzarulo, 
Indiana's foremost farm journalist, 
as Farm Director of WIRE. 

Mr. Salzarulo, with 17 years of farm 
journalism experience, has been for 
the past 6 years and still is Farm 
Editor of The Indianapolis News. 


RESULTS” 


WIRE wins first prize in 


the Foods and Grocery category 
of Broadcast Advertising Bu- 
\ reau's second annual "RADIO 


GETS RESULTS" contest! 


For the best results... 
advertise your food and 


grocery products on 


WIRE—Indianapolis 


MONDAY 


thru SATURDAY 
Proudly 5:30-6:15 A.M. 


~ WIRE 


PRIMARY NBC-—5,000 WATTS 


NATIONALLY REPRESENTED BY 
FREE & PETERS, INC. 
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The FORT WAYNE Market 


INDIANA‘S “GOLDEN ZONE” 


HIGHLIGHTS OF THE FORT WAYNE MARKET. . (13 ABC COUNTIES) . . AS PUBLISHED IN THIS ISSUE 


POPULATION 
No. of FAMILIES 
TOTAL E.B.I. 
E.B.1. per Family $5,178 
RETAIL SALES $527,696,000 
Retail Sales per Family $3,644 


471,900 
144,800 
$749,728,000 


FOOD SALES $119,352,000 
GEN. MDSE. SALES $53,523,000 
FURN-HH-RADIO — $27,788,000 
AUTOMOTIVE $98,748,000 
DRUG SALES $13,424,000 


(Sales Management — 5-10-53) 


A truly great market effectively covered by 
Fort Wayne Newspapers . . . Daily and Sunday 


Write for 
Market Book 


Exceptionally complete merchandising services 
—including Monthly Grocery Inventory 


Che News-Sentinel 


Fort Wayne Newspapers, Inc., Agent 


THE JOURNAL- GAZETTE 


FORT WAYNE, [INDIANA 


Nationally Represented by Allen-Klapp Co., New York, Chicago, Detroit. 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


INDIA N A— | Continued) 


EFFECTIVE BUYING 
7p INCOME 
z ESTIMATES—1952 


RETAIL SALES—1952 
BYP ESTIMATES 


TPe ESTIMATES 
; \ 
BUD 1/1/33 
———+-—_—_ i 44 ae 


COUNTIES 


g 
an 


(in thousands of dollars—add 000) 

Total | Per fe 2 y ot —  - ats 
Cap- am- | 

A) ita | ily ; a | General | Furn.- 
| Mdse. | House- 

| Radio 


Buying |Qual- 
Power | ity 
Quota | In- 

dex 


Drug 
Adame... 
Decatur 
Allen ‘ 
AFort Wayne 
Bartholomew 
Columbus 
Benton 
Blackford 
Hartford City 
Boone 


Lebanon 


.0147) 
0048 
1234 
0881 
.0283) 
0146 0148) 1, 493/4,703 20,368} 
.0073) ' .0073)1,461/4, 12,626 
0082; 4.4) 83. .0086|1,382/4,524] 15, 981| 
004s] q .0045|1,445/4,396] 12,530} 
0159) .0154|1,430'4,412] 31,207! 
0051} 0058/1 ,682'5,381 21,001 
| } 


-0151'1,524 5,334 
0054) 1,650) 5,225) 


1,684) 4, 0147) 100 

374 93: x J 127 
13,880 
13,807 


| 4,082 


2,498 


| 3,714 


Brown 

Carroll 

Cass 
Logansport 


Clark. 
Jeffersonville. 
Clay 
Braail 
Clinton 
Frankfort 


Crawford 
Daviess 
Washington 
Dearborn 
Decatur 
Greensburg. . 
De Kalb 
Auburn 


| 
.0023| 880 3, 106 
-0096|1 ,336/4,210 
0258/1 4935 ,030 
0148) 1603/4, 831 
| 
-0350) 1,477 |5,086 
0106/1, 461/4,749 
-0132|1,273/3,819] 
0055) 1,493/4,531 
.0199| 1, 508/4,710) 
0110/1, 666 5,008 


46,156 
25, 489| 
| 

5, 608| 


10,547) 


2,500 
13,862 
48,104) 
39,539 

| 


35,838 
23,384 
17,607 
13,022| 
31,004) 
23,026 


4,901 
25,192! 
19, 488 
26,085 
17,719 
13,299) 
24,122 
12,348 


0147) 2,872! 
0075 


A and A See end of state for SM Metropolitan County Areas. ee © SM, 1953. 
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Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


The “SM” symbols mark criginal, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 


@D ESTIMATES 
1/1/53 


Ur- 
Total % Fami- | bani- 
(thou- | of lies zation 
sands) (U.S.A. (thou- | % 


COUNTIES 
CITIES 


Metropolitan Area 


Delaware .0608 
AMuncie.. : .0389 
Dubois 0157 
AElkhart. 0235 
Goshen wi : 0086 
Fayette. . ° .0160 
Connersville q .0104 
Floyd.. J .0299 
New Albany 30. .0197 
Fountain . 0115 
Franklin . .0107 
Fulton J -0109 
Rochester. . 9 .0031 
Gibson ° .0199 
Princeton 8 .0050 
Grant.... J -0413 
Marion. . : .0199 
Greene... C7 A .0177 
Hamilton E5 ° .0190 
Noblesville 0044 


Muncie, Indiana ranks high 
in the important Grocery 
and Drug Classifications 
during the first 9 months 
of 1952. In local Grocery 
Linage the Muncie Star with 
963,801 lines ranks 12th 
in morning papers. The 
Muncie Evening Press with 
960,366 lines ranks 29th 


canmnannstecrerenOOONNNN 
il ie 
ronan 
oer 


WW 


ye 


in evening papers. In local 
Drug linage the Muncie 
Star with 347,744 lines 
ranks Sth in morning pa- 
pers. The Muncie Evening 
Press with 346,588 lines 
ranks 13th in evening 
papers. 

Source — Media Records covering 


380 papers in 119 markets 


Represented Nationally—Kelly Smith Company 


|ND1ANA— (Continued) 


EFFECTIVE BUYING RETAIL SALES—1952 
JM INCOME 
ESTIMATES— 1952 


| Per 
Fam-| 
. S.A. ily 


.0674 1,634/5,284 
.0443) 1, 682)5, 380) 
.0141|1,320/4 867 
.0667|1, 7455, 593 
.0302 1,901)5, 895) 
.0094 1,619 5,082) 
.0167|1,540)5, 223 
0113) 1,603 5,257 
.0308/ 1524/4, 975 
.0205) 1,540 4, 806) 


0211, 1,571/4,807 
-0126, 1,053 3,146 
-0188 1461/4, 

0045 1,524 5,008) 


CALUMET » * CHICAGO 
city - HAMMOND 


MUNSTER All ina 
. 5 MILE 


LANSING HIGHLAND — | Radius! 


No Outside Fringe Coverage 
Can Deliver this LOCAL Market 


MAY 10, 1953 


& and A See end of state for SM Metropolitan County Areas. ® SM, 1953 


ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars- add 000) 


| | | 
| General | Furn.- | Auto- 
Mdse. | House- | motive 


‘amet 


17,024) 


Quota 


.0627| 
.0443| 
0145 
.0650 
0306 
0110! 
0166) 
0117} 
.0299) 
0222 
.0103 
.0077 
0110 
0046 
0188 
.0065| 
0391) 
0231 
.0138) 
.0182! 


0057 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


ccinpenieiniatinTttahaesinaiaaiaitiat ; Buying | Qual- 
| Power | ity 


In- 
dex 


187,969 City Zone Population in the Thriving 


HAMMOND-—EAST CHICAGO MARKET... 
Indiana’s RICHEST Family Income Market! 


This ‘‘robustling’’ heart of the Calumet region, industrial giant on Lake Michigan, is Indiana’s 
RICHEST family income market, 12th in the nation for cities over 50,000 population. Your key 
to sales in this great market is ‘“‘The Calumet Region’s Home Newspaper’’! 


$7,947.00 Bir ty Tims 


Average Income Per Fam- 
ily, 50% more than na- 
tional average! (SRDS, CM) 


HAMMOND, INDIANA 


Represented Nationally by BURKE, KUIPERS G MAHONEY, INC. 
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ANDERSON-—A PortENTIAL METROPOLITAN COUNTY 


Corporate City Population Now 48,800 — ABC City Zone 58,265 
INDIANA’‘S 7th METROPOLITAN MARKET Anderson Newspapers cover not only Anderson itself, but 


all of Madison County with its thousands of industrial 
; (MADISON COUNTY) workers in 148 plants which include G. M., Greer Steel, 
Population 109,700 Anaconda Wire & Cable. And this market includes pros- 


Retail Sales $1 11,063,000 perous farmers with incomes well over the national average. 
Effective Buying Income $186,204,000 FULL MERCHANDISING FACILITIES 


Look At The Quality of Market Index: CIRCULATION 


Morning & Evening 
U.S. A. 100 Sunday 


indiana 105 ANDERSON, INDIANA 


Anderson 
123 Represented by The Allen-Klapp Co. 
(1953 Survey of Buying Power) (New York — Chicago — Detroit) 


SALES AND 
POPULATION A ho RETAIL SALES—1952 ADVERTIS- 


ESTIMATES YD  @ ING 
ESTIMATES— 1962 ESTIMATES CONTROLS 


|ND!ANA— (Continued) E sive estimates by SALES: MANAGEMENT 


1/1/53 


COUNTIES “FIVE STORE GROUPS 

| Ur- | (in thousands of dollars—add 000 

CITIES | &% | Fami- Net % | Per| Per Z ity |_ OPSI NS __ i Buying | Qual- 

of lies Dollars | of | Cap- Fam- | | { Power | ity 

. S. A.) (thou- (add =U. S. A|| ita | ily . S. Per General | Furn- | Auto- | Quota | In- 

| sands) 000) | Mase. House- | motive | Drug dex 
Cou | | ily | | Radio | 


Hancock ‘ 0136 6.9) 30.3 32,953) .0142 1,540 4,776 é 670) , ’ d 97 
| | | 


| 

Harrison....... 5) 0118) 6.2)... 19,181} .0083 1,037 3,689 .0068| 2,151) 

Hendricks... .3| 0167} 8.0) 21.9 42,984 .0185|1,634'5,373 " 0097) 1,979) 

Henry......... 6} .0303} 14.1) 40.2 75,547) .0325)1,587 5,358 .0273, 3,166 
New Castle.... .0120 6.2 32,081 -0138) 1,697 5,174 , - 0186) 


| 97.7; 71.0] 92,910, .0401/1,619|5,249 978, .0361) 3,332 
Kokomo... . Ds | 3 66,665) .0287|1,650/5,333 , .0325)| } 
Huntington... .. . .2| 48. 48,176} .0199|1,430/4,627 y . 3,200 
Huntington... 3}. 25,006] .0108/1,634)5, 001 
Jackson... , d ‘ ‘ 33,379} .0143 1,147,3,793 
Seymour 0063/3. 13,383, .0058/1,352/4, 182 

| | | 

| 

Jasper } 8} .0114) 6.2) 23. 21,660 .0094 1,210.4, 165) 
Jay |. 5) 42. 32,622, .0140 1,382|4,350) 
Portland. ... .2) .0046) 4) 11,314) .0049/1,571/4,714 
Jefferson... Y 2) 34. 22,363} .0097| 990/3,607 
Madison. ... re 8,947} 0039/1, 147/3,579 

| | | | 
Jennings........ J d | y y 14,496 .0062 912 3,624 
Johnson...... 8}. .5) 49. 41,056) .0177|1,377.4,830 
Franklin. .... .0048) 3| 10,139} .0044/1,352'4,408 
Knox ons .2) .0281) .9| 63. 57,661, .0248'1,305 4, 148) 
Vincennes _ ‘ 28,809; .0124 1,508)4,723 


Kosciusko... . 3) . 9) 20. 44,747| .0193/1,305 4, 105 .0228| 3,421 
Warsaw...... 8. 9,935) .0043/1,461/4,320 | 0111) 
Lagrange ‘2 ae 19,368, .0084|1,226 4,402 .0067} 2,497) 
Lake 5) . . 766,720} .3303,1,948'6,834 .2797| 4,078) 
Gary... .8)  .0893) 0) 264,529) .1140)1,885 6,613 } 
Hammond ‘ . 0595 ; 199, 215) 0858 2,138 7,297 
Fast Chicago. ; .O | 104,006; .0448/ 1,854.6, 889 
Whiting ‘ ‘ 21,644 0093 2,278 7,730 
Crown Point 3}. : 11,481/ 0040)1,622/6,043 
La Porte 7, .0619| 24.2) 60. 139,964, .0603 1,713/5,784 d : 402) 16,620 2,197) 
Michigan City Ol. 51,867| .0223'1,729/6, 249 \774| 0246 | 11,83 ,737| 2,176} 6,859! 1,249 
La Porte..... .0132! 36,616, .0158'1,760/5,231 , F 136 7 7 8,752) 854 
Lawrence. ..... . 6) 46. 45,791 .0197,1,305 4,3 d ,000) 6,092 927 
Bedford... 8} .0081) ; 19,307} .0083/1,508 4,709 ’ ; : 77 2,166} 5,630) 777 
Madison. .. ‘Ee ’ ' 186,204) .0802|1,697/5,44 | .0678) 3, , 22,189, 3,861 
AAnderson. ... ri 0) 85,140) .0867|1,745/5,321 74,178] .0453) .901) : 16,949) 2,747 
Elwood....... .0074| , 18,776) .0081)1,619)5,216 d 7 | 2,588) 473 
re | | | 
Marion oh he ‘2 182.3) 91.0 | 1,127,738) 4880'1,933 6,186 . 4763 4,273) 165, ; 44,007 153,411 33, F 
_Alndianapolia I 138. .3) 849,619 .3660 1,933 6,143 727 , 686 146,804 126,116 43,182 148, 049 31, 343 3724) 


A and A See end of cals tor SM Metropolitan County A Areas. © SM, 1953. Before using these “figures, see explanation page 11. 
326 SALES MANAGEMENT 


Send for Your Consumer Analysis Today! 


You'll find the 8th Annual Consumer Analysis for 


the Indianapolis Metropolitan Area a gold mine of 
information for effective sales and advertising plan- 
ning in this great market. Compiled and published by 
The Indianapolis Star and The Indianapolis News, it 
contains the latest record of consumer preferences 
and buying habits for approximately 250 product 


classifications, conveniently arranged in sections on 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


YOUR FIRST TEAM 


MAY 10, 1953 


foods, soaps and cleansers, toiletries and cosmetics, 
beverages, automotive, appliances, market data and 
general. Whatever tools you need for working that 
rich Indianapolis ore are available from The Star and 
The News... including saturation coverage for your 
advertising. Write for full details and your copy of 


the new 1953 Consumer Analysis. 


FOR SALES. IN 


THEY BRING HOME MORE BACON 
PAYROLL| IN SOUTH BEND! 


Over 50% of the families in the South Bend, Indiana 


metropolitan area enjoy annual incomes of $4000 or 
more — 17.8% earn $6000 or better. That’s tops in Ind- 
iana, by far! And, they spend it here —total retail sales 
per family are highest in the State. The South Bend 
Tribune reaches all the people in this great market 
(103.1% coverage of metropolitan area). Write for free 
market data book, “Test Town, U.S. A.” 


Che 
South Mend 
Cribune [Reese 


F. A. Miller — President and Editor Franklin D. Schurz — Sec'y. and Treas. 


STORY, BROOKS & FINLEY, INC. © NATIONAL REPRESENTATIVES 


| NDIA NA aul Continued ) - The “SM” symbols mark original, exelu- 


sive estimates by SALES MANAGEMENT. 


nia oe SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 
ESTIMATES NCO 


PO 
' ME ING 
JM 1/1/83 JM ESTIMATES— 1952 JM ESTIMATES CONTROLS 


COUNTIES 7 ; ~~ FIVE STORE GROUPS == ~ 
| | Ur- | in thousands of dollars—add 000) | 
CITIES ; Total % Fami- | bani- Net % | Per, Per} Dollars ‘ ty wee ‘ - wi Buying |Qual- 
(thou- | of lies | zation | of | Cap-| Fam add | Power | ity 
sands) (U.S.A. (thou-| U.S.A) ita | ily 000) U.S.A. General | Furn.- Auto- Quota In- 
sands)| of 000) | F | Mdse. | House- | motive dex 
C i Radio — 
48,870, .0210|1,571 5,144 ‘ ! : 2,277 1,268 6,199 -0211 107 
12,537) .0084]1,791|5, 699 3, 1,734 757 3,181 be .0069) 153 
aaah — 3,960 ’ ‘ P ' 402 116 
40,719 .0175|1,414 4,426 ‘ ’ 2,949 1,374 
23,727 0102)1,745)5, 158 = 2,212 1,199 
’ 56,287, 0261/1, 100/4, 163 ; d y ’ ’ 2,451 
Bloomington ‘ 34,205 0148/1, 179 4,830) 36 3,03 2,295 
Montgomery x ° ° ° 42.745, .0185 1,430/4,453 ° ° : ° ; 1,546, 
Crawfordsville : 20,576, .0089/1,524)4,676 ae 5 980 
| 

| | | 
Morgan... . ‘ ‘ . 30,493, .0131/1,210/3, 960 ‘ , ' : 873 2,831 
Newton , d ° 15,454) .0067/1,368)4,415 ‘ ‘ ' ‘ 455 2,036 
Noble . ‘ . ‘ 36,217, .0156 1,382)\4,527 ‘ ,937) , ‘ 1,191) 7,717 
Kendallville = 10,098; .0044/1,603)4,809 2,63: i 564 4,524 


Ohio : . . 5,082) .0022'1,132/3,917 ‘ } 671 
Orange..... ° ‘ 5. ° 13,974) .0060| 817\2,687 ¢ ° | 2,174 
Owen ; ° . 11,413, .0049) 943)3,085) . ° ’ 1,398 


| | 
Parke ‘ ’ 17,893) .0077|1,147 3,652 ‘ ‘ 1,521 
20,978, .0090|1,179.4,114 ‘ ; ; ‘ 3,998 
14,978 .0065|1,005 3,256 : i ’ | 4,828 


| | | | | 
74,346, .0320|1,697)5, é j 8,873) 
0082 3.7! 19,254) 0083/1, 493/5, 204 01: 7 : 4,307 
.0128 ’ : 24,954) .0108|1,241/4,1 
.0082 . 16,960 .0073 1,305 4.463 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


eep in touch with the 
ICH SOUTH BEND AREA 


Now you can test BOTH Radio and TV 
in this proved dependable market. 


PAUL H. 


Write for the facts on new UHF. They’re Sensational! 
WSBT-TV, South Bend, Indiana 


RAYMER COMPANY 


NATIONAL REPRESENTATIVE 


The **“SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
Sy 7p ESTIMATES 
1/1/53 
COUNTIES _ 
CITIES 


Metropolitan Area 


Putnam 
Greencastle 
Randolph 
Winchester. . 
Ripley . . 


Rush... 
Rushville 

St. Joseph 
ASouth Bend 
Mishawaka 

Scott 


Shelby 
Shelbyville 

Spencer 

Starke .. 


Steuben 
Sullivan... 7] 
Switzerland iG 7 


A and A See end of state for SM Metropolitan County Areas. 


EFFECTIVE BUYING 
ESTIMATES—1952 
% Per Per 


of | Cap- Fam- 
S.A. ita | ily 


-0109 1,068 3,779 
00321 ,068 4,336) 
-0167 1,388 4,319} 
.0041/1,713 5,049 
0084 1,005|3, 345) 


-0121 1,382)4,677) 
.0044/1,508/4, 884 
.1926 2,027 6,891 
.1122 2, 168/7, 193 
.0301 1,996 '6,350 
.0057 1,037 3, 


7,371 
38,867 
9,504 
19,401 


28 061 
10,257 
447,206 
260,379 
69 , 850 
13, 166 


42,205 .0182)1,445)4,490 


18,289 
14,515 
19,706 
_ 
23,724 
6,091 


0079/1 ,524/4,572 
-0063| 896 3,1 
0084 1,194 4, 


-0087 1,115 3, 
-0103 1,005 3,003 
-0026 801 2,769 


@ SM, 1953 


INDIANA — (Continued) 


RETAIL SALES—1962 
ESTIMATES 
FIVE STORE GROUPS 
(in thousands of dollars add 000) 


General 
Food Mdse. 


Furn.- 
House- 
Radio 


4,728) 1, 726 
d 2,859| 2| 603| 
0210) 3,812) 6,149) 

0119 2,376) 
0.121) 3,398 


Auto- | 
motive | Drug 


3,008 
2,545 
4,972 
2,693 
19,711 4,847 
20,091} .0123, 3,349) 
15,302) 0004] 
282,071 .1724| 4,346 
219,032) .1339 
36,728) .0224 
12,884) .0077| 3,312) 
28.719 0176; seus 
22,706; .0139 
12,177) .0074| 2,647) 
17.823) mes) 3,637 , 731| 
} | | 
22,524) .0138| 4,022| 839) ,267) 6,108, 5t 
19,506 .0119| 2,469 ; ,809| 4,024) 41 
4,034. .0025 1,834 ; 244 670 8 


2,262) 
1,913) 
52,496 
41,323) 
7,921) 
2,189) 
| 


5,303) 
4,545) 
2,128 
3,206 1 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


.0117! 
.0030! 


Before using these figures, see explanation page 11. 


ALL SURVEY DATA are available in IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power” regrouped according to your sales terri- 
tories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y. Phone MUrray Hill 4-3559. 


MAY 10, 1953 


INDIANA — (Continued) 


COUNTIES 
CITIES 


Wena 
\ Lafayette, 

Tipton. . 

Union. 


Vanderburgh 

AF vansville 
Vermittion 
Vigo 

ATerre Haute 


Wabash 
Wabash 

Warren 

Warrick 


Washington... .. oe 
See end of state for SM Metropolitan County Areas © SM, 1953. 


AandA 


.. (64 


ce 


Es 


POPULATION 
ESTIMATES 
1/1/53 


lies 
U. S. A.) (thou- | 
| sands 


38.1! .0242/ 
16.0) .0102 
6.8) .0043 


172,0, .1094 
131.4] .0836| 
21.3) .0136) 
108.5} .0691 
65.6) 0417 


30.1 .0191 
11.0 0070 


EFFECTIVE BUYING 
SM | ESTIMATES— 1982 


| 


} 
/ Per | Per 
. | Cap- Fam- 
8. A! ita ily 


0493/1430 5.129) 
-0286)1,745 5,586) 
.0096 1,398 4,660 
.0041 1,414 5,060 


,697 5,519 

745 5,633 

,131 3,394 

’ .493 4,614 
105, 149 0453 1,603 4,780) 
.0183 1,414 4,527 
0076 1,603 5,038 
-0048 1,273 4,102 
-0115 1,179 3,917) 


42,567 
17 ,632 
11,075 
26 635 


15,499 .0066 912 3,039) 


6,033 


182,517 
169,531 

17,910 
122,200 
110,201 


29,629 
15,700 

4,375 
18,184 


19,349 


PRODUCTIVE COUNTIES 


3 |N ILLINOIS 


The TERRE HAUTE TRIBUNE-STAR is 
the only newspaper that offers real pene- 
tration—effective sales producing coverage 
in this relatively isolated market (retail 
sales over a quarter billion dollars? ). 


*S.M.’s Survey of 
Buying Power 


The Terre Haute Tribune-Star 


Circulation: Daily Over 59,000, Sunday Over 47,000 


Representatives: 


E. A. Faulkner & Associates, New York, Chicago 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


~ ‘ie ‘SALES AND 

RETAIL SALES—1952 ADVERTIS- 
\ 

ESTIMATES CONTROLS 


FIVE STORE GROUPS 
in thousands of dollars —add 000 
ae Lee tae ____} Buying (Quaj- 
| Power | ity 
| General ¥ Furn.- | Auto- Quota | In- 
Mdse. | House- 
Radio 


motive 7 Drug dex 


-0483 3,549 17,778 
0385 | 12,864 
.0070 2,380 
-0037| 3,175 


8,207, 4,038, 11,005, 3,083) 
7,620, 3,695) 9,833) 2,615 
2,893 862 316 
1,485 147, 172 
| 
.1116, 3,450, 40,500 
. 1036 37 ,931 
.0109 2,523 4,904 
.0748 3,481! 27,710 


0674 21,622 


21,464 
21,053 

1,015 
21,137 
21,024 


-0181 3,152 6,541 1,643 
0096 3,747 906 
-0026 1,620 1,228 105 
-O112 2,674 4,646 1,086 


1, 781 
Before usin using. these oes see explanation page 11. 


-0118 3,794 2,419 


SALES MANAGEMENT 


GF, THIS xs «++ IT IS TAKEN BY SMART ADVERTISERS 


‘ 
y RICHMOND 


WAS NEVER TAKEN WHO USE VECRBV TO REACH 
BY 


GRANT! | 
Ze J INDIANA’S LARGEST SINGLE STATION CITY 


. Z= y 
<A Gian Buying Income $116,703,000 WKBV 


Retail Sales 86,322,000 ABC 


. Represented Nationally by 
Sales Per Family 3,996 ROBERT MEEKER ASSOCIATES 


The SM" symbols mark original, exclu- 4 
sive estimates by SALES MANAGEMENT. ed INDIAN A— (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS 
iN 


ESTIMATES IN 
JSM 1/1/53 ESTIMATES —1952 ESTIMATES CONTROLS 


| FIVE STORE GROUPS 
| Ur- | (in thousands of dollars—add 000) 
Total % Fami- | bani- | & Per Por ae ae = . es es Ee Buying |Qual- 
(thou- of lies | zation of Cap- Fam- ‘ Power | ity 
sands) U.S.A. (thou-| % 1U. S.A. ita | ily U.S.A. | General | Furn.- Auto- Quota | In- 
| sands of 000 | | F | Mdse. | House- | motive | Drug dex 
County | } | Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Wayne 21.6 61.4] 116,703, .0503/1,619'6,403 328). 18,218) 8,188) 4,934) 17,625) — 0802) 110 
Richmond 261! 12.8 70,239 .0303/1,713'5,487] 71,457| 04% 14,074) 7,210 4,574) 14,913] 2,345] 0335) 128 
Wolls......... im a 6.3, 31.1] 29,021 .0125 1,430 4,607 242.0117) 3, 4,451 972) 1,456, 3,792) 341] 0123, 95 
Bluffton..... : 2.1 9,205, .0040 1,461 4,383 3, : 2,546) 812 992) 23 205 -0052) 130 


N 
= 
= 


| | | 

WRB. c0ca<s5 Oo . 5.9 19.2 25,864) .0112 1,398 4,384 . , . 3,566 180, 849-2, 187| Pm 0111) 94 

6.2) 25.2 28,163 .0121 1,430/4, 542 R . . 4,380 960 4,168 4 0123) 98 

Columbia City g g 1.8 7,932) .0034/1,619)4, 407 12,986, .007¢ 2,391| 718 3,049) 276]  .0047| 152 

| 

Total Above | | | | | | | 

Cities 2,049.7) 1.3041) 635.6 3,701,106) 1.5946) 1,806,5,823] 3,225,749, 1.9717 699,522) 419,841) 192,141) 624,830)106,074] 1.6500) 127 
| ———— | ——$_—__ — — — — -—— | | — _ 


State Total. . 4,143.8. 2.6367 1,256.4 59.9 | 6,614,399) 2.8496 1,596 5,265] 4,434,219 2.7109 3,529/1,015,076| 472,223) 238,340 819,801 134, 


Per Capita Sales ~ e 2 1,070 245 114) 58 198 32 
Per Family Sales 3,529 808 376 190 653) «107 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953 Before using these figures, see explanation page 11. 


Write today for 
SALES MANAGEMENT'S 
1953 


COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


» Add 


27” by 41”... in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more . .. Green for counties with $50 


Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million ... Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1953. 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


MAY 10, 1953 


WGBF | WBOW 


EVANSVILLE, INDIANA TERRE HAUTE, INDIANA 


© Established 1923 e¢ NBC Affiliate e Established 1927 ¢ NBC Affiliate 


HOOPER RADIO AUDIENCE INDEX CONLAN Survey—‘% of Listening Homes 


October - November 1952 December 2-8, 1952 
8 AM-12 Noon 


6 AM-12 Noon 
Mon.-Fri. 31.2 Mon.-Sat. 43.7% 
12 Noon-6 PM 


12 Noon-6 PM 
Mon.-Fri. 30.1 Sun.-Sat. 47.3% 
6 PM-10:30 PM 


6 PM-11 PM 
Sun.-Sat. 38.7 Sun.-Sat. 46.7% 


EVANSVILLE TERRE HAUTE 
WGBF WBOW 


1280 KC 5 KW 1230 KC 250 Watts 


INDIAN A— @@3| Metropolitan County Areas — 


ane ’ ~~ | SALES AND 
core, ee. EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
y INCOME 
JM Bs BY EstimaTes— 1952 OY estimates CONTROLS 


r l FIVE STORE GROUPS 

Ur- | | in thousands of dollars —add 000 | 

| Fami- | bani- i % Per | Per , ty 1m __| Buying Qual- 

| of | Cap-|Fam- | 

|U. S.A.) ita ily ) S.A. | General | Furn.- | Auto- 

| | Mdse. | House- | motive | Drug 
| Radio | } | 


Evansville 172.0 
© SM, 1953. 


094) 52.9| 85.8 | 291,982 .1258|1,607/5,519] 182,517/ 1.116 3.450, 40.500 21,464) 11,916! 30,849] 6,400] | 1183] 108 


Before using these figures, see explanation page 11. 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 
The exclusive estimates of population, Effective Buying Income, retail sales, buying power 
quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC. 


SALES MANAGEMENT 


According to SALES MANAGEMENT figures 


your message on WOWO can now reach 


1,999,600 >: 


living in a superb tri-state test area including 


@ 5,353 food stores* 680 drug stores 
1,446 home furnishings stores 
1,780 automotive outlets 


15,000 other retail establishments WO 
WESTINGHOUSE RADIO STATIONS Inc \ 
KYW + KDKA + KEX + WBZ + WBZA + WOWO + WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for 


WBZ-TV, NBC Spot Sales 
*U.S. Census of Business NBC Affiliate 


IN ol | A N A— ) Metropolitan County | Areas - _ (Continued) 


ES AND 
POPULATION reer BUYING RETAIL SALES-~ 1952 ADVERTIS- 
ESTIMATES 6 ME 5 ING 

Me ESTIMATES—1982 OY ESTIMATES CONTROLS 


1/1/53 

j | FIVE STORE GROUPS | 

| Ur- (in thousands of dollars—add 000) 
Total | % | Fami- | bani- , y — = oo Qual- 
(thou- | of | ties | zation | ity 
sands) |U.S.A.| (thou- | % , ¢. i . S.A.) Furn.- | Auto- In- 

| | sands); of | . | House- | motive dex 
| County | | | | Radio 


Metropolitan Area 


Fort Wayne 1234) 59.4) 76.4 , - 1616/1, 933/6 312 449). ’ 38,143, 13,880) 43,174) 7, ° 121 
indianapolis .3712| 182. 3| 91.0 | 1,127, -4859)1,933,6,186} 779,039) . ’ 126,799) 44,007) 153,411 F 124 
91,812) . 10, 162) | 17,024 . 103 


Muncie : .7| 0608) 6) 64.8 | .0674'1,634/5,284 
South Bend... 6.1404) 9 81.8 ,206| .1926)2,027/6,891} 282,071| . 35,994) 52,496 é 125 
Terre Haute. . .5|  .0691) 1) 74.2 | .0698'1,493'4,614) 122,200). 21,137) 23,508 : 103 
\ Anderson... . re .2) 60.9 ,204; .0802/1,697,5,445] 111,063) . 12,082! | 22,189 F 107 
AEtkhart 8] . | .7| 61.6 ,926| .0667|1,745/5,693] 110,505) . | 8,366 | 25,043 0660) 115 
ALafayette ... 0} .0509) .3) 63.7 ; .0493/1,430/5,129] 79,144 | 3, | 8,207 ,038} 11,905 
Richmond way 6 61.4 : -0503)1,619|5,403] 86, 322). 18, 218) 8,188) : 17,625 


(Other West North Central States: Kan a. 345; Minnesota, 414; Missouri, 
p. 427; Nebraska, p. 442; North Dakota p. 508; South Dakota, _p. 585.) l .@) WwW has Counties and Cities 
lowa state map—page 334 Pop | Pop. ; 
in NUMBER OF OUTLETS | (in NUMBER OF OUTLETS 
City County thous.)}] F GM|FHR!| A | D City County thous.) 


Algona Kossuth 
Ames me Story.. 
Atlantic Cass. .. 
Boone... . Boone. 
Burlington Des Moines 
Carroll. Carroll 
cedar Falls Black Hawk 
‘edar Rapids Linn. . 
‘enterville. . . Appanoose 
*harles City..... Floyd. 
*herokee. ...... . Cherokee. 
Aarings.........- Page... 
‘linton. . . Clinton 
‘ouncil Bluffs. ...Pottawattamie 
“reston . Union. . 


Davenport.... Scott | 77.6 

Decorah. .. Winneshiek | 6.1 
Des Moines... Polk F 183.3 
Dubuque Dubuque 51.6) 
Estherville Emmet 6.9 
Fairfield. Jefferson 71 
Fort Dodge. . Webster. . 26.8 
Fort Madison. Lee. 15.3 
Iowa City Johanson. . 27.2 
Keokuk . Lee. 16.5 
Le Mars.. Plymouth... . 5.9 
Marshalltown Marshall. . 20.2 
Mason City......Cerro Gordo 28.1 
Muscatine Muscatine. 20.3 

_ (Continued on page 334) 
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© SM, 1953. ' Before using these figures, see explanation page 11. 
MAY 10, 1953 333 


MITCHELL 


LU EERe 


po —____ 
HUMBOLDT 


FRANKLIN 


WEBSTER 
; 


fort Dodge 


BLACK HAWK © 
i Cedar Fotls [fi 


Waterloo 


DEFFERSON 


1950 Net Effective Buying Income 


a In excess of $150 Million 
$75 Million to $149.9 Million 


at M $40 Million to $74.9 Million 


Beas $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


ten’ 


Copyr ight by 


Scale of Miles 


25 $0 


= 


One inch Equols Approxmotely 50 Miles 


A 


E 


} 


F 


} 


G 


10 W A— (Continued) 


Pop. 
; (in 
thous 


City County 


(Continued from page 333 ) 
Newton Jasper 
Oelwein Fayette 
Oskaloosa Mahaska 
Ottumwa.. Wapello. 
Perry Dallas 
Red Oak Montgomery 


8.0) 
11.2 
34.2 

6.2 

6.6) 


For explanation of map symbols, see “State Maps,” page 220 


NuMBER OF OUTLETS 
F |GM!FHR| A | D 


City 
| Shenandoah 
Sioux City 


Spencer. .. 


wn nr 


—_ 
“Une wwe 


Washington. 
Waterloo. . 
Webster City 


— 


POPULATION 
SM ESTIMAT 
1/1/83 


COUNTIES 
CITIES 


% | Fami- 
lies 


Adair 
Adams 
Allamakee 


0054 
-0103 


-0120 

0046 
-0074 
-0143 


Appanoose 
Centerville 

Audubon. . 

Benton 


© SM, 1953. 
334 


EFFECTIVE BUYING 


ES INCOME 
@D ESTIMATES —1952 


Ur- | 
bani- | % Per Per 


zation of Cap- Fam- 
% . S.A) ita | ily 


-0058 
-0042 


9,438 
6,850 
17,992 


-0059 1,139 3,418 
-0039 1,084 3,291 
-0069 985 3,394 


-0074 914 2,729 
-0036 1,154,3,511 
-0062 1,225 4,215 
-0125 1,294 4, 160! 


14,412 
11,256 
15,728 
21,626 


-0088 
-0069 
-0096 


Storm Lake. . 


2,360 


-0110 3,828 


_ 0132 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


_ __NUMBER oF OUTLETS _ 
F | GM | FHR| A D 


County thous.) 


Page. . | 
Woodbury. 
Clay. . 
Buena Vista 
. Washington 
Black Hawk 
Hamilton 


oo 
s~NAD 


a 
ue ns Ww 


a 
“1 oo 
x 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
BY ESTIMATES 
~~ FIVE STORE GROUPS —S 
(in thousands of dollars—add 000) 
a _______ | Buying | Qual- 
| Power | ity 
| Quota | In- 
Drug | dex 


Furn.- 
House- 
Radio 


General | 
Mdse. 


| Auto- 


Food motive 


1,029 226 
1,436 97 
3,440 225 


82 
80 
85 


1,602 
724 
3,419 


277 


2,446 132 


2,288 4,092 
3,508 ‘ 
3,314 0075, 101 


3,232 .0131| 92 
Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


73 
104 
4,626 
3,089 


RADIO—10.4 HOURS 


Radio — 10.4 hrs. per day 


lowa’s 806,000 
families spend more 


than TWICE as much 
time with RADIO 


media COMBINED! 


Television — 2.6 hrs. per day 
Daily Newspapers — 1.2 hrs. per day 
Magazines — 0.79 hrs. per day 


Weekly Newspapers —- 0.17 hrs. per day 


and WHO continues to be 


lowa’s BEST ADVERTISING BUY! 
Send for the FACTS TODAY! Li 
h® 


These facts are taken from the 1952 lowa 
Radio-Television Audience Survey conducted 


by Dr. F. L. Whan of Wichita University, and * for lowa PLUS * 


ger ee Ra Fa age ere 
his staff. The new Survey again proves that Des Moines . . . ‘50,000 Watts 


i ° - 
' 5 : - . ‘ > r 
radio is by all odds Iowa’s best advertising Col. B. J. Palmer, President 


value . . . and that WHO continues to be PA Envet. Resident Manaaer 


lowa’s best advertising buy! 
a, 
As Cr FREE & PETERS, INC. 


National Representatives 


MAY 10, 1953 


ATA, | 
\SS WW 
\S ' 


N 


“hp 

“carrieD More LocAL GROCERY 
LINAGE.... THAN ANY OTHER 
IOWA DAILY 


WATERLOO DAILY 
COURIER 


Note: For the first 6 month period of 1952 the Courier had 
167,944 lines of tie-ins in 6,195 insertions. 


Here's the proof. Here is one of the richest, most profitable 
test markets in the Midwest. A market covered only by the 
Courier. 


By the way, if you want to know how the Des Moines and 
Sioux City papers ranked, drop us a line. We'll be glad to give 
you the information. 


Waterloo Daily Courier 


WATERLOO, IOWA 


Story, Brooks & Finley, Notional! Advertising Representatives 


° The ‘‘SM"’ symbols mark original, exelu- 

10 W A — (Continued) sive estimates by SALES MANAGEMENT. 

5 ; ei nea ay SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
SM ESTIMATES INCOME @D ING 

1/1/83 ESTIMATES— 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- - in thousands of dollars — add 000) 
CITIES 4 Total % | Fami- | bani- Net % Per | Per % _____] Buying |Qual- 
3 (thou- of lies | zation| Dollars of |Cap- Fam- | Power | ity 
sands) U.S.A. (thou-| 
2 sands) of 
County’ 


add U.S.A. ita | ily .S.A. Quota | In- 
000, Drug 
Black Hawk le 2 104.9 .0668 31.7 84.0 180,077, .0776 1,717 5,681 é ° ° ° . 22,511, 3,450)  .0763) 
AWaterloo 68.5 0436 21.0) 123,365) .0531)1,801/5,875 104,031) .0636 9,937 5, , 16 7 -0544) 1: 
Cedar Falls 15.5 0099 4.3 22,028; .00051,421.5,123 16,329 3,3 37 922 3. 357 -0097 
Boone ic 3 27.6 .0175 8.5 43.2 40,016 .0173 1,460 4,708 24,550) . A ‘ ‘ ¢ 0167) 
Boone 12.2 0078 4.1 19,395 .00841,590 4,730) 17,476). 7 3,71 Y dE 4,881 524 .0090 
Bremer E2 18.9 .0121 5.7) 27.1 23,149 + .0099' 1,225 4,061 22.43% ° ° ‘ 689 3,710 275) =. 0115 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11. 


HERE'S A RICH 
FARM AND CITY MARKET MASON CITY, 
THAT'S WAY ABOVE AVERAGE IOWA 


USE, THE 
MEMBER 


rev fen Sy 0 gg “ry nang MASON CITY GLOBE-GAZETTE 


Represented by MASON CITY, IOWA 


JANN & KELLEY, INC. You'll Get Results Plus 
New Verh © Chicage © Detroit © Les Angeles Real Merchandising Cooperation. 
Sen Francisco ©¢ Atlante 
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STEELE 
D-10 


facts show you need 


kglo 


TO SELL THIS RICH MARKET 


There’s one sure way of selling northern Iowa and south- 


Mower 
D-37 
N-28 
MITCHELL 
0-96 
N-96 
Flovo 
D-66 
N-51 
BUTLER 
D-29 
N-14 


FARIBAULT 
D-16 
N-I1 

WINMEBAGO 

D-96 
N-93 
HANCOCK 
D-85 
N-68 
weight 
D-52 
N-38 


FREEBORN 
D-48 
N-47 

work 
D-100 
N-98 
CERRO GORDO 
D-97 
N-95 
FRANKLIN 
D-71 
N-55 


WOWARO 
D-18 
N-12 
CHICKASAW 
D-28 
N-16 
BREWER 


EWMET 
D-10 


mOSSUTH 


D-45 
N-33 


PALO ALTO 
D-13 


IOWA 


ern Minnesota. 
message across to this rich midwestern farm market by 
KGLO radio. You reach a total weekly responsive buying 
audience of 59,400. Make sure you include KGLO. . 
for dollars well invested. 


HOOPER RADIO AUDIENCE INDEX 
Mason City, lowa CITY ZONE Nov. - Dec., 1952 


Facts and figures prove you get your 


GRUNOY 
D-10 
| me 
es Ta eer a Te | 

D- Daytime Audience N- Nighttime Audience 
Total weekly audience percentages from Stand- 
ard Station Audience Report, Spring, 1952. 


D-11 


SHARE OF RADIO AUDIENCE 


Station Station 
"aM oR" 


Station Station 


RADIO SETS 
TIME IN USE E' 


Mon, thru Fri. 


8:00 AM — 12:00 Noon 28.2 


4.4 10.5 


Mon. thru Fri. 


12:00 Noon — 6:00 PM 4.7 


26.6 


Sunday 


12:00 Noon — 6:00 PM 3.8 


24.3 


Sun. thru Sat. Eve 


6:00 PM — 10:30 PM 7.4 


38.4 


*The above measurements are adjusted to 
compensate for the fact that Radio Station 
"C" signs off at 4:45 PM in November 
and December. 


kglo, mason city, iowa 


Affiliated with WTAD, Quincy, Illinois 


=, 


ATATIONS 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


1300 KC — 5000 Watts « 
For availabilities, write: 
Walter J. Rothschild, National Sales Manager, Lee Stations, Quincy, Illinois 


Full Time, CBS « 


Represented by Weed & Company 


10 W A — (Continued) 


SALES AND 
ADVERTIS- 


EFFECTIVE BUYING RETAIL SALES-— 1952 
SM INCOME 
ESTIMATES—1952 ESTIMATES 


artes ~~‘FIVE STORE GROUPS — 
(in thousands of dollare—add 000) 


POPULATION 


ESTIMATES ING 
1/1/53 CONTROLS 


| Ur- 
Fami- | bani- 
lies | zation of 
(thou- | 9 . S.A. 
| sands)| of 
County 


COUNTIES 
CITIES 


Buying |Qual- 
Power | ity 
Quota | tn- 

| dex 


% | Per | Per 
| Cap- | Fam- 
ita | ily 


(thou- | of 


Total i 
sands) |U. S. J 
} 


| General Furn.- Auto- 
Mdse. | House- | motive | 
Radio | 


Metropolitan Area 


Buchanan 
Buena Vista 

Storm Lake 
Butler 


Calhoun 

Carroll 
Carroll 

Cass 
Atlantic 


Cedar 

Cerro Gordo 
Mason City 

Cherokee 
Cherokee 

© SM, 1953. 


MAY 10, 


0041 
.0117 


0043 


.0114 
-0292 

0179 
-0121 
0050 


22.2 
32.9 


-0108 1,139 4,229 
-0139 1,492 4,669 
0052 1,605 5,470 
-0089 1,196 3,854 


-0100 1,379 4,373 
-0142 1,435 5,135 
.0042 1,505 5,071 
-0101 1,266 3,841 
-0042,1,450 4,626 


-0106 1,379 4,659 
-0314 1,590 5,091 
-0201 1,660 5,424 
-0125 1,520 5,584 
0050 1,492 4,848 


7,912 
7,579 
1,153 

824 


277 
586 
401 


310 
496) 
319 
622 
421 


-0114 82 
-0147, 107 
0065, 135 
-0105) 95 


| 

.0100) 
0159 

0060) 
0119 
0061 


.0110 
.0336 
0235 
0125 
0063 | 


Before using these figures, see explanation page 11 
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HIT ALL 3 TARGETS! 


Dubuque lowa 


$76,000,000 


Wisconsin-Illinois 


$116,000,000 $100,000,000 
ADVERTISE IN DUBUQUE FOR DUBUQUELAND! 


One target isn’t enough to hit when you aim at 
Dubuque or Dubuqueland. No outside media gives 
you more than a low-scoring hit on one or two 
targets. Only the Telegraph-Herald and KDTH give 
you bullseyes on all three targets at which wou should 


metropolitan area, its lowa trade territory and its 
even wealthier Wisconsin-Illinois trade territory 
%-mile from the city limits offer you a “plus” 
market which can be sold only from Dubuque. 


P.S. For even greater sales, parallel your distribu- 


be aiming if you sell in Dubuque. The Dubuque 


TELEGRAPH-HERALD 


Jann & Kelley, Inc. 


lowa Daily Press Assn. 


O W A — (Continued) 


COUNTIES 
CITIES 


Chickasaw 
Clarke 
Clay 


Spencer 


Clayton 

Clinton 
Clinton 

Crawford 


Dallas 
Perry 

Davis 

Decatur 


Delaware 

Des Moines 
Burlington 

Dickinson 


Dubuque 
A Dubuque 
Emmet 
Estherville 
Fayette 
Oclwein 


Floyd 

Charles City 
Franklin 
Fremont 


Greene 
Grundy 
Guthrie 


Hamilton 

Webster City 
Hancock 
Hardin 


Harrison 
Henry 
Howard 


Metropolitan Area 


POPULATION 
@ ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


Fami- 
of lies 
S. A. (thou- Y 

sands of 

County 


4.4 21.8 
3.0, 36. 
5.6 41.1 


0050 
0095 
0141 36.0 
0121 
0119 31.2 
0085 3.8 27.8 


18.1 


EFFECTIVE BUYING 
IN 
BYZD Estimates 1952 


of |C 


. S.A.) I 


-0080 1, 
-0042 1, 
-0115 1, 


0050 1 


0108 1, 
0343 1, 


0229/1, 


0104 1,239 4,238 


0138 1,365 4, 165 


0043 1, 


.0039 
.0043 


‘ ,239 4,275) 
0290 1,548 4,880 


0219 1, 


0072 1, 


0602 1, 


0372 1, 


0092 1, 


OO48 1, 


-0147 1, 


0051 1, 


0135 1, 


0075 1, 


069 3,438 


. 294 4,067 
435 4,539) 
,014 3,261 


351 4,292 
,534 5,203 
548 5,278 
393 4,237 


126 3,668 
. 239 4,234 
041 3,645 


Per | Per 


ap- Fam- 
ta | ily 


225 4,203 
084 3,324 
450 4,738 
505 4,458 


139 3,741 
576 5,134 


689 5,429 


605 4,522 
943 2,921 
816 2,642 


590 4,891 
204 4,248 


590 5,968 
675 6,087 
505 5,090 
604 5,272 
225 4,083 


492)4,972 


421 4,666 
618 5,093 
464 4,678 


tion 


12,059 


21,912 
16,951 
15, 865 
11,704 


17,190 
13,094 
13,406 


21,036 
13 886 
13,328 
30,658 


18 , 366 
19,203 
14,705 


to the 


0112 
-0058 
0169 


0129 


-0133 
-0374 
0268 


0119 


0161 
0075 


-0032 


0104 
-0097 
0071 


-0106 


market. 


K DT 


NBC 


John E. Pearson Co. 


The “SM” 


symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


RETAIL SALES--1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars - add 009 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mdse. 


4,219 
2,564 
5,038 
4,015 


3,988 
1,669 
6,084 
5,900 


3,941 
12,827 


4,227 
13,411 
10,024 

2,651 


4,765 
2,375 

932 
1,610 


2,084 
10,292 


9,806 


802 
710 


| 


SALES AND 
ADVERTIS- 


IN 
CONTROLS 


_] Buying 


Power 
Quota 


-0076 


-0121 

0062 
-0093 
-0151 


-0104 
-0109 
.0074 


A and A See end of state for SM Metropolitan County Areas. 
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I// L - ZEEE 


IN 9 OUT OF 10 OF 
IOWA'S BEST FARM HOMES 


IN THE FARM PUBLICATION 
“DEPENDED ON MOST” 


\ 


+. 
ey 


IN THE TOP SELLING MEDIUM 
IN THE TOP SELLING MARKET 


LEADERSHIP W,... your sales message is in Wallace's 


Farmer and Iowa Homestead it’s in 9 out of 10 of lowa’s 
by every standard best farm homes. It’s in the farm publication more Iowa 
farmers and their homemakers read than any other single 
of measurement! medium. More of them read it and rely upon it for more 


Facts and figures prove that different types of farm and home information than any 


lowa is the nation’s top farm othe blicati 
° er puDlication. 
market... and that Wallace's P 


j Farmer and lowa Homestead It’s your best “in’’ in this top farm market because the 
is the top selling medium for confidence its readers have in their local homestate farm 
this rich market. The five basic standards for 2 ‘ - : 
measuring market and media, listed below, tell publication naturally has a strong influence on their buy- 
the story. Write us for the reports you want. ing habits. 


I. COVERAGE: Check ABC figures in Standard Farm trade dominates 92% of lowa towns. So to sell 
Rate G Data for the breakdown of actual farm Iowa, sell its farmers. To sell them tell them right in their 
coverage homes... through Wallace’s Farmer and lowa Homestead. 
BP. QUALITY OF READER: Sce the New study titled 
“Measuring the World's Biggest Farmer’’, based on 
special 1952 U. S. census tabulations. 

SB, READER TRAFFIC: Check your Continuing Study 
of Farm Publications No. 4 for readership facts about 
both lowa farm men and women 

f. READER PREFERENCE: Send for “inFARMation 
Please No. 2”, a New study of the information 
sources of lowa farmers, based on lowa State Col- 
lege area sampling survey 

>. DEALER PREFERENCE: Tell us the kind of dealer 
you're interested in and we'll give you the dealers’ 


Dante M. Pierce, 
own answers about the type of advertising they prefer 


Publisher 
DES MOINES, IOWA 


MAY 10, 1953 


2,779,531 Rich-from-the- Soil 
Midwesterners Live within KMA’s '/2 MV Line 


At last count 2,779,531 predominantly-rural midwesterners lived within the KMA 
¥% Millivolt daytime contour area in Iowa, Nebraska, Missouri and Kansas. That’s a 
market greater than lowa, Washington State or Oklahoma—or Colorado and Nebraska 
combined! 

These midwesterners prefer rural programming because they live predominantly in 
rural areas. Their favorite station for over 27 years has been KMA—the station that 
programs to their taste. 


If you are looking for concentrated spending power . . . look first at rich KMA-land 
where % of the population is rural. 


Represented Nationally by Avery-Knodel, Inc. 


May Broadcasting Co. Shenandoah, lowa 


The “SM” symbols mark original, “exclu 
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SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
@ ESTIMATES v7) INCOME ING 

1/1/53 ‘ ESTIMATES - 1952 ESTIMATES CONTROLS 


COUNTIES 


“FIVE STORE GROUPS 
Ur- (in thousands of dollars—add 000) 
CITIES / | Buying |Qual- 
| Power | ity 


Auto- Quota | In- 
motive | Drug | dex 


Humboldt 0. .0} 24. | ,0083 1,491'4,847 oy , r 2,576 
‘da - ; Y .0085 1,421 4,708 , r : | 1,841) 
towa | . . .0085'1, 266 4,032 ' .0104, 3,462 " | 2,316] 
| | | | | 

Jackson 6 . - -0095 1,182 3,926 , -0110, 3,224 4,065 
Jasper 3). ’ : -0198)1,421 4,590} 31,981) .0196) 3,198) ; 079) ‘ 5,096) 
Newton ‘ 9,72 0085/1,6465,199] 20,408) .0125 ; 2 4,079 
Jefferson ee .0) 46. : .0078/1,168 3,622] 14,655 .0090 2,931, ' | 2,405 
Fairfield x 9,303 0040) 1,323 3,757 12,043 0074) 2,53: , 2,234 

| 


| | 
Johnson A ’ A .0245'1,196 4,483 47,639 .0291| 3,751 , 218) A 7,925 
lowa City 27. ( 33,3 0144 1,225 4,828 40,869 .0250 : , 877) 7 6,874 
Jones é " , m -0105| 1,266 4,288 22,351; .0136 3,921 
Keokuk d ° ° -0076 1,041 3,181 17,149, .0105 3,118 


Kossuth a A ° R ‘ .0164 1,464 5,234 24,975 .0153 3,421 
Algona f 0034 , 68! .0037 1,605.5, 416 352 0076 

Lee... y .0277 ° ° ’ .0275 1,464 4,752 .777| .0280 3,416 
Keokuk f 0105 5.3 23 , 92% .0103)1,450 4,514 21,976 0134 
Fort Madison 5.3 0097 25, 0109 1,680 5,522 , 276 O12 

Linn A .0684 . x . -0756 1,632 5,146 " -0897 
ACedar Rapids § 0480 f 28,559 .0554'1,703,5,334 24, 0760 


Louisa . ° , : -0055 1,168 3,859 , -0090 
Lucas : ‘ : ; ’ -0048 971 2,913 , 0083 
Lyon . ‘ . ‘ ‘ 0087 1,380 4,828 ° 0089 


Madison ; ° ° : ° -0063 1,126 3,377 - -0078 
Mahaska : 0155 ; ° ’ -0124 1,182 3,606) : 0169 

Oskaloosa -0071 Q 339 0062 1,280 3,677 : 0148 
Marion , .0163 . . . -0129 1,168 3,935 ’ O11 


-0230 1,492 4,841 . .0284 
0140 1,605 5, 065 38, 0235 
.0069 1,168.4, . .0076 
-0075 1,253 4, ° .0109 
-0083 1,210 3, . -0092 
-0048 9853, ° -0052 
-0088 1,309 3, , 0118 
10,034 0043 1,520 4, 3,903 0085 
45,577 .0197 1,365 4, , 0256 
28,286 0122 1,393 4, 32, 0200 
27,121, + .0117 1,435 4, ° .0149 
15,648 .0067 1,534 5, ° 0068 
27,688 .0119 1,168 3, ° .0230 
6,100 = .0026.1,1963 7,28 0106 
9,185) .0040 1,351 4,37 7,289; 0106 
18,372 .0079 1,225.4, ° -0098 3,578 
32,141) .0139 1,379 4,870 ° -0163 4,029 
7,554 0033 1,280 3,976 2, 0079 
Pocahontas 2 -0098 22,396 .0096 1,464 4,869) m -0090 3,195 
Polk 40 401,830 .1732 1,731 5.408 ° -1990 4,382 
ADes Moines 3.3 1166 59 327 , 569 1411/1,787'5,552 304,324 1860 


Marshall . -0227 
Marshalltown 20.4 0129 
Mills ° .0087 
Mitchell 
Monona 
Monroe 
Montgomery 
Red Oak 0042 
Muscatine ‘ 0213 
Muscatine 20.3 0129 
O'Brien . .0120 
Osceola ° -0065 
Page \ 7 0161 
Clarinda f 0032 
Shenandoah 5 0043 
Palo Alto . .0095 
Piymouth ° -0148 
Le Mars f 0038 


vowqgeswa — 
n2o<+-Nn" + © 
en NNN FSF @ 


.0055 
0218 
-0147 
.0127 
-0067 
.0159 
.0051 
.0060 
-0088 
.0148 
278 -0048 
. 380 -0094 
076 46 085 . 9,787 .1759 
,521 45,756 9 65,029) 9,348 -1497! 128 


= 
— 


eu-xne eos &@ wv 


ee@enwe wna 


a 
NN WSN NK Bet AND 


~ 
- 
a 


al 
a 


A and A See end of state for SM Metropolitan County Areas. © SM, Before using these figures, see explanation page 11 
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“Okay, Jones. | see how we can sew up the whole lowa market 
with the Des Moines Sunday Register!” 


You'll never have to needle advertisers into admitting that the 
number one easy way to bag the rich lowa market is through 
the Des Moines Sunday Register! 
Their advertising proves it...has made the Des Moines 
Sunday Register 6th among a// Sunday papers in General 
advertising linage in 1952. 
You can be sure this fact means the Des Moines Sunday 
Register gets results! And, why shouldn't it? It’s a genuine 
statewide sales stimulator...the big reading event of the week 
for 2 out of 3 of all lowa families. Coverage in 83 out of lowa’s 
99 counties is a remarkable 50% to 100%...in 9 more it's a PACKAGES A STATEWIDE URBAN 
high 40% to 49%...and not less than 21% in the few others. MARKET RANKING AMONG 
That gets you the cream of both parts of this lush four billion AMERICA'S TOP 20 CITIES 
dollar double-header market: farm families who are the world’s — age CIRCULATION September 30, 1952: 
best money-makers...and city folks who outspend even big Daily, 369,807—Sunday, 533,204 
Philadelphia, Boston or San Francisco. Milline rate, $1.88 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 
Represented by: 
Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


MAY 10, 1953 


CAN YOU CLAIM MARILYN,... 
Dear "Comrades": “COM RADES” 7 


We don't know who you think you're foolin' with the ridiculous 
claims about you Russians being the first to have electric light, 
television, air planes and the telephone. Who you kiddin'? Next thing 
you'll be tellin’ us you invented Marilyn Monroe. 

We have some firsts you can claim if you want to — but we got ‘em, 
"Comrades"! We're FIRST in effective home delivery in the Quad-City area. 
We're FIRST in advertising lineage — FIRST in the Quad-Cities and FIRST 
in all Iowa. In the language of "capitalism," "Comrades," that means 
the Davenport Newspapers carry more advertising lineage than any other 
newspaper in Iowa. 

Now we want to tell you some firsts about Davenport, Iowa, "Comrades". 
Davenport is FIRST in buying power per capita in the Quad-Cities and 
FIRST in all of Iowa. And another thing, "Comrades," — Davenport is 
FIRST in retail sales in the Quad-City area — $125,069,000 in 1952. Way 
ahead of all the others! No kiddin'! Davenport is the FIRST city in the 
whole $45l-million Quad-City market! 

If you're not satisfied with just being first, "Comrades," we've got 
some facts for your “ONLY" book, too. The Davenport Newspapers have the 
ONLY morning and the LARGEST evening newspaper in the Quad-Cities. The 
Davenport Newspapers have the ONLY Sunday newspaper in the Quad-Cities. 
And the Davenport Newspapers are the ONLY newspapers with effective HOME 
DELIVERED circulation in all the Quad-Cities. 

Put these facts in your pipe and claim 'em, "Comrades". But smart 
sales managers and media men know a good buy when they see one. That's 
why they buy more space in the DAVENPORT NEWSPAPERS than in all other 


Quad-City and lowa newspapers. Best wishes for a fast downfall, 


Uk ree Pht A hes 


Henry B. Hook, Publisher Philip D. Adler, Publisher 
The Morning Democrat, and The Daily Times 
The Sunday Democrat & Times 


P. S. If you don't believe us, "Comrades," just ask JANN & KELLEY, INC. 


° The ‘‘SM"’ symbols mark origiral, exclu- 
| O W A— (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES- 1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 11/53 ESTIMATES — 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars — add 000 
Total % Fami- bani- ‘ Per Per] Dollars ‘ ty Buying Qual- 
thou- of lies = zation of Cap- Fam- add Power _ ity 
sands) U.S.A. ‘thou- .S.A. ita ily 000 U General Furn.- Auto- Quota In- 
sands of 000 am- Food Mdse. House- motive 
County Radio 


CITIES 


Metropolitan Area 


= 
— 
aw 


Pottawattamie 67.7 106,572 .0459 1,520 5,003 71,029. 16,833 5,976 . 11,244 


Council Bluffs 46 205 75,741 0326, 1,632 5,372 54,918. 14,095 2,536 


Poweshiek . ‘ 7 36.3 22,395  .0096 1,154 3,929 19,840. 4,207 
Ringgold 3 ‘ : 8,642 .0037 929 2,701 7,082. 1,013 
Sac ‘ ‘ 4 18.1 25,563 .0111 1,478 4,734 19,303. 3,589 


Scott e 5 81.3 185,498 .0799 1,787 5,889 141,506. 25,919 

ADVavenport 77.6 { 23.9 144,140 0621, 1,857 6,031 125,069 O765 22,320 
Shelby j 6 24.6 19,229 .0083 1,225 4,180 17,5;7 .0108 2,183 
Sioux . ‘ 4 10.0 35,207 .0151 1,365 4,758 26,270 .0t60 3, 4,937 


Story . ‘ 60.2 57.869 .0250 1,280 4,486 44,583 .0273 3, 10,814 3,200 
Ames 13.2 7,747 0120 1,196 4,549 26,314 0161 6,427 2,936 55 } 2290 840 


23.2 27 ,¢4i 
Tama E3 21.6) . 8 13.5 28,443 0122 1,323 4,183 25,569 .0156 3,760 4,104 656 336 
A and A See end of state for SM Metropolitan County Areas ™ SM, 1953. Before using these figures, see explanation page 11 


342 SALES MANAGEMENT 


ISLAND MOLINE 


ILLINOIS 


This Is the Quint-Cities 


Five cities, with three bridges carrying 10-Million 
automobiles a year, and binding the Illinois side to 
the lowa side in one COMMERCIAL unit. ... 


THIS IS A MANUFACTURING CENTER... . S6th 
largest in the U. S.—54,000 industrial workers... and 
the location of such big names as International Har- 
vester, Deere & Company, J. I. Case, Alcoa, Bendix 
Aviation—and the busy Rock Island Arsenal... . 


THIS IS AN AGRICULTURAL CENTER. .. . six of the 
nation’s seven largest hog-producing counties are 
located within a 60-mile radius of the Quint-Cities. 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


EFFECTIVE BUYING 
JM INCOME 
ESTIMATES- 1952 


POPULATION 


ESTIMATES 
rss 


Ur- 


COUNTIES 
CITIES Total Fami- 
thou- of lies 

sands) U.S. A. (thou- ‘ 

sands of 
County 


zation of 
‘ .S. A.) ita | ily 


Metropolitan Area 


bani- ¢ Per | Per 
Cap- | Fam- 


Dollars y 
add F Power ity 
000 5 


THIS IS A THRIVING RETAIL CENTER. . . . 242,200 
people with an annual effective buying income of 
$439,261,000 . . . $1,813 per capita. . . . or $336 per 
person above the national per capita average. These 
people spend $302,327,000 in Quint-City retail outlets 
annually .. . $1,248 per capita . . . or $201 per person 
above the national per capita average. (Figures in 
this paragraph—1953 Sales Management Survey of 
Buying Power.) ... 


THIS IS A MAJOR MARKET. .. . the largest between 
Minneapolis and St. Louis; between Chicago and 
Omaha.... 


It is the centric point of an even larger market. . . all 
knit into one BIG CUSTOMER for your product or 
services by Radio Station WOC. For complete in- 
formation about this 3l-year old radio station . 
which has delivered the Quint-Cities favorite radio 
listening since 1922. ... SEE YOUR NEAREST FREE 
& PETERS REPRESENTATIVE. . .. 


Col. B. J]. Palmer, president 
Ernest C. Sanders, manager 


WoC 


Tt Quint-cimms AM-FM asory 


NBC Affiliate 

5000 W 1420 KC 

DAVENPORT, 
IOWA 

Free & Peters, Inc. 

Exclusive National 

Representatives 


10 W A — (Continued) 


SALES AND 
ADVERTIS- 


' 
CONTROLS 


RETAIL SALES 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars —add 000 


1952 


Buying Qual- 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Quota 
Mase. 


Taylor 


Union 
Creston 

Van Buren 

Wapello 


Ottumw 


Warren 

Washington 
Washingto 

Wayne 


Webster 

b Fort Dodge 
Winnebago 

Winneshiek 


Decorah 


© SM, 1953 


0053 999 3,046 

0078 1196/3, 565 

0046 1,294/3,979 
929 2, 
464 4, 


§20/4,72 


, 154 3, 
309 4, 
,407/4, 
816 2, 


520 5,008) 
675 5,408 
294 4,447 
,041 3,670 


(0027 1.028 3.687 


.0100 

OORO 
0048 
.0292 


0267 
0075 
0158 

OOK2 
0058 
.0366 


0098 


3,229 


2,089 
3, 166 


a4 
661 
143 


ROS 


0058 


0089 

OO5R 
-0049 
0297 


0236 


.0313 
0225 
0084 
-0110 
0044 


Before using these figures, see explanation page 11 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power quotas, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


MAY 


10 


1953 


=~ 


Plant your advertising 


Soe dollars in SIOUXLAN 


Plant your advertising dollars in Siouxland and watch 
your sales GROW! The Sioux City newspapers offer 
dominate coverage in this rich, 49-county, agricultural 
market area. Contact our national rep. or write direct to 
The Journal-Tribune Publishing Co., Sioux City, Iowa, 
for more market information! 


Population . - --. 818,400 
Area secceeeseeeeeeeedO,738 $q. miles 
Gross Farm Income....$1,107,982.00 
(Sales Management) 


The Sioux City Journal 
JOURNAL-TRIBUNE 


National Rep.-Jann & Kelley, Inc. 


| Oo WwA— (Continued) . Se . | The ‘SM’ * symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ee ING 
4 Ci ESTIMATES 1952 @D ESTIMATES CONTROLS 


COUNTIES | FIVE STORE GROUPS 
Ur- Coun- | (in thousands of dollars—add 000) 
CITIES % Fami- | bani- y; Dollars % | = Le ee ia - - 
lies | zation add of | Sales | | | Power | ity 
sands) |U. S.A.) (thou- | % ( |U. S. A.| ita | | ily 000) U.S.A.) Per General | Furn.- Auto- | Quota | In- 


| sands)| of Fam-| Food Mdse. | House- | motive | Drug dex 
| \County | ily Radio 


Buying |Quai- 


Woodbury Sy 33.9] 90.8 |  178,253| .0768/1,632 5,258 508.0883 4,263 27,278] 22,884] 5,200, 24,635] 4,511] .0787' 113 

ASioux City 3) 0543) 26.4) 142, 878) -0616)1,675|5,412 »747| 07 | 24,556) 22,629) 5,013; 22,536, 4,093 -0656) 121 
Worth 0} . = = 480) .0067 1,407/4,838 0055) 2,820, 2,083 215 139), 157] .0064) 91 
Wright 8.0128) 28,138) .0121)1,421 4,838 ,381| .0137| 3,610, 4,778 608, 1,021) 3,432 0127) 101 


Total Above 
Cities 1,054.8 6713) 327.2 1,724, 681| -7431/1,635 5,271} 1,707,343! 1.0440 


| | 
| 328,673) 211,725) 94,467) 345,901) 47,765 -8195) 


State Total... 2,640. 9) 1.6803, 808.2, 47.7 | 3, 747, 266) 1.6144'1,419 4,637] 3,039,460 1.8582, 3,761 683,885) 271,490 141,918 561,062 


Por Capita Sales ; iy ee os ro Ee PEeTIeR Cee 1,151)... 221 103 54 212 
Por Family Sales Lee SA 3.761 | 722i 38 176 694 91 


& and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11. 


INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 38 “potential” metropolitan areas have been added, bringing the total 
number to 225. “Potential” areas are those which are near metropolitan status and probably will attain it 
long before official recognition catches up with them. In each case the central city is just short of the 
necessary population figure or is such an important trading center that retail sales exceed that of some 


cities on the official list. 


SALES MANAGEMENT 


LINN 
COUNTY, 


Metropolitan CEDAR RAPIDS (<su: 


POPULATION 104,274 — SECOND LARGEST IN IOWA 
100% Coverage Daily and 99.8% Coverage Sunday by 


The Cedar Rapids Gasette 


Only one newspaper—The Cedar Rapids Gazette—can give you both daily and Sunday coverage of 
occupied dwelling units in the CEDAR RAPIDS RETAIL TRADING ZONE like this: Jones county 
72%; Benton county 60%; Cedar county 41%; Delaware county 42%; lowa county 66%; Buchanan 
county 20% ; Tama county 22% ; and eight other eastern lowa counties with both daily and Sunday 
coverage up to 15%. 


Represented Nationally by 


ALLEN-KLAPP COMPANY 
New York, Chicago, Detroit 


The Cedar Rapids Gasette 


Practical Merchandising Cooperation for National Advertisers 


IOWA'S 1952 
LOCAL—RETAIL 
LINAGE LEADER 


The ““SM"" symbols mark criginal, exclu- 
sive estimates by SALES MANAGEMENT. 


Cedar Rapids 

Davenport-Rock 
Island-Moline 

Des Moines. . 

Dubuque. 

Sioux City 

Waterloo 


Kansas state map—page 348 


City 
Arkansas City 
Atchison 
Chanute.... 
Coffeyville 
Concordia 
Dodge City. 
El Dorado 
Emporia 
Fort Scott 
Garden City 
Great Bend 
Hay s 
Hutchinson 
Independence 
lola 
Junction City 


Allen 
lola 
Anderson 
Atchison 
Atchison 


Barber 
Barton 
Great Bend 
Bourbon... 
Fort Scott 
© SM, 1953 


MAY 10, 


Metropolitan Area 


107.5 


242.2| 
232.2) 

73.2) 
109.2 


104.9 


County 


Cowley. 
Atchison 
Neosho 
Montgomery 
Cloud.... 
Ford 

Butler 

Lyon 
Bourbon 
Finney 
Barton 

Ellis 

Reno 
Montgomery 
Allen 


Geary 


G3 


G3 
G2 


1953 


POPULATION 
SM ESTIMATES 
1/1/53 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES—1952 


73.7) 62.6 
74.3) 88.5 
19.5] 69.6 
33.9) 80.8 
31.7) 84.0 


Pop. 
in 
thous.) 


| 
Per | Per 
Cap- | Fam- 
ita | ily 


% 
of 
U.S. A. 


.0756'1,632)5,146 
| 
| 
.1992|1,814 5,960 
.1732|1,731/5,408 
-0502/1,590|5, 968 
.0768' 1,632! 5,258 


146,705} .0897 


302,327) .1849 
325,593) .1990 
89,579} 0547 


144,508} 0883 


.0776'1,717/5,681 


NUMBER OF OUTLETS 
GM|FHR| A | D 


_ 


_ 
nee wn 


WAANAROCAWIWAS 


DUNO EAS KN 


_ 
_ 
ma rmdewe td 


-0090 1,138 3,378 
0039 1,264 3,590 
.0051 1,124 3,472 
.0121 1,278 4,197 
.0087 1,560 4,908 


-0050 1,349 4,142 
-0255 1,855 6,037 
-0107|1,841/5,779 
0088 1,054 3,067 


132,030) .0807! 4,165 


(Other West North Central States: lowa, p. 333; Minnesota, p. 414; Missouri, 
p. 427; Nebraska, p. 442; North Dakota, p. 508; South Dakota, p. 585.) 


City 
Kansas City 
Lawrence 
Leavenworth 
Liberal 
Manhattan 
McPherson 
Newton 
Ottawa... 
Parsons. 
Pittsburg 
Pratt 
Russell 
Salina... 
Topeka 
Wichita 


Winfield 


17,874 
12,867 

8,321 
18,092 
15,611 


10,171 
52,879 
35 ,002 
16,357 


0059 1,349 3,681 


14,585 


RETAIL SALES—1952 
ESTIMATES 


Food 


" 


25 ,467) 


County 
W yandotte 
Douglas 
Leavenworth 
Seward 
Riley 
McPherson 
Harvey 
Franklin 
Labette 
Crawford 
Pratt 
Russell 
Saline. . 
Shawnee 
Sedgwick 
Cowley 


2,883 3,661 
2,319 
1,548 
4,361 
4,034 


2,447 
2,700 


3,633 
5,396 


2,151 

10,792 

} 6,347 

2,441 4,028 
' 


3,296 


| General 
Mase. 


16,845 


| Pop. 

| (in 
thous.) 
|} 132.6 
24.5 
21.1 
&.4 
20.4 
9.0 
11.7 
10.0 
17.5 
19.4 
7.9 
6.8 
27.2 
93.2 
203.1 
10.3 
942 
798| 
200, 
1,152| 


3,715 
3,219 
888 


769 


1,296) 
1,205 


K ANS AS— Counties and Cities 


~~ FIVE STORE GROUPS ~~ 
(in thousands of dollars—add 


Auto- 
motive 


27,202 


57,538 
69,146 
14,672 
24,635 
22,611 


000) 


Buying 
i 
Drug 


4,837 


-0783 


8,728 
9,787 


- 1809 
1758 


1,423 
4,611 
3,480 


0608 
-0787 
-0763' 


ADVERTIS- 
ING 
CONTROLS 


NUMBER OF OUTLETS 


2,629) 


GM 


FHR 
54 

22 

15 

13} 22 
17) 23 

4| 22 
14, 18 
16 18) 
16, = 30) 
16} 27 
12) 15 
li] 16 
23| 36 
48} 72) 
123 

19 


.0102 
0052 
-0054) 
0121 
- 0088) 

| 
- 0055, 
-0265| 
0135) 
0099 
.0069 


A 
‘ $ 
21 
21 


4 


350) 
1,442 
796 
442 
365) 


107 


100 
131 
157 

80 
108 


‘ Before using these figures, see explanation page 1) 
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KANSAS — (Continued) 


COUNTIES 
CITIES 


Brown 
Butler 

E) Dorado 
Chase 


Chautauqua 
Cherokee 
Cheyenne 


Clark 
Clay 
Cloud 


Concordia 


Coffey 

Comanche 

Cowley 
Arkansas City 
Winfield 


Crawford 
Pittsburg 

Decatur 

Dickinson 


Doniphan 
Douglas 
Lawrenes 


fdwards 


Elk 

Ellis 
Hays 

Elieworth 


Finney 
Garden City 
Ford 
Dodge City 
Franklin 


Ottawa 


Geary 

Junetion City 
Gove 
Graham 


Grant 
Gray 
Greeley 


Greenwood 
Hamilton 
Harper 


Harvey 
Newton 

Haskell 

Hodgeman 


Jackson 
Jefferson 
Jewell 


Johnson 
Kearny 
Kingman 


Kiowa 
Labette 
Parsons 


Lane 


Leavenworth. 
Leavenworth 
Lincoln 


© SM, 1953 
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POPULATION 
SM ESTIMATES 
1/1/83 


Ur- 
Fami- | bani- 
of lies zation 


. S.A. (thou- 


EFFECTIVE BUYING 
@ INCOME 
ESTIMATES--1952 


Net % Per Per 
Doliars of (Cap- Fam- 
add §=—s«w S.A. ita silly 

000 


-0070 1,110 3,241 
.0201 1,475 4,571 
0079 1,672 5, 108 
-0021 1,054 3,095 


0025 773 2,351 
0116 1,082 3,259 
.0030 1,152 3,841 


-0024 1,419 4,730} 
0058 1,138 3,358 
0087 1,223 3,714 


0046 1,475 4,895 


054 3,425 
, 264 3,889 
,363 4,211 
0084 1,5044,344 
0064 1,433 4,217 


.0202 1,152 3,350) 
0112 1,334 3,922 
.0033 1,264 3,505 
-0121 1,306 4,012 


.0046 1,026 3,333 
.0189 1,166 4,088 
0138 1,306 4,924 
.0038 1,433 4,443 


.0021 759 2,312 
.0131 1,518 5,866 
0061 1,574 5,666 
-0049 1,391 4,387 


0125 1,686 5,652 

20,053 0086 1,714 5,420 
34,643 .0149 1,658 5,171 
20,394 0088.1 ,672 5,229 
.794 .0102 1,166 3,605 


2,922 0056 1,292 3,801 


042.0130 1,391 4, 
0006 1,518 4,8 
.0025 1,334 5, 
0025 1,152 3, 


0048 1,798 5, 
.587 5, 
. 181 3, 


, 306 3, 
490 5, 
.236 3, 


503 4, 
0085 1.6865 
0026 2,093 7, 
.0021 1,447 5, 


997 2, 
983 3, 
983 3, 


346 7, 
672 5, 
913 2, 


-0032 1,475 4, 
0152 1,195 3, 
O117 1,546 4, 
-0019 1,532 4, 


0272 1,466 5,3 
0144 1,584 4,7 
0033 1,152 3. 


19,669 


9,564 


30,112 
28 802 
37,974 
29 O86 

810 


598 


418 


684 


O118 
0105 


-0238 
.0163 
-0049 
-0135 


.O176 
-0232 


O183 


-0121 


OORY 


0119 


olla 


The ‘‘SM"’ symbols mark orignal, exctu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES -1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


General Furn.- Auto- 
Food Mase. House- motive 
Radio 


1,152 653 3,967 
1,685 10,184 
399 . 5, 868 
559 


1,579 
3,563 
2,220 


6, 868 
2,128 
5,300 


,310 119 
617 917 


401 192 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying (Qual- 
Power ity 
Quota | In- 

dex 


Olll 
0171 
O15 
0113 
. 00608 


-0128 


Ol 


O142 106 


0036 86 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Meet Your Best Customer... 
...the Kansas Farmer..... 


_ a, 


Annual Income: $8,313.00... 
21% above national average 


MAY 10, 


HERE'S YOUR MARKET 
The Kansas farmer is a big-scale business 
man who just pocketed an all-time high of $945 
million* from his field crops alone. He and his 
family control the spending of $1.092 billion’ 
annual income. 


He’s ready and willing to invest his money in 
anything that will make his work easier, his 
daily life more enjoyable. Here are the numbet 
of units of such items on Kansas farms report- 
ed by the newest U.S. Census of Agriculture: 


Electrical Appliances 
Chick Brooders 19,549 
Water Heaters 17,792 
Washing 
Machines 


Water Pumps 41,245 
Feed Grinders 1, 
Home Freezers 11,295 81.986 
Machinery & Power Equipment 


6R RR 
12,268 


Combines 

Corn Pickers 

Pick-up Hay 
Balers 


RO 370 
146,512 


133,966 


Trucks 
Tractors 
8.175 Automobiles 


We sincerely believe that these big, ready-to- 
buy farm families with standards of living 
higher than most city families, and only a 
6.8% TV ownership is America’s greatest un- 
exploited market 
USDA 


**Consumer Market * 


Serving and Selling 


“THE MAGIC CIRCLE” 


1953 


HERE'S YOUR STATION 


To most Kansas people, the word “radio” 
means WIBW. The reason’s simple. We’re the 
farm station for a farm state. In a statewide 
surveyt, WIBW rates 42° ahead of its nearest 


competitor as the station “listened to most”. 


Outside Kansas’ three metropolitan areas the 
preference for WIBW is nothing short of sen 
sational. On farms, WIBW is a 3-to-1 choice 
over the station receiving second mention. In 
the small agricultural towns which blanket 
more families “listen most” to 
WIBW than to the No. 2 station. 


Kansas, 81% 


Long time WIBW advertisers know these fig 
ures ... know their dealers’ preference for 
WIBW advertising support... know the fast, 
consistent RESULTS they get by reaching the 
biggest buyers of Kansas as a group. With to- 
day’s need for harder, more productive selling, 
we feel that you too should know these import- 
ant facts about WIBW 


Kansas Radio Audience 


KANSAS 


e- | 


Groat bond 
STAMFORD 


1950 Net Effective Buying Income 
_ tn encece of $150 Millien Cities shown are those having net 
a 


$75 Million to $149.9 Million : : 
Eflective Buying Income of $15 million Scole of Miles 
$40 Million to $74.9 Million and over Md 60 


[o---] $15 Million to $39 9 Million e —_—_——— 


One inch Equals Approximotely 60 Miles 


A } | c i D | E } 
For explanation of map symbols, see “State Maps,” page 220 
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K ANS AS — (Continued) ’ __sive estimates by SALES MANAGEMENT 
” SALES AND 
EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES NCOME ING 
SM JIM ESTIMATES 1962 ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
in thousands of dollars——add 000) 
CITIES 4 i 7" Per | Per y met wth _] Buying 

Cap- | Fam- es ae Power 
U.S.A.) ita | ily . S. A. | General Furn.- Auto- Quota 
ood Mdse. H 


0065) 3. ' 0037) 843'2, 389) 

| 
0027) 1.2 .284) .0027|1,481 5,237 
0172} 8.7) 59. .0185)1,334)4,141 
0101) , 42: 0105}1, ,546|4, 789 
0154 7.8) 36. 0148) 1,419/4, 403 
0057 2 15,805 0068)1,756 5,45 


0104) 5 17, .512| 0076] ,068|3, 368 
Marshal 9 0114) 5.9 21. 21,383) .0092/1,195)3,624 


Meade |. 10,029, 0043/1. 70015, 899) 


} | | | 

Miami. 4 1} 42. 24,082) .0104|1, 180/3,948 
Mitchell zz 4) 39. 13,250} .0057|1,250/3, 897] 
Montgomery ; ‘ ' ; 65,869) .0284/1,393/4,066 

Coffeyville f 27,332) .0118)1,598)4,633 26,340) . } B! 2,562 ,493) 948 f 0129) 
ladependence 73 | 17,198] 00741, 495] 4, 300} 5,654| .0096 | 3,722 226 2 72] 0080 
| j 
Morris 5.0054) .6) 32. 9,795} .0042|1, 152!3, 767; 
Morton 9} 0018} =. 4,889, .0021/1,686'5, 432 
Nemaha 4) .0092! , . 0064/1 ,026/3, 356 


Neosho... .. 8) .0132! .0107]1, 1985/3, .0117| 
Chanvte. . y 0065) 3.6 ,76 0064) 1,447/4, 100 3, -0092} 
Ness 3 0040; 2. 0034) 1,264.3, ' Py 
=| .8| 34. 0037, 969/3,081 .230)  .0081| 2,218 


_ 0081 13,381) .0058 1,054 3, 112, , -0053) : J 2,215 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


Delivers 


MORE QUALITY 


Coverage 


In Every Crop, Livestock and Farm Equipment Category 


MASS Penetration 


Biggest Farm Paper—by far—in Missouri and Kansas 


ir Weekly Star Farmer leads all farm papers in 

circulation in those counties designated by Mis- 
souri and Kansas Department of Agriculture figures 
as leading in major crop and livestock production. 


Here's the Score on CROPS and LIVESTOCK 


Weekly Star Farmer leads nearest competitor in coverage of top ten crop-producing coun- 
ties and top ten livestock-producing counties in each category by the following scores: 


MISSOURI KANSAS 


All cattle All sorghums 
Dairy cattle . All cattle 
Hogs Dairy cattle 


‘ Hogs 
Chickens Chickens 


FARM EQUIPMENT-- *Weekly Star Farmer leads all farm 


papers—by far—in Missouri and Kan- 
sas counties WHERE FARMERS OWN THE MOST EQUIPMENT. 


*Valuable new market data maps detailing every major 
crop, livestock and equipment category—on request. 


Weekly Star Farmer 


g&> 
ee FET/\ 
467,000 Paid Subscribers -—< NE at waren Largest Weekly Farm Publication in America 


= a 


1729 Grand Ave. 202 S. State St. 15 E. 40th St. 
Kansas City cio ee Chicago ‘eueener Gamen New York Morroy Hilt 3.6161 


MAY 10, 1953 


' ) th 
Wi MOVES FROM 58" TO 48 


REMAINS 
NUMBER 


KF BI *:: ONE 


in total audience for the GREATER WICHITA MARKET 
1070 10 000 WATTS 


WICHITA’S MOST FAVORABLE WICHITA’S GREATEST POWER 
FREQUENCY 1,000 Watts Nite 


REPRESENTATIVES 
AVERY - KNODEL 


ABC AFFILIATE 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


KANSAS — (Continued) 


POPULATION 
ESTIMATES 
1/1/53 


RETAIL SALES— 1952 
ESTIMATES 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES-—- 1952 


COUNTIES 
CITIES 


Osborne 
Ottawa 


Pawnee 
Phillips 
Pottawatomie 


Pratt 
Pratt 
Rawlins 
Reno 
Hutchinson 


Republic 

Rice 

Riley 
Manhattan 


Rooks 

Rush 

Russell 
Russell 


Saline 
lina 

Scott 

Sedgwick 


SM, 1953 


Metropolitan Area 


Total Fami- 
thou- of lies 
sands) U.S.A. (thou- 

sands 


2.8 


2 


0080 
OO50 
0035 
0357 


0220 


-0073 


4 


Ur- 
bani- 
zation 


of 
County 


FIVE STORE GROUPS 
in thousands of dollars add 000 


619 
403 


26,030 


410 
153 
410 
2,900 


Per Per 


of Cap- Fam- 


S.A.) i 


0037 1, 
-0022 


0075 1, 
0043 1, 
-0060 1, 


0089 1, 


ta ily 


0113, 


0060 1,7! 


-0031 1, 
-0390 1, 


0253 1, 


700 5, 


941 2, 
6014, 


1444, 


-0054 1, 
-0043 1, 
-0106 1, 


2764 


334 4, 
391 4, 
756 5, 


0056 1,897 5, 


0251 1, 


0203 1 


-0038 1, 


2213 1, 


9,631 
8,785 
2,291 
63 693 


General 
Mase. 


Furn.- A 
House- 
Radio 


362 1,329 
270 311 


405 
494 


,074 ,430 
759 727 
38,477 19,557 


uto- 


motive 


2,494 
1,799 


172 
2,427 
4,370 


424 
244) 
2,244) 
2,010 


4, 
003 99s 


3,017 137) 


71,180 10,701 


Buying Qual- 
Power ity 
Quota iIn- 

dex 


0068 


.0038 


Before using these figures, see explanation page 11 


Not a REview .. . but a PREview 


of next month's retail sales volume in 200 cities. In every first-of-the-month issue SALES MANAGEMENT 


forecasts what the month’s retail sales will be in more than 200 leading U. S. cities. We give the sales 


volume, the percentage of change from the same month last year and its relation to the national change 


for the same period. The Survey of Buying Power gives you sales for the latest complete year. In be- 


tween Surveys, “High-Spot Cities” alerts you to changes in the making . 


. each month. 


SALES MANAGEMENT 


“HE PROFITS MOST 
WHO SERVES BEST” 


—Rotary International 


For the fourth consecutive year (1952-'53) KFH 
has been awarded First Place for its Public Service 
by Billboard Magazine's distinguished list of judges. 


This simply means that KFH is a radio station 
with high standards .. . a good radio station. It is 
highly respected, nationally and locally. This has 
been proved by all audience measurement standards. 


KFH reaches most of the people most of the time 
and all of the people some of the time. Advertisers 
profit most by using the station which serves Wich- 
ita and greater Kansas best . . . KFH. 


FRANK V. WEBB, Vice-President and General Manager 


t On May 26, 1953, KFH Celebrates 4 
. Its 31st Year of Community Service 


nap WICHITA 
KEFH CBS KANSAS 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO., ING 


1950 — 1951 


"Billboard | oa “Billboard 
Ee = a 


1949-1950 PROMOTION WINNERS Bey 1950-1951 PROMOTION WINNERS 
the ‘a er ve 


ko ewer eer i 
a5 Tl 


PIEST PLAGE 


IN 


PUBLIC SERVICE | 


pee FU ropee WATT 


MAY 10, 1953 


———— 
| -P , Trading Area 5 
- Designated by 
Consumer Morkets aa 
| gg. 
’ | COUNT } GREENWOOD | ™ 
—— ere 

so , | 

‘ 2 4 ” oa COUNTY ; OunTr eux 

‘ . A ————-— - - ain CoML COunTy 


HARPER 


/q OF ALL THE PEOPLE IN KANSAS tamer | come vounny | OAUTAUOUA 


OMANCHE 


LIVE IN THE WICHITA AREA | comm | comm | | oe | cour 


Pra SF Pf IN THIS 18 COUNTY AREA 


THE WICHITA EAGLE 
REACHES MORE HOMES (UNDUPLICATED 


CIRCULATION) THAN ANY OTHER DAILY 


— 
aS 


V4 OF THE RETAIL SALES IN KANSAS 
ARE MADE IN THE WICHITA AREA 


Source: SM 1953 Survey 
of Buying Power 


NEWSPAPER IN KANSAS 


MORNING 


a 6 
e e EVENING 
SUNDAY 


M. M. MURDOCK, PUBLISHER REPRESENTED BY O'MARA & ORMSBEE 
Te aapemenennnamee 


° “Sm” “symbols mark origiral, exclu- 
K ANS AS — (Continued) = on estimates by SALES MANAGEMENT. 
ee : i 7 ~ | SALES AND~ 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY) 1/1/83 JM ESTIMATES—1952 BYP ESTIMATES CONTROLS 
COUNTIES ‘ a ae —?" a ae ee 5 FIVE STORE GROUPS 
} (in thousands of dollars — add 000) | 
CITIES % % | Per| Per % ty Buying |Qual- 
Power | ity 


of | Cap-| Fam- on | ~ | aoe 4 

U.S.A.) ita | ily SA General | Furn.- Quota | In- 

Food Mdse. _—_ Drug dex 
adio 


| 
54, 083) 37 ,828 19,024, 63,151) 10,027 - 1662) 129 


SPP eee Gels Geeere eo FS eM _ 
AWichita.... 203.1) .1292) 395,030) 17019456, 900 : mn 
| 


Seward 12.4, 0079, 3.8, 71. : 0096 1,798 5, 798} .0145 


| 
| 
| 

1,927 2,528 , peoet 135 
: me 1,927 2,369 7,617) -0086) 162 


=§ 0593) 31.1| ' 0739/1,840/5,514] 118,746, 0726] 24,072 13,197) 7,772] 21,579} 3,675] .0706| 119 
0028! 1.1)... 181) .0026 1,408'5,61 5.476 0033! 4,978 = 981 354303), 85} —.0028 100 


ATopeka 
Sheridan : iB 2 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11. 


Liberal 8.4) .0053) . 770 7,081 0143 
Shawnee. . "s 110. 8 .0706) . , ; . 8105, | 0757; 3,458) 26,957, 15,103 7,978 A 3, -0800) 113 


WE’LL TELL THE WORLD... 


No other medium can give you a more 
comprehensive coverage of the rich 
TOPEKA MARKET than the 


TOPEKA CAPITAL--STATE JOURNAL 


TOPEKA is the Shopping Center . . . the CAPITAL-JOURNAL is 
the Shopping Guide of TOPEKA’S 21-County Drive-In Trade Area. 


@ 445,500 Population @ $421,000,000 Annual Retail Sales 
®@ $588,822,000 Effective Buying Income 


Represented by Capper Publications, Inc.—New York, Chicago, Cleveland, Kansas City and San Francisco 


SALES MANAGEMENT 


The Best Coverage of WICHITA 


“48° U.S. CITY +-- 


- = KANS 


5000 WATTS DAY 


The “SM” 


symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Sherman 
Smith 
Staftord 


Stanton 
Stevens 
Sumner 


Thomas 
Trego 
Wabaunsee 


Wallace 
Washington 
Wichita 


Wilson 

Woodson 

Wyandotte 
Kansas City 


Total Above 


Cities 


State Total 
Per Capita | Sales 
Per Family Sales 


Topeka.... 
Wichita 


City 
Ashland. 
Bowling Green 
Corbin. . 
Covington 
Danville 
Elizabethtown 


& and A See end of state for SM Metropolitan County Areas ( 
1953 
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150 
158 


Kentucky state map—page 356 


POPULATION 


yy T 
SH ATES 


-1108 
0844 


-5310 


110.8} 
272.5) 


Pop 
in 
County thous.) 

Boyd 
Warren 
Whitley 
Kenton 
Boyle 
Hardin 


32.3 
18.2 

99 
66.6 


640.1, 52.1 


35.8 84.6 
88.5 87 3 


(Other East South Central States: 
p. 220; Mississippi, p. 424; Tennessee, p. 590). 


“7 


ears * pees 


@) ts ESTIMATES 1952 


- 8. A.) ita ily 
| 
-0050 1,475 5,003) 


.0038| 997)2,895 
0052 1,349 4,239 


-0017 1,574 6,558 
-0040 1,841 6,705 
-0133 1,292)3, 861 


0054 1,574 5,247 

00341, 306 4,354 

.0029} 955 3,039 
| 

.0014 1,250 4,643 

.0059 1,068 3,280 

.0016|1, 292 5,353 


-0064 997 2,894 
-0028, 997 3,037 
- 1344 1,788 5,798 
-0963) 1,686 5,533) 


223,524 


1,421,902 


3,029,294 1.3051 1,496 4,733 


6129) 1,703)5, 282 


~ 200, 348 
513,663 


0864 1,810 5,602 
-2213 1,885 5,804 


NUMBER OF OUTLETS 


| GM [FHR A 


1,223,951 


2,160,969 


WICHITA 


1000 WATTS NIGHT 
SEE YOUR O. L. TAYLOR CO. 


of 
. S.A. 


1,067 
3,376 


7482 


Coun- | 


j ty 

| Sales | 
Per | 

| Fam- 

| ily 

| 6,398) 
2,467 
2,895 


5,328 
5,843 
2,624 


| 5,872 


1.3211, 3,376 467,522 


RETAIL SALES—1952 
ESTIMATES 
~ FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


| General 
Mase. | 


Auto- 


Furn.- ba 


House- | 
| Radio | 


Food 
1,413) 
519) 


925 
419 
296 


2,379 
2,076 
2,143 


556 


704 
1,378 
1,260 


2,918 
1,304 
38,817 
35,404 


324, 
7,328) 
7,194) 
252,292! 


128,167, 72,956 


173,736 121,108 


231 
730 


60 
189 


86 
271 


Drug 


35,026 


2) 38,982 
495,406, 66,037 
245, 
774| 


5,804 


33 


103} 


_KA A NS s A sS— (Continued) 


“SALES AND 
ADVERTIS- 
ING 
CONTROLS 
Buying |Qual- 
Power | ity 
Quota In- 


. 1167) 104 
-0892) 106 


| 


.6376) 120 


1.3065) 101 


KANSAS— Metropolitan County Areas 


123,795 
337,039 


Alabama, 


City 
Frankfort 
Glasgow 
Harlan 
Hazard 
Henderson 


Hopkinsville 


SM, 1953 


.0757 3,458,  26,957| 
2061 3,808) 


—KENTUCK Y —Cities and Counties 


Franklin 
Barren 
Harlan 
Perry 
Henderson 
Christian 
(Continued on page 


63,693) 


15, 103) 
38,477 


7,978| 
_19,867/ 


Pop 
On 


County thous. ) 


358) 


GM 


22,061| 
71,180 


8 
13] 
11} 

R 


7 
11 


3,736 


10,701 


10 


0800! 113 
-2072 119 


NUMBER OF OUTLETS 
| FHR 


| D 


Before using these figures, see explanation page 11. 
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Sales Management 
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COUNTY OUTLINE 
RETAIL SALES MAP OF THE UNITED STATES 


—in 6 colors 


Only Map Devised for Sales and Advertising Executives. Shows at a glance 
comparative Retail Sales strength of every county in the United States. 


|. All Metropolitan County Areas clearly defined. 


2. County names... for all U. S. counties... in large clearly 
legible type ... most legible of all the many outline maps 
we have seen. 

The map... 

27” by 41”... 3. Differences in retail sales volume indicated by color of 


large enough for your county shadings. .. . 


Red—for counties with $100 Million or more 

Green—for counties with $50 Million to $100 Million 

cneer ih... Yellow- for counties with $25 Million to $50 Million 
Blue—for counties with $10 Million to $25 Million 


office wall, yet not 


too large to spread 

has these helpful 
features... . 1570 cities with retail sales of $20 Million or more. 

. City populations indicated—(as of January |, 1953). 


. Special blown-up projections of all congested small-county 


areas, with county lines and names clearly indicated. 
Special markings indicate counties with family sales above U. S. average 


PRICE: $3.50 a single copy, $3.00 each for two or more copies 


THE MAGAZINE rr MARKETING 


386 Fourth Ave., New York 16, N. Y. 


SALES MANAGEMENT 


Owenshoro’s New Steel Mill Rolls This Year 


Effective buying income in 1952 almost 20% more than in 1951. 
Retail sales in 1952 almost 20% more than in 1951. 
Savings gain in 1952 was 51.2% compared with previous Federal 
reserve survey. National average gain 48.4%. 
1952 circulation at All independent surveys 
an all-time high show WOMI leads. 


Cover completely one of America’s fastest growing markets, with 


The Owensboro Messenger PAC!OSTATION, = THE OQWENSBORO INQUIRER 


MORNING wo M a EVENING 


The ‘‘SM"’ symbols mark orig'nal, exclu- 


sive estimates by SALES MANAGEMENT K EN T U . K b fsa (Continued) 


; SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES — 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1 53 JM ESTIMATES 1952 JM ESTIMATES CONTROLS 
COUNTIES 
CITIES 


| | FIVE STORE GROUPS 
Ur- in thousands of dollars add 000) | 
Fami- _ bani- J Per Per t Buying Quat- 
of Cap- Fam- | Power | ity 
.S.A. ita ily USA P | General Furn.- Auto- Quota | In- 
| | Mdse. | House- motive | dex 


Metropolitan Area 


| Radio 


Adair 4. 826.0034 4501,739] - 5.999 333), 410 1,047 0050 
Allen 4, ; 803, 0029 508 1,701 ,728| .0041| 1,682} 1, 350 1,501 .0044| 
Anderson im 537, .0037 938 3,283 412| 1,873 0043 


Ballard ‘ .0061 : 8 -0027, 660 2,045 
Barren : .0184 ‘ ; ‘ -0088 708 2,466 
® Glasgow 7.3. .0046 7,406 .0032.1,015. 3,086 


Bath : 0064 2. . 0028 641 2,313 


Bell " 0307 . x .0167 804 3,466) 
Middlesborough f O96 , 165 0061) 938 3,541 
Boone ‘ .0086 ‘ , 0066 1,120 3,878 
Bourbon . .0114 ; z .0075 977 3,362, 
Paris 7 0045 3 7,817 0034 1,101 3,399 


Boyd ; .0327 ‘ 5 , .0336 1,520 5,530) 
AAshland 32.3 0206 5: 0229 1,645 5,653 
Boyle - 0136 ‘ ; ¢ -0094 1,025 3,915 
Danville 0059 3 . 0051 1,292 3,715 


Bracken : ‘ : , .0031 871 2,780 


Breathitt , ‘ -0033 393 1,905) 
Breckinridge ‘ é ; ’ .0040 613 2,188 
Bullitt . ’ -0050, 986 3,495 


Butler 10. . ; ‘ -0018 402 1,565 
Caldwell : d 5 ‘ .0042 756 2,438) 
Calloway , ‘ : A : -0062' 708 2,384 


Campbell : é . : ; -0538 1,645 5,343 

Newport 31.7 0213 1,562/5,002 , : 0215 
Carlisle ‘ d 3,791, .0016 632 1,995) B é .0021 
Carroll ‘ . " ‘ 8,068 .0035 938 3,103 


eS SES B28 


b 


Carter 16,301, .0070 738 3,076 
Casey ; ° . 8,508 .0037 498 2,075 A 0027 
Christian , ‘ 39,695 .0171 886 3,513 . .0234 

Hopkinsvi 2 22,167, .0096 1,103 5,038 ,983) 0183 


Clark , : 6 ° 19,173 .0083 1,014 3,424 , -0113 

Winchester 9.3 0059 3 9,349 .0040 1,005 3,116 715 0108 2,660 
Clay . 0147 : 13,279 .0057, 575 2,766 . ° . , 1,657 
Clinton ‘ ; . J 5,483, .0024 508 2,109 ’ : ’ 542 


Crittenden , ‘ : 6,288 .0027 593 1,965) ° ° ¢ . 1,272 
Cumberland : : F , -0015 412 1,667 é ; 820 
Daviess ‘ , ‘ e -0327 1,286 4,626 . ‘ ° ° ’ 12,166 


Owensboro 37.7 54,237 0234 1,439 4,886 11,890 


Edmonson o . 148.0023) 536 2,238 863. 4a j 
Elliott : ‘ 1.5 ° -0017, 575 2,645 A 139 42 .0018 
Estill . , 3.6 22.2 ° -0041 660 2,641 . ; . ’ 589 280 543 .0047 
& and A See end of state for SM Metropolitan County Areas. © SM, 1953. 
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SALES MANAGEMENT 


WAVE-TV, 


NOW GIVES YOU 
GREATER 
COVERAGE 


THAN EVER! 


‘First FOR YEARS 


WAVE-TV now 
TREMENDOUSLY INCREASES 
ITS SUPERIORITY! 


WAVE-TV—the only low-band VHF station in 
its area—is now telecasting from the tallest 
tower, on the HIGHEST POINT in or near 
Louisville, on a NEW low-band channel (3), 
with a NEW transmitter with radiated power 
of 100,000 watts! Our ALL-NEW equipment is 
the most modern obtainable. 


Net result, according to FCC coverage curves: 
WAVE-TV now effectively reaches 85.5% more 
square miles . . . 54.6% more people .. . 
51.5% more Effective Buying Income — gives 
you far greater coverage than any other TI 
station in this area! 


LOUISVILLE, CHANNEL 


VWlew. 9\4-FT. ANTENNA! 


(above average terrain) 


Yew OW CHANNEL! 


(from Channel 5 to Channel 3) 


View. 100,000 WATT POWER! 


(up from 24,000 Watts) 


Yeu, ALL-NEW EQUIPMENT! 


(the most modern available) 


TOWER HEIGHT MORE 
IMPORTANT THAN POWER 


100,000 watts on our new Channel at our new 
914-ft. height (above average terrain) is equiva- 
lent to 600,000 watts from our old downtown 
tower and channel! 


Check any TV engineer for the significance of 
our new antenna, our new Channel 3, and 
our new 100,000 watts of radiated power. Then 
ask Free & Peters for all the facts on the 
vitally important WAVE-TV television market. 


WAVE-TY_— NOW CHANNEL 3 


FIRST IN KENTUCKY 


NBC + ABC 


e DUMONT 


Free & Peters, Inc., Exclusive National Representatives 


MAY 10, 1953 


LEXINGTON, KY. 


» 
» 
» 


Site of government hospitals and offices with multi- 
million dollar payrolls. 


LEXINGTON HERALD-LEADE 


Lexington Herald 
(Morning) 


Kentucky's largest educational center. 


» World's largest horse-sales center. 


Richest livestock and general 
region in South. 


f i 
¥ World's largest loose-leaf tobacco market. 9 


Manufacturing center for nationally dis- 
tributed products. 


Second largest retail and wholesale center 
in Kentucky. 


Represented by 
KATZ AGENCY 


Lexington Leader 
(Evening) 


Sunday Herald-Leader 


KENTUCKY — (Continued) 


(Continued from page 353) 


City 
Lexington 
Louisville 
Madisonville 
Mayfield 
Maysville 
Middlesborough 
Newport 


COUNTIES 
CITIES 


Fayette 
ALexington 

Fleming 

Floyd 


Franklin 
Frankfort 

Fulton 

Gallatin 


Garrard 

Grant 

Graves 
Mayfield 


Grayson 
Green 
Greenup 


Hancock 

Hardin 
Elizabethto 

Harlan 
Harlan 


Harrison 

Hart 

Henderson 
Hendersot 


Henry 

Hickman 

Hopkins 
Madison vill 


Jackson 
Jefterson 
ALouisvill 


Jessamine 


County 


Fayette 
Jefferson 
Hopkins 
Graves 
Mason 
Bell 


Campbell 


POPULATION 


¢ 


ot lies zation 
U.S.A. (thou- |) 


-0652 
0349 


0343 


OOAS 


0454 


| Pop. 
in 
thous.) 


NUMBER OF 
GM | FHR 
54.9 

392.3 
11.5 : 
12.4 57 8} 
8 ; 9 
15 7 12 


31 2 18 


ESTIMATES 
1/1/53 


JM 


Ur- 
bani- Net 
Dollars 


add =U. 


‘ Fami- 


OOS] 


86.5 


27.3 


& and A See end of state for SM Metropolitan County Areas. 
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0030 
0216 


0047 
0015 


0015 
.0237 


0052 
.0037 
0149 1,044 3,480 


-0038 
-0020 


0023 
. 3689 1 


0041 


OUTLETS 


EFFECTIVE BUYING 
INCOME 
ESTIMATES--1952 


‘ Per Per 
of Cap- Fam- 
S.A. ita ily 


-0630 1,426 5,023 


0308 1,301 4,492 
603 2,034 
929 4,243 


0140 1,264 4,218 


0073 1,379 4,463 
823 2,758 


852 2,839 


910 3,169 
775 2,481 
862 2,725 
, 255 5 SSH 
479 1,733 
536 1,787) 


0122 1,129 4,500) 


613 2,018 
862 4,692 


0040 1,244 4,058 


-0330 1,072 4,613 


(0025,1,197 4,418 
919 2,958 
575 1,986 


OO88 1.120 3.513 


785 2,587 
603 1,994 
948 3,202 


120 3,418 


0157 


0056 1, 


430 1,764 
.724 5,805) 
684 5,640 


775 2,649 


2846 1 


City 


Owensboro 
Paducah 
Paris 
Pikeville 
Richmond 
Somerset 
Winchester 


131,627 


122,082 


© SM, 1953. 


Pop. 
(in 
County thous 
Daviess 
McCracken 
Bourbon 
Pike 
Madison 
Pulaski 
Clark 


RETAIL SALES 


ESTIMATES 


1952 


FIVE STORE GROUPS 
(in thousands of dollars —add 000) 


General | Furn.- 


Food Mase. 


Radio 


16,740 6,814 
2,812 16,668 6,757 
353 
348 


26 436 


2 
1,673 
6,311 


,590 


0 885 


173 


House- motive 


NUMBER OF 


Auto- 


17,868 


OUTLETS 
A D 


Ul be de be oe be 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying Qual- 
Power ity 
Quota In- 

dex 


.0245 
0057 
0335 


0054 


0186 


Ooso 


0032 
3527 
2892 


.0047 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


WHE 
| 2 


LOUISVILLE 


Keep an eye on 


Kentucky's MULTI-BILLION 
DOLLAR industrial expansion ! 


Judging from the basis of publicly released figures alone, ste ae 

new (1951-2) industrial expansions and commitments in For the whole story. se 
metropolitan Louisville and Kentucky represent new plant ——— 

investments of more than $2,000,000,000! Look at just Let us send you the latest 
three examples... edition of this informative 
G-E'S MAMMOTH NEW “APPLIANCE PARK” = The first unit _o 

of this $300,000,000 Louisville “plant city” is already in op- eg O° lacy ve 
eration, When complete General Electric will employ more - ae Lf 
than 16,000 local people to manufacture a// its major wee a. 
appliances. 

OVER 5,500,000 KW'S OF NEW ELECTRICAL POWER FACIL- 

ITIES Already called the “power capital” of America... 

within two years Kentucky, the north bank of the Ohio and 

a neighboring plant on Kentucky Lake will be generating 

more electricity than any area of like size in the nation, 

BILLION DOLLAR ATOMIC ENERGY PLANT Originally sched- 

uled as a '/2 billion dollar plant, the AEC’s Paducah facii- 

ities are now slated to cost $1 billion. 


study. It's a must for 
your files . . . and 
makes interesting reading. 


y Free on request. 


a 


For the most sales... 


These two good newspapers offer saturation : 
coverage of Metropolitan Louisville (population: ss ; WE 
576,900) . . . plus effective selling coverage of 82 


ye hy 7 ree Ghee Conrier-Zournal 


THE LOUISVILLE TIMES 


MAY 10, 1953 359 


a NEW 52,000 city zone 
zoom” for more Paducah sales! 


Zone raised to 52,016 Feb. 11 by ABC 
No. 1 High Spot City in U. S. 21 months 
Effective buying income doubled in 2 years 
Billion-dollar atomic plant pacing growth 
a wet es Bank deposits up $22 (m) to $52 (m) 1950-52 
PADUCAH, KY, ABC CITY ZONE 
RETAIL SALES 1950 1951 1952 
Paducah-McCracken County .. 2s... $ 46,679,000 $ 57,784,000 $ 76,550,000 
14-County Trade Area .... 130,265,000 146,345,000 198,070,000 
EFFECTIVE BUYING INCOME 
Paducah-McCracken County ; rrr 67,498,000 105,336,000 
14-County Trade Area .............. 162,403,000 183,061,000 215,319,000 
POPULATION 
Paducah-McCracken County ee na awe 49,137 59,000 83,600 
14-County Trade Area .. ie. 211,689 223,000 239,600 


R.O.P. COLOR The Paducah Sun-Democrat & 7 Ronan 


Paducah, Ky. 


K E N Tuc U £ K = (Continued) : i | The “‘SM"’ symbols mark original, ‘exclu lu- 


sive estimates by SALES MANAGEMENT. 


5 , “SALES AND 
POPULATIO: EFFECTIVE By BUYING RETAIL SALES—1952 ADVERTIS- 


(ii ESTIMATES SH @ ING 
M ESTIMATES — 1962 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
| (in thousands of dollars—add 000) 
CITIES % | | i Ms tS OE: ____] Buying |Quat- 
| Power | ity 
General | Furn.- | Auto- Quota 


Johnson J 0160 5.8 | | 
Kenton 9} .0680) 33.1) 85. ‘ F : ¥ ; d | 2, 0 7,594 

Covington | .0424 20.8 . .0484)1, , 39 ,338 ; J 7,259| h 10, 520) 
Knott J 0131) 41 ; 323) 329 


338 


' | | 
Knox . 0193 1, “7 
1Corbin 


Larue 
Laurel 


1.446 
1,385) 


Lawrence 


e828 88 ¢ 3 
zh2 88 8 & 


s 
= 
BR 823 
2 8858 88S SRR FRE BZ 


8 
3 
ee 


T 


8 s&s 82} 


. 
2 
as 


68, 882) -0297 1,364)4,252 
9,544. saa. 


McLean ’ A 8.. 6,192) . 632'2,211 


os 
os 
os 
a 


g 
28 


Madison e é J . 26,874 «. 842 3,054 
> Richmond 0068 : ,549) .0045 986 3,403 
Magoffin . ° .0084 2.7 i é 421 2,060 
Marion ; .0110 ‘ , 254). 766 3,233 


3 

2 

oo 
Sse 


Marshail 1.0090 , 400). 738 2,476 
Martin... 9 0076 . 4 : 613 3,037 
Mason 3) 0116 . : . ; ,053 3,569 . ; ‘ . ; -0102 


Mayaville 7.0055 2 ,826 7/1,244'3,733 ,187 3, 2,5 3,08 76% .0068 


Esae 


.0092 : i ‘ 910 4,851 ; : : | -0055 
.0029 : : 498 '1, 908} 7 .0012 
.0092 5) 35. 936). 823 2,652 : .0063 2, 2, -0063 


0062) 2. 0018, 431 1,547 ' , . | 0027 

. 0087 a 4) 421 1,603 5,962) . é 467) ’ | ’ -0041 47 
.0109 7 40. . : 8333,851! = 10,927). ,953' 3,076 ? 0072 

l Corbin is in Knox and Whitley counties. ~ Before using these am see “explanation page = 
A and A See end of state for SM Metropolitan County Areas. SM, 195 


360 SALES MANAGEMENT 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Morgan 
Muhlenberg 
Nelson 


Metropolitan Area 


sands) 


POPULATION 


ESTIMATES 
BY 1/1/83 


‘an oe 
| Ur- 
% | Fami- | bani- 
of lies | zation 
U.S.A.) (thou- | % 
sands); of 
County 
3.2 
8.5 20.8 


21.3 


EFFECTIVE BUYING 
@D> INCOME 
ESTIMATES—1952 


Net | Per | Per 
Dollars of | Cap- | Fam- 
add U.S.A. ita | ily 


-0025 441 1,817) 
-0084 623 2,293 
-0073 842 3,439 


K ENTU C K Y— (Continued) 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of doliars—add 000) 


oe 
General | Furn.- 


Drug 


32 
387) 
434 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying |Qual- 


Nicholas : F ; ; .0022 


Ohio : ’ . -0045 
Oldham 


699 2,320 ' : 151 
517 1,791 ’ ,839) 220) 
.0049 1,025 4,413 


Owen.. , 3.0 -0033, 8042,572 
Owsley ; : ‘ . .0011 354 1,572 
Pendleton -0036; 890 2,789 


.0197) 996|4,582 
‘ 0038) 1,302 5 , 209 
Pike : i y ’ .0373 1,034 4,602) 


Pikeville .0029| 1,225! 4,492 
Powell 


Perry 


Hazard 


Pulaski. . 
Somerset 

Robertson 

Rockcastle 


Rowan 
Russell 
Scott 


Shelby. .. 
Simpson 
Spencer . 


Taylor 
Todd 
Trigg 


Trimble 
Union , 0093 
Warren ° 0269 

Bowling Green 2 0116 


Washington .. ; 0081 . j d j ° - .0049 «60 
Wayne . 0105 y ‘ ’ -0049 47 
Webster : .0094 : d a A é ° | 187 -0053) 56 


© SM, 1953. Before using these figures, see explanation page ll 


Write today for 
SALES MANAGEMENT'S 
1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


Zi” by 41”. in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 


indicated by county color Red for counties with $100 Million or more 


Million to $100 Million 


. . . Green for counties with $50 
. . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1953. 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


MAY 10, 1953 


KENTUCK Y — (Continued) 


POPULATION 


7 ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


COUNTIES 


CITIES F % Fami- 
of lies 
. S.A. (thou- Y 
sands of 
County’ 


7.9 29.7 
2.9 
1.6 
3.3 24.6 


Whitley 
1Corbin 

Wolfe 

Woodford 


.0201 


0063 


0046 


Total Above 
Cities 260.7 


State Total 3,018.6 1. 818.4 36.8 
Per Capita Sales 


Per Family Sales 


KENTUCKY — 


Huntiagton- 
Ashiand 

Lexington 

Louisville 


65] 252.9 .1608, 69.8 62.1 
7a} 102.6 .0652) 29.1 74.8 


84] «4698.8 .3810 177.9 82.8 


EFFECTIVE BUYING 
GD INCOME 
ESTIMATES— 1952 


/ Per Per 
of Cap- Fam- 
.S.A. ita ily 


-0101 747 2,978 
0057 1,340 4,574 
-0016 508 2,284 


0049 1,005 3,473 


1,300,817 .5605 1,498 4,990 


3,141,041 1.3532 1,041 3,838 


327,725 
146, 165 
1,009,230 


-4347 1,685 5,673 


1411 1,296 4,695 
-0630 1,426 5,023 


0116 

0078 
-0007 
0041 


1,286,931 


2,124,208 1. 


704 
2,596 


Metropolitan County Areas 


211,807 .1295 
131,627, .0805 


655.121 .4006 


The ‘SM’ symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—-1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000) | 
Buying Qual- 
‘ower ity 
Quota In- 
dex 


Furn.- 
House- 
Radio 


General 
Mdse. 


Auto- 


motive Drug 


2,414 2,329 
1,325 
126 
584 


913 
800 
49 


4,191 572) 
3,065 467 
137 ‘ 41 
712 296 


63 


716 
2,020 


294,241 150,854 74,585 253,473 48,974 


545,227 261,802 112,045 393,423 69,076 


181 
666 


87 37 130 23 


481 84) 


3,034 
4,623 
3.683 


52,982 
26 436 
160.056 


26,200 
16,740 
73,711 


12,582 
6,814 


41,282, 6,215 
17,868) 5,197 


35,169 


125,696 27,000 


LOUIS!ANA— Counties and Cities — 


Louisiana state map—page 368 


(Other West South Central States: Arkansas, p. 
230; Oklahoma, p 34; Texas, p. 600.) 


Pop 


City 


Alexandria 
Bastrop 
Baton Rouge 
Bogalusa 
Bossier City 
Crowley 
Gretna 
Houma 
Jennings 
Lafayette 


Acadia 
Crowley 

Allen 

Ascension 


Assumption 
Avoyelles 
Beauregard 


Blenville 
Bossier 


Bossier City 


in 
County thous.) 
Rapides 
Morehouse 
E. Baton Rouge 
Washington 
Bossier 
Acadia 
Jefferson 
lerrebonne 
Jeff Davis 
Lafayette 


-0307 

OO85 
-0123 
-0146 


6110 
0243 
0121 


0118 
-0245 
O108 


1 Corbin is in Knox and Whitley counties 


NUMBER OF OUTLETS 
GM |FHR) A D 


wn nN 


Ure wnn 


-0184 885 3,356) 
0059 1,035 3,531 
-0072| 864 3,164 
-0078 784 3,043 


0044 
-0105 
.0067 


603 2,413 
633 2,355 
825 3,056 


-0052 654 2,481 
0203 1,218 4,394 


0122 1,676 5,553 


City 
Lake Charles 
Minden 
Monroe 
New Iberia 
New Orleans 
Opelousas 
Ruston. . 
Shreveport 
lhibodaux 


-0175 
0083 


15.245 


© SM, 1953 


Pop 
in NUMBER OF 


GM |FHR) A 


OUTLETS 
County thous.) 
55.9 
10.5 
414 
17.2 
590.0} 2 
12.2 
10.6 
147.2 
8.2 


Calcasieu 
Webster 
Ouachita 
Lhe ria 
Orleans 
St. Landry 
Lincoln 
Caddo 
Lafourche 


2,253 5,095 
2,068 
2,139 


3,236 


3,913 
326 
553 
312 


2,019 
2,051 


1,188 
1,625 
2,584 


1,102 
3,686 
4,351 


683 
199 
. 389 


261 
892 
1,117 


1,612 
2,100 


2,504 
6,226 


474 
.078 


192 


176 
972 


690 


234 
416 


280) 


-0192 
O11 


103 


Before using these figures, see explanation page 11 


COPYRIGHT NOTICE 


and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 


quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC, 


SALES MANAGEMENT 


Go where 


there’s growth... 


Go WHAS! 


WHAS-Radio, with its 50,000 watt, 1A clear- 


sete len ac tie 


channel signal, serves all of Ken- 
tuckiana ... one of America’s 
fastest growing markets. 

The WHAS audience is 
unmatched by any station or 


group of stations in the 


Represented nationally by Henry !. Christal Co. 
entire area x New York, Chicago, San Francisco 


*Benson & Benson Diary Study 


AMERICA’S 

MOST POWERFUL 

TV STATION OPENS A 
RICH NEW MARKET... 


major part of Kentuckiana’s fantastically fast- 
zrowing market* now is within the coverage 
of WHAS-TV’s 316,000 watts! The same 


tradition of thorough planning and foresight 


Represented nationally by 
Harrington, Righter & Parsons, Inc. 


New York, Chicago, San Francisco 7 which made WHAS-TV America’s first 316,000 
watt TV station is reflected in the quality of 


Associated with the A programming on Louisville’s bright 
CourRIER-JOURNAL & LOUISVILLE TIMES 
new channel II. 


Victor A. SHo ts, Director gg. °Aay recent market ttads of Kontuch 


Nei D. Cine, Assistant Director 
and Southern Indiana 


MAY 10, 1953 


KWKH’s Cost-Per-Thousand 


Listeners is 46.4% LESS 
than the Second Shreveport Station! 


ra 


LISTENERS PER DOLLAR 
(1-time, % hour, daytime rates) 


KWKH is your most economical, most productive 50,000 Watts ° CBS 


radio buy in the great Arkansas-Louisiana-Texas area. 


KWKH delivers almost three times as many Average 
Daily Listeners as the second Shreveport station. And 
KWKH’s cost-per-thousand listeners is 46.4% less! 


The audience figures above are from the new Standard A Shreveport Times Station 
Station Audience Report—the more conservative of the 
two recent audience surveys made in this area. 


SHREVEPORT LOUISIANA 


Write direct or ask your Branham man for proof of 
KWKH’s overwhelming superiority. 


The Branham Company, Representatives 
Henry Clay, General Manager 


L @) U | S | A N A — (Continued) ; . The “SM” symbols mark orig:nal, exclu- 


sive estimates by SALES MANAGEMENT 
, ~~ | SALES AND 
ADVERTIS- 


POPULATION EFFECTIVE BUYING RETAIL SALES - 1952 
SM ESTIMATES SM INCOME 
1/1/83 ESTIMATES 1952 


ING 
ESTIMATES CONTROLS 


Powe o> FIVE STORE GROUPS 
| (in thousands of dollars add 000 


% ty Buying |Qual- 
of lies | zation] Dollars of | Cap-| Fam- 


COUNTIES 
Ur- | 
CITIES Fami- | bani- Net | % | Per! Per 


Power | 


Metropolitan Area 


S.A. ‘thou-| add U.S.A.) ita | ily General Furn.- Auto- 

sands); of 000 | | | | Food Mdse. House- | motive 
|\County i } Radio 

Caddo 


— 
— 
J 


52.8 75.6 269,929 .1163/1,47115,112] 222,403) . ‘ 46,574, 23,074 13,718 56,503 
AdShreveport 7 44.2 243,322 1048 1,653/5, 505 203,123) .124: 39,648 20,682 13,668 53,577 - 1084) 116 


Calcasieu 0652 «28.6 72.2 169,267; .0729 1,653.5,918 95,700, . . 21,630 10,848 4,338 20,305 . -0670) 103 

ALake Charles 0356 99,390) .0428 1,778)8,283 60,035) 0367) 8,070 9,202 15,801 .0395, 111 

Caldwell 0065 ' -0031 694 2,528 5,320) .0032) 1,900 1,146 1,192 62 1,362 -0038, 58 

Cameron A6 5.9, .0037 ° ‘ .0027 1,065 4, 489) 2,055, .0013) 1,468 943 61 32 94 -0025, 68 
| | 


Catahoula D3 11.6 0074 , -0030 603 2,332 5,572, .0034) 1,857) 1,843 451 66 1,391 225] 0040) 54 
Claiborne Ie 1 24.8 .0158 , -0083' 774 2,954 13,939) .0085 2,144 4,049 1,988 676 2,993 627! + .0099 63 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


Before using these figures, see explanation page 11 


to reach the fast-growing* 
Baton Rouge Market use.. . 


* hi iii 
“Buying Power “Sales 
$326,085,000 $170,715,000 


STATE A} Y *from 297th city in 1940 
re MORNING ADVOCATE in ‘t950.7 "ona stilt 


THE JOHN BUDD CO. lagers 
“Two Good Newspapers” — 


SALES MANAGEMENT 


load’s getting bigger” 
every day / 


78,064 Morning 
81,105 Sunday 
(ABC Publisher's Interim Statement, 12/31/52) 
*Daily circulation at Dec. 31, 1952 
up 7,395 over Dec. 31, 1951—with 
no premiums, no combinations, 
no clubs, no contests, no insurance 
policies, no cut rates. 


REMEMBER: The Shreveport 
Times is the only newspaper 
offering effective coverage of the 
rich Ark-La-Tex market, home 
of more than 1,300,000 buyers 
... and has the lowest milline 
rate in the area. 


YCHECK WITH THE BRANHAM MAN 
LOUISIANA — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
GD vis: JM ESTIMATES—1952 JM ESTIMATES CONTROLS 


The “‘SM"' symbols mark criginal, enclu- 
sive estimates by SALES MANAGEMENT, — 


COUNTIES 
CITIES 


| | | | FIVE STORE GROUPS | 

| | Ur- | | (in thousands of dollars—add 000) 

Total | %&% | bani- Net % Per | Per ‘ a ¥ 

thou- | of | ties | zation} Dollars of Cap- | Fam- | | 

sands) |U. S.A.) (thou-| % (add |U. S.A.) ita | ily |U. S. A.! General | Furn.- | Auto- Quota | In- 
} | sands)| of 000) | | | Food Mdse. | House- | motive | Drug dex 

| County | i | Radio | | 


Concordia 14.4) .0091 .0 26.7 8,394, .0036 683 2,099) . -0036 1,463 2,106 281) 0047) 62 
es | 


| 
‘ 


Buying |Quat- 
Power | ity 


Metropolitan Area 


| | } 

De Soto 24.0, .0153 1 18.2 14,710; .0063) 613,2.411 . -0085 2,268 3,726 2,264 316) 3,746 621) .0087| 57 

East Baton Rouge 183.4, .1167 -5 85.8 326,085, .1405|1,778 6,457 ° 1043) 3,380) 33,726 23,732) 10,992, 32,961) 6,345) .1249) 107 

ABaton Rouge 141.8, .0902 7 268,286; .1156)1,892.6,592 872 0904 27 ,582 22,218 10,668 28,724) 5,825 1030) 114 

East Carroll 16.1) 0102 -2 26.3 7,440, .0032) 462,1,771 , -0051, 1,964 2,014 1,263 996) 347] + .0052, 51 

| | | } 

East Feliciana 19.6 .0125 4, 35.4 10,251, .0045) 523,3,015 ° -0034 1,669 ° 1,145 1,144 113] =.0058 9646 

Evangeline Cc 5 32.7 .0208 8 21.0} 20,707) + .0089' 633/2,353 , -0077| 1,432 7H 146] +=.0108, + 52 
A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


BATON ROUGE 


... 1s busting out all over 


NBC's | » | 5,000 watt affiliate in Baton Rouge, ta 


All records were broken in °52: General business activity. up 13%; retail 
} 
sales, up 15%; department store sales, up 10°; assessments, up 11%; sales 
tax collections, up 8.9%. °53 will see more of the same, according to Roger 
Babson. These figures typify the surging growth of Greater Baton Rouge. 
You reach the largest overall audience of any station in the market on yA) WN TH STATE-THNS ARO Montag ADVOCATE 

( eac e arges ( *Té é “} ‘e O é Sli 0 , é “ ( 

gat, gee? “diy , "FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES 
WJBO .. . that’s what you like about the South. 


GEORGE P. HOLLINGBERY CO. 
SESSSTRRD” §—  SPOKSHNSHSVNSTLHSSOHOKGBASOTBOLHKHTHAVHSSOOHSHSHOSCSOLSEE 


MAY 10, 1953 365 


a 


WMRY LED ALL INDEPENDENT STATIONS IN °52!* 


NEW ORLEANS’ ONLY 600 KC-"THE SEPIA STATION” 
NEGRO MARKET STATION 


Get your share of the over $300,000,000 WMR ; 


being spent by the Greater New Orleans’ New Orleans. Louisiana 


Negro population annually! 


REPRESENTED NATIONALLY BY GILL-PERNA, INC. MORT SILVERMAN, General Manager 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


LOUISIANA — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM Bir BY ESTIMATES. 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS , ~ 


CITIES 


Franklin 


Grant 
Iberia 

New Iberia 
Iberville 


Jackson 

Jefferson 
Gretaa 

Jefferson Davis 


Jennings 


Lafayette 
Lafayette 

Lafourche 
Thibodaux 


La Salle 


Lincoin 
Ruston 

Livingston 

Madison 


Morehouse 
Bastrop 
Natchitoches 
Orleans 
ANew Orleans 


Ouachita 
A Monroe 
West Monroe 
2\ Monroe 
Plaquemines 
Pointe Coupee 


Rapides 

\ Alexandria 
Red River 
Richland 


Sabine 
St. Bernard 
St. Charles 


ic 3 
06 


06 


IC 2 
F 6 


18 5) 


3 
D2 


A3 
F 6] 98 
le 6 


12. 
13.6 


0109 
.0169 


00980 
0241 
.3754 

3754 


Net 
Dollars 
add 

000 


of Cap- Fam- 


U. S.A. 


-0082 644 2,638 


-0038 633 2,430 


Per 


ita 


Per 


ily 


-0183 1, 
O100'1, 
0088 


- 0062 


-0897 1,631 5, 866 


.OOR4 1, 
0106 


0050 | 


.0249 

O178 1, 
-0191 1, 
0044 1 


0080 1, 
.0087 

3825 1, 
3825 1, 


0461 1 


1296 1 
0234 1, 
.0074 1, 
-0056 


-0449 1, 
0209/1, 
-0027 
0073 


076 4,237 


, 345 4,696) 


015|3 893 
348 4,730 
764 2,822) 


945 3,733 


351 4,666 
895 3,304 


136 3,738 


945 3,622 
116 4,128 
026 4, 180) 
247 4,446 
855 3,049 


764 3,067 
935 3,670 
895 3,385 
543 2,011 


864 3,348 
307 4,527 
533 2,081 
505 5, 145) 
505 5, 145) 


Z| 

311 4,¢ 
166 4, 
603 2, 


060 3, 
300 4 
543 2, 
633 2, 


613 2,361 


035 4,023 


.0397 


0100 


0150 


0089 


0287 


0230 


-0203 


0090 


0389 
-0930 
011 


0045 
.0029 
0036 


2,934 


3,126 


2,165 


2,462 


2,090 
2,094 


1,605 
3,047 


1,613 
2,733 


1,379 
1,494 
1,670 


in thousands of dollars — add 000 


Furn.- Auto- 
House- motive 
Radio 


General 
Mase. 


535 684 1,434 


712 989 
5,289 
3,990 


2,543 


136,251 


16,401 


13,147 
9,359 
3,157 
1,717 


19,267 
12,379 
1,354 
4,070 


2,002 
1,467 
2,170 


402 
4,666 
1,772 
1,082 


723 


3,122 
2, GRR 
1,856 


1,050 


43 
396 


26,365 
232 
1,476 


16,378 
15,279 
1, 182 
4,489 


Buying | oual- 
Power _ ity 
Quota in- 

dex 


55 
51 


oul 
.0103 


.0068 
.0730 
00900 
.0132 
0065 


.0289 
0205 
-0211 
0059 


0056 


-0104 
0060 


100 


0269 
.0038 
-0103 


- 0068 
-0053 
-0059 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


366 SALES MANAGEMENT 


Before using these figures, see explanation page 11. 


Make your salee 
pitch strike it 
rich... use... 


29.7% of Louisiana's 
retail sales are made 


in NEW ORLEANS 


yeneral-Outdoor Advertsing Co 


and — ——_——— we 


Outdoor advertising 


GOA outdoor displays sell to people out of doors, ready to buy. 
—Put your sales impact where and when you need it! 
Use outdoor advertising to boost your sales. 


New Orleans Office: 3900 Tulane Avenue @(@7GTae MO ltice leroy ama Veh vauet sii oy 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


LOUISIANA — (Continued) 


COUNTIES 
CITIES 


Metropolitan Area 


St. Helena 
St. James 
St. John.. 


St. Landry 
Opelousas 

St. Martin 

St. Mary 


POPULATION 


ESTIMATES 
JM 


1/1/53 


Ur- 
bani- 
zation 


Fami- 
of lies 
. S.A. (thou- 


19.3) 25.3 
3.4 

6.2 17.5 
9.8 51.7 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES - 1952 


Per Per 


of Cap- Fam- 
.S.A. ita ily 


553 2,312 
613 2,551 
875 3,645 


674 2,842 
955 3,427 


674 2,902 


975 3,742 


RETAIL SALES 
ESTIMATES 


1952 


FIVE STORE GROUPS 
in thousands of dollars — add 000) 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 
Mase. 


772 
1,187 
990 


138 
367 1,050 


343 


4,351 3,455 
2,519 2,461 
1,231 251 2,513 


8,136 


6,224 


Drug 


31 
151 
114 


856 
470) 
200} 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


' 
Buying Qual- 


0075 
- 0089 


2,068 1,310 4,291 581 0176 


® SM, 1953. Before using these figures, see explanation page 


Retail Sales * 
$153,775,000 
Effi. Buy. Inc. 
$213,122,000 


Population * 
259,200 
Families 


70,000 


Food Sales * 
$38,156,000 
Gen'l. Mdse. 
$23,134,000 


Automotive Sales* 
$35,272,000 
Drug Sales 
$4,376,000 


MAY 10, 1953 


A | 8 | Cc 


LOUISIANA 


Crt) Wisstie ps iamoem MOREHOUSE eee eee ny 


1950 Net Effective Buying Income 
fe. In excess of $150 Million 
CP, Re Be $75 Million to $149.9 Million 
\ ss [] $40 Million to $74.9 Million 


Satins Ae $15 Million to $39.9 Millior 


SHREVEPORT - vince 


Cities shown are those having net 


Effective Buying Income of $15 million 


vite and over 


efaeetcace 


COPYRIGHT BY 


ri sine, HOM. 


Scale of Miles 


25 50 


One Inch Equals Approximately 48 Miles 


For explanation of map symbols, see “State Maps,” page 220. 


MONROE .. . TOP MARKET CENTER IN NORTHEAST LOUISIANA 


METROPOLITAN AREA ABC RETAIL TRADE ZONE 
POPULATION JUMPS TO POPULATION NOW EXCEEDS 


79,600 257,000 


MONROE is the first marketing trade center in . There are many reasons for Monroe's year- 
Northeast Louisiana, proclaims Sales Manage- a ; round prosperity. The largest natural gas 
ment's authoritative 1953 Survey of Buying field in the entire world is located here, em- 
Power. Metropolitan Area retail sales last year ~,- ploying thousands. 
reached an all-time high, $96,103,000, while Oil is another lucrative industry. But Mon- 
buying power soared to over $107 million! : 
; : roe is not dependent upon gas and oil alone. 
Monroe is one of the major U. S. cities oe. gr i a ae Industry is well-balanced and diversified and 
where, according to Sales Management, “in- coverage of this wealthy Northeast Loujgi- includes paper mills, bag manufacture, lumber, 
tensified promotional campaigns will bring the ana market. For further details, contact a railroad shops, foundries, furniture, carbon 
greatest returns. Branham man today, offices coast to coast. black and soft drink bottling plants. 


MONROE NEWS-STAR & WORLD 


For Complete Coverage In The Northeast Louisiana Field « Represented by THE BRANHAM COMPANY 


368 SALES MANAGEMENT 


The “SM” symbols mark original, exclu- 
Sive estimates by SALES MANAGEMENT 


POPULATION 


Aa _ 


| Ur- 
| Fami- | bani- 
lies | zation 


gb as 
GD ESTIMATES 1952 


COUNTIES 
CITIES | %&% | Per| Per 
of Cap- | Fam- 

U.S.A.) ita | ily 


Net 
Dollars 
(add 

000 


Metropolitan Area 


22,441 
37,665 
5,927 


0096) 804 2,877 
0163) 6742,511 
.0025 452 1,693 


St. Tammany 
Tang!pahoa 
Tensas 


| 
11.1) 37.7 
0078 3.5 
0123 5.0].... 
-0238 = 10.2) 37.6 


Terrebonne 
Houma 

Union 

Vermition. 


46,289 .0200 1,015.4,170 
17,054 0073 1 ,398|4, 873 
14,664 .0063 764 2,933 
24,804, .0107, 663 2,432 


Vernon - 

Washington 
Sogalusa 

Webster. 
Minden 


-0055 603 2,106 
-0156, 905 3,406 
0091/1,136 3,891 
-0164 1,035 3,859 
.0048) 1, 056'3, 695 


6.1) 24.6 
10.6) 46.4 


0136 
-0254 

O1LIS 
0235 
.0067 


12,849 
36, 103 
21,014} 
38,206 
11,085 


West Baton Rouge 
West Carrot! 
West Feliclana 


9,456, .0043, 795 2,955 
9.290) .0040) 553 2,323 
5,570 .0024 563 3,276 


Winn 11,471) .0049 704 2,494 


Total Above 
Cities 1,838,944 7922 1,521 5,269 


762.3 54.8 | 3,206,489 1.3814 1,140 4.206 


State Total 
Per Capita Sales 
Per Family Sales 


2,813.3 1. 


.1405 1,778'6 457 
.4780 1,520'5, 252 
.1163|1,471/5,112 
.0449/1 060 3,962 
.0729|1,653 5,918 


Baton Rouge 
New Orleans 
Shreveport... .. 
A Alexandria .0625; 26.3) 45.6 104, 198 | 
ALake Charles .0652| 28.6) 72.2 169, 267 
A.Monroe- | 
West Monroe .0506| 22.8 65.4 107,062 


.1167 
4647) 
1168} 


50.5) 85.8 
211.3) 97.1 
52.8) 75.6 


326 , 085 
1,109,750 


269 929) 


-0461/1 345 4,696 


(Other New England States: Connecticut, p. 257; Massachusetts, p. 378; 
New Hampshire, p. 449; Rhode_ Astand, p. 572; Vermont, 


P op 
in 
thous.) k 


Maine state map—page 373 iain as Cena 
'GM/|FHR| A | D 
23.9 10| 22| 
21.4 2 8 22] 
32.3 28 32 
10.8 10 8 
21.2 19 15 
Cumberland... . 7.4 11 14 


Androscoggin... .{C 5{198] 82.9) _ 23.8) 80.3 | "0518/1, 452'5, 056) 
L\ Lewiston | 
4{uburn, 4.7 0412 18.8 0424 1,621'6 ,234 

11.5) 0273 '1,554\5,513 


\, Lewiston 40.8) .0260 
\Auburn... 23.9 0152 7.3 0151 1,464 4,794 


County 


Androscoggin 
Kennebec 
Penobscot 
Sagadahoc 


York... 


Auburn 
Augusta 
Bangor ° 
Bath... 
Biddeford 
Brunswick. . 


98,400 
63 ,402 
34,998 
* Withheld to avoid disclosure. 


~ 90,472 


437 , 025 


2,186,351 


LOU I SIANA— (Continued) 


RETAIL SALES—1952 
@D ESTIMATES 


| 
| General | 


0107 
0238, 


4,511 
8,395 
1,620 


8,709 
6,319 
1,907 
4,703 


9.990 
24,726 
17,461 
27,768 
15,650 

5,003} 

7,612) 

1,989 


3,519 
5,351 
3,951 
7,520 
3,399 


1,870 
1,327 


7,921 


8785 280, 696 


1.3366 495,449 


777 
2. 868 


176 
650 


- Metropolitan County Areas — LOUIS 


170,715 
712,513 
222, 403} 
80,137 
— 


-1043, 3,380 
-4356| 3,372 
.1360| 4,212 
.0490| 3,047 
-0585; 3,346 


33,726 
156 , 591 
46,574) 
19, 267) 
21,630 
96.103 


.0588' 4,215 16,401 


p. 638.) 


City County 
Lewiston 
Portland 
Presque Isle 
Rox kland 
Sanford 
Waterville. 


-0553 3,801 


Knox 


Kennebec 
26 641 
78,356 


55,848 


22 508 


22,136 
5,920 


6,215 


© SM, 1953. 


Androscoggin 
Cumberland 
Aroostook . 


,. ae 


“FIVE STORE GROUPS 
in thousands of dollars— 


Mase. House- 


- 
Furn.- | 
Radio &b 


1,192 
3,804 


1,288) 
1,280) 
156 


2,492 
2,360 

502, 
1,743) 


096 94,35 36) 


193! 126,317 


203, 


291 


104 
382 


45 
166 


23,732 

111,181] 
23,074 
12,769) 
10,848 


10,992 
42,227 | 
13,718) 
5,287 

| 4,338) 
| 


10, 137! 7,419 


Pop. 
(in 
thous.) 

40.8 
79.2 
11.9 

9 2 
15.5 
_18.6 


4,828) 


| 
427 4,417 
27 3,604) 


7,271 
1,156 813 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


add 000) 
Buying |Qual- 
Power | ity 
Quota | In- 


| 
Auto- | 
Drug | dex 


motive 


2,906 
6,862 
636 


469) 
1, 362) 
270) 


| 
0218 
0004 
0075 
0148 


725 
628 
237) 
699) 


4,503) 
3,788 
3,482 
4,665) 


121 
61 


384) 
799) 
563 
1,074 
681 


.0073 
.0174 
.0101) 
.0180 
. 0066 
cos! 
0056 
.0028 


2,282 
6,085 
4,200 
6,620 
5,162 


137 
224 
52 


202 
1,725 
113 


351 


1,511 


278,393) 51,474 106 


399,303 71,998) 


26 
94 


142 
524 


IANA 


1248) 107 
-4626 | 100 
1223} 105 
.0496; 79 
.0670' 103 


32,951| 6,345 
84,355] 28,697 
56,503) 7,622 
16,378] 2,236 
20,308! 2,202 


26,924 2,599 0508 100 


M AI N E— Counties and Cities 


NuMBER OF OUTLETS 
GM |FHR A D 


31 


14,449, 1,81 
| 


106 
112 
97 


0438 
0291 
0147 


13,653 
7,254 


6,390] 355) 


Before using these figures, see explanation page 11 


PAYROLLS 
COVERAGE 
AUDIENCE 
PUBLIC SERVICE 


ST 


Represented 
Nationally by 


EVERETT McKINNEY, 


Ine. 


“MAINE’S VOICE OF PROGRESS” 


lf You Want Sales in Maine 


Buy LEWISTON-AUBURN 


1952 RETAIL SALES $78,356,000. BUY 5,000 WATT WLAM 
HOOPER SHARE OF AUDIENCE: 


MORNINGS 

8 a.m.—12 N. 
AFTERNOONS 
12N—6 p.m. 
EVENINGS 

6 p.m.—8 p.m. 
Represented 

In New England by 
KETTELL-CARTER 


WLAM ABC NETWORK AFFILIATE 


43.1% 
13.0% 


10.9% 


MAY 10, 1953 


WGAN - WGUY - WGUY-FM 


a « > + 
Serving Maine’s Major Markets 
With effective buying income (1952) . . . $1,056,820,500 


The largest retail and wholesale area north of Boston 


GUY GANNETT BROADCASTING SERVICES 
390 Congress St., Portland, Maine 


Mt. Hope Ave., Bangor, Maine 


The ‘SM’ symbols mark original, exclu- 


M AlN E— (Continued) a ‘ __sive estimates by SALES MANAGEMENT. 


: a SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
STIMATES INCOME 
BYP 1/53 JM JM 


ING 
ESTIMATES — 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS ri = 


COUNTIES 


Ur- | (in thousands of dollars—add 000 
CITIES ¢ Fami- | bani- Net ‘ Per Per a ¢ t ’ 
of lies zation} Dollars of Cap- Fam- 


' 
Buying Qua - 
sands) U.S.A.) (thou- | % add U.S.A. ita ily 
000 


Power | ity 

General | Furn.- = Auto- Quota | In- 

Food Mdse. | House- motive | Drug dex 

} Radio 

Aroostook -0607 , ’ 121,286 .0523 1,2715,343} 101,695 . | 4, 27,186 
Preaque Isle 0076 4 18,035 0078 1,516 6,441 24,377 4,075 1,187 686 4,166 327 .0099| 130 

Cumberland /8 5 . 1069 241,547 .1040 1,438 4,930) 189,164 . | 3, 55,680 17,347 10,512 27,777 ¢ .1081) 101 
APortland 0604 24.2 119,019 .0513 1,503 4,918 128 364 33,885 14,925 8,416 19,605, 3, 0593 {us 

.0047 ‘ 9,313 0040 1,259 4,657 16,036 4,875 927 644 3,425 258 0059! "126 


10,174 3,200 19,418 2,251] .0570| 94 


Brunswick 


| 
Frankiin B 3 20.4, .0130 23,585 .0102 1,156 4,138 17,370 .0106| 3,047 5,618 
Hancock E4 33.9 .0215 9.8 20.3" 34,820 .0150 1,027 3.553 24,107 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


398 598 3,360 0109 84 
.0147| 2,460 9,375 1,225 1,245 4,125 0162) 75 


Before using these figures, see explanation page 11. 


AMERICAN BROADCASTING COMPANY YANKEE NETWORK MUTUAL BROADCASTING SYSTEM 


a me 
» 


= a 


REPRESENTED NATIONALLY 
BY EVERETT McKINNEY 
BOSTON: LOU BORGATTI 


HAL MEYER, President 


PORTLAND, MAINE 
ae ae 


“The basic sources for state and county data are the government's ‘50 Census of Population 
and Housing and the ‘48 Census of Business .. . It’s hard to work directly from these raw 
data, however, and many companies rely instead on Sales Management Magazine’s “Sur- 
vey of Buying Power’. Sales Management organizes the government figures in usable form 
and brings them up to date with its own estimates of population, retail sales and effective 
buying income.” From a Research Institute of America Bulletin, Fall, 1952. 


SALES MANAGEMENT 


PORTLAND, MAINE 


BASIC NEW ENGLAND MARKET 


* The Largest Metropolitan County Area... 


* The Largest Wholesale Center... 


* The Largest Newspaper Circulation 


NORTH OF BOSTON 


THIS THIS 
is the is the 
Portland Portland Sales 
Metropolitan Area Area (5 Counties)* 


Population 168,000 325,800 

Families 96,100 

Buying Income $241,547,000 $446,432,000 
Retail Sales $189,164,000 $323,667,000 
Food Sales $ 55,680,000 $102,454,000 
Gen. Mdse. Sales $ 17,347,000 $ 24,261,000 
Furniture-Household .....$ 10,512,000 $ 16,470,000 
Automotive Sales $ 27,777,000 $ 47,727,000 
Drug Sales $ 5,017,000 $ 8,175,000 


* The Portland Newspapers enable you to cover this much larger area (5 
counties) where you get more income, more sales and in a market relatively 
untouched by any other circulation. 


PORTLAND, MAINE 


Basic New England Test Market 
Press Herald Evening Express 
Sunday Telegram 


MAY 10, 1953 


Income UP $20,000,000 


Chonerset- in the 


< _ 

Ve ; Golden Kennebec Vall 

Sew rornan> \ — pirrseieio \ 1 Golden Kennebec Valley! 
mee ® Lem dil 

Prarktn, ~ “SKOWHEGAN : y ”, The Valley’s income reached $159,747,000 in 1952 

County \ ‘ [ ; —for a $20,460,000 GAIN! Retail Sales made big 


‘ 


. 
. 
. 
. 


. & % 
WILTON (oe. 
e ‘e, 


Selling this multi-million-dollar market is a profit- 
able investment when you choose the right salesman. 
The Golden Valley depends for news and shopping 
on Augusta, the state capital, and on Waterville. 
Spreading out from these two centers . . . the Ken- 
nebec Journal and Waterville Sentinel blanket the 
market with 66° coverage of the homes in the 
entire two-county area. 


FARMINGTON “pemmesicer ‘Nak gains, too . . . up $3,783,000 to $110,070,000. 


These two newspapers carry the greatest insurance 
of readership in the world. They're jampacked with 
local news . . . all about the readers themselves, 
their friends and acquaintances . . . and their re- 
tailers. They can make your product an intimate 
part of this strictly local context. No other paper 
brings your product that close to this $159,747,000 
pocketbook! 


Here’s a picture of retail spending habits in the 
Augusta Kennebec Journal - Waterville Sentinel 
market! 


Total Retail Sales $110,070,000 Gen’l. Mdse. Sales $8,614,000 
Food Sales 33,149,000 Furn.-Hshlid. Sales. 4,952,000 
Automotive Sales. 18,291,000 Drug Sales . 2,762,000 


AUGUSTA (™ain) KENNEBEC JOURNAL 


BRunSwigk | WATERVILLE ain) SENTINEL 
Ca st 


Represented by The Julius Mathews Special Agency, Inc. 


M A | N E = (Continued) : : 2 The ‘ ‘SM”” ‘symbols mark original, exclu- 


sive estimates by SALES. MANAGEMENT. 


T= | SALES AND” 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES ME ING 
BYP 1/1/53 JH, ESTIMATES —1982  & ESTIMATES CONTROLS 


COUNTIES — . } ~ FIVE STORE GROUPS — j 
| Ur- (in thousands of dollars—add 000) 

CITIES : Total % Fami- | bani- Net ‘ Per | Per i) SER noe ae __]| Buying |Qual- 
(thou- | of lies zation] Dollars | of | Cap- | Fam- | Power | ity 
sands) U.S.A.) (thou-| % (add U.S.A.) ita | ily ) U.S.A. | Furn.- Auto- Quota | In- 

| sands)! of 000) | . | House- | motive | Drug dex 
| County | | i Radio 


Kennebec -5) .0625 «22.9 62.2 114,392, .0493 1,387 4, y +0505, 3,608 J , ‘ 14,686) 1,991 
Waterville 0118 5.3 27,952 0120 1,503 5,274 8,648) .0175 | ,08 46 97 5,210 726 
Augusta .0136 5.8 32,981 .0142 1,541 5,686 25,583) 0156 | , 906 792 7 5,580 620) 


| 
Knox 05 3} 0174 8.7) 44.5 ‘ .0137 1, 169|3, 668 26,881, .0165) 3,090 
Rockland 2} = .0059) 2.8] 814) 0051) 1,284/4,219 13,861, .0085 3,605 peo 
Lincoin + (C8 A 0112 6... .... ° .0073, 963 3,1 19,215) .0117; 3,558 ‘ 627 
Oxford lp d .0274' 12.0) 32.6 900! + .0241 1,297'4,658 34,250! .0210 2,854 12,320 2,983 


© SM, 1953. Before using these figures, see explanation page n. 


Summary of all Data by States appears on page 218 


SALES MANAGEMENT 


1950 Net Effective Buying Income 


BD > excess of $150 mition 
[ | $75 Million to $149 9 Million 
[ iy $40 Million to $74 9 Million 


f 1] $15 Million to $39 9 Million 


es shown ore those hoving net 


ve Buying Income of $15 million 


Su Noga 


It Li | F | G 


For explanation of map symbols, see “State Maps,” page 220 


Please note addition of two new columns in the 1953 Survey County-City section .. . 
Population estimates now include “Urbanization % of County” .. . Retail Sales now include 


“County Sales Per Family.” 


Yes, it’s true 


per capita income in Maine. 1952 family income was $7,901 — $3,376 higher than the 
State average. Per capita income was $1,733 — $429 higher than the State average. 
Need we say more except to tell you that the one big reason why advertising really pays 
off is the Tribune and Advocate. It carries your sales messages into these high-income 
homes. It’s the family newspaper for everybody. 


> Sanford has the highest per family and 


SANFORD TRIBUNE and ADVOCATE s4nroro, maine 


Represented by The Julius Mathews Special Agency, Inc 


MAY 10, 1953 


BANGOR MARKET AREA FORGES AHEAD 


LEADS STATE OF MAINE IN MANY FIELDS 


Before you select your major markets in Maine be sure you know about their sales activity record. 
The Bangor market, consisting of the seven northeastern counties, offers more people and more sales per 


family than any other major market in the State. The Bangor market gives 
you more than 3 of the State population — 13 of the income and 
V3 of the State retail sales. 


In terms of sales activity, this means 345,900 people with a total income 
of $413,601,000 and $320,857,000 retail sales in 1952. For example — 
Family retail sales in 1952 were $3,435 — $67 higher than the second 
major market area. General merchandise sales were $29,704,000 — 
more than $5,000,000 higher than the second major market area — an 
average of $318 per family compared with Portland's $253. Automotive 
sales were $57,535,000 or nearly $10,000,000 more than the Portland 
area — averaging $616 per family for the Bangor area compared to $497 
for the Portland area. 

Whether it’s wholesale or retail, most of the supplies and equipment to 
meet the needs of this busy market funnel through Bangor — trade 
capital of the area. 


In the Bangor market nearly everybody reads the Bangor Daily News. 


67,071 Daily —- 71,619 Sat. Sun. ABC 9/30/52 


NEW ENGLAND’S LARGEST DAILY CIRCULATION NORTH OF BOSTON 


New ABC City 
Zone Population 
54,961 


Boston 


Bangor Daily News 


Maine’s LARGEST Daily Newspaper 
National Representative: SMALL, BREWER & KENT, Inc. 


e Los Angeles *. San Francisco 


M AINE— (Continued) 


COUNTIES 
CITIES 


Penobscot 
ABangor 
Piscataquis 
Sagadahoc 
Bath 


Somerset 
Waldo 


04 


POPULATION 
ESTIMATES 
1/1/53 


| Ur- 

Total ‘ Fami- | bani- 

thou- of lies | zation 
sands) U.S.A. (thou- 

sands of 

County 

-0673 28.2, 56.8 
.0206 8.9 

O11 5.3, 13.8 

.0130 6.2; 50.9 


0069 3.3 


-0247, 11.2) 39.0 


0133 6.2 27.5 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 


Ag BUYING RETAIL SALES-- 1952 — 
INCOME IN 
ESTIMATES— 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 


(in thousands of dollars—add 000) 
Per Per 


of Cap- Fam- Power | 
S.A. ita | ily 000 . S.A. General | Furn.- Auto- Quota | 
Food Mdse. | House- motive 

Radio 


_] Buying |Quar- 


ity 
In- 
dex 


142,635 .0615 1,348 5,058) ° -0706 4, 30,250 12,151 5,793 22,700 2, -0654 97 


47,209; .0204 1, 464/5,314 33,486) , 0388 12,468 4,003 262} .0260 
20,785, .0089 1,195 3,922 R -0092 2, 4,845 1,124 -0094 
25,538 .0110 1,246 4,119 ’ -0095 2, 6,118 396 0110) 
14,699 0063 1.361 4.454 2,3! 0076 4,655 359 y -0068 


45,355 .0196 1,169 4,050 ’ 0167, 2, 9,615 1,184 3,605 -0197, 
17,989 .0077 861 2,901 . -0091 2, 4,707 1,068 457 1,523 -0092 


Before using these figures, see explanation page 


1. 


BIDDEFORD-SACO 


Largest Market in 
Maine's Most Productive 
Industrial County . . . 


York County shows more “value added by manufacture” than any 
other Maine County.* 

That’s why Biddeford-Saco family income in 1952 averages 
$5,586 or $961 higher than the State and accounts for $3,567 in 
family retail sales. Family food sales were $1,389 . . . general 
merchandise $300 . . . furniture-household $240 . . . automotive 
$667. With $50,270,000 total income and $32,200,000 retail sales 
this market is most worthy of 


your attention. The Biddeford THE BIDDEFORD 


* Consus of manufacturers 1948 


Journal read in 95% of the 
homes is your best introduction. JOURNAL 
> BIDDEFORD,MAINE 


Represented by The Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


M AI N E— (Continued) 
; : SALES AND 
POPULATION. EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
SM 1/1/53 ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS | 
Ur- Coun- in thousands of dollars—add 000) | 

Total ¢ Fami- bani- Per Per] Dollars ‘ ty : : Buying |Qual- 
thou- of lies zation of Cap- Fam- add of Sales Power | ity 
sands) U.S.A. ‘thou- ‘ S.A. ita ily 000 U.S.A. Per General | Furn.- Auto- | Quota | In- 
sands of 000 Fam- Food Mdse. | House- | motive | Drug dex 

County ily Radio | 


COUNTIES 
CITIES 


Map Code 
Metropolitan Area 


Washington 


m 
w 


10.0 21.9 -0133 9123, 22, -0136 2,221 7,829 2,190 740 4,003 0151 


o 
a 


York 26.8 ‘62.9 ’ .0562 1.412 4, -0445 2,720 26,455 3,783 4,054 9,715 0532 
Biddeford 21. 135 6.0 33,487 0144 1,580 5 ) 0149 7,155 1,629 1,625 4,261 O44 


Sanford ut) 3.4 2 5 OL 1,733 7 238 0099 5,160 1,179 1,167 3,096 O1LO8 


Total Above 
Cities 505 5.2 431,629 2636 112.000 45,583 79,992 


State Total i : : ; : ‘ 304 4, 869,239 .5314 3.424 264,274 73,043 143,111 


Per Capita Sales : 965 293 81 45 159 
Per Family Sales 3,424 1,041 288 159 564 82 


MAINE— Metropolitan County Areas 


Portland 110 168.0 49.0 71.4 241,547 .1040 1,438 4,930 189,164 .1157, 3,860 55.680 17,347 10,512 27,777 +6,017 -1081 101 


ABangor 172 105.8 .0673 28.2 56.8 142,635 .0615 1,348 5.058 115,581 .0706, 4,099 30,250 12,151 5.793 22,700 2,625 -0654 97 
ALewiston- 


Auburn 198 82.9 .0528 23.8) 80.3 120,335} .0518)1,452 5,056 90,472 .0553) 3,801 26 641 8,855 4,828 14,449 1,817 0530) 100 
(Other South Atlantic States: Delaware, p. 270; District of Columbia, p. 272; Florida, p. 274; Georgia, ° one 
p. 290; North Carolina, p. 492; South Carolina, p. 578; Virginia, p. 643; West Virginia, p. 658.) M A R Y L A N D — Counties and Cities 
Pop ; Pop. 
in NUMBER OF OUTLETS in NUMBER OF OUTLETS 
City County thous ‘ \ City County thous.) GM |FHR| A D 


Annapoli .Anne Arundel 19.4 5 2 Hagerstown......Washington 10 32 36 
Baltimore Baltimore. . .. 962.9 252 5 Hyattsville Prince George 2 8 7 
Cambridge ....Dorchester... 10.5 2 7 Pocomoke City... Worcester 2 5 11 11 
Cumberland Allegany 37.2 7 Rockville Montgomery 1 5 9 
Easton Talbot 4.9 j 2 Salisbury Wicomico 5 7 23 24 
Frederick Frederick 19.8 73 Z i Westminster Carroll . y 6 12 11 


A and A See end of state for SM Metropolitan County Areas. SM, 1953. Before using these figures, see explanation page 11 


MARYLAND -DELAWARE 
and District of Columbia 


1950 Net Effective Buying Income 


Hed e7s p 


leeensnansns nd 


Cities shown are those 


Effective Buying Ince 


ond over 


For explanation of map symbols, see “State Maps,” page 220 
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MO RE radios in metropolitan 


Baltimore are tuned in‘to this CBS station 
than any other radio station...That’s why 
your first choice in Baltimore is... 


wweme WCAO 


Jan. thru Dec., 1952 
“The Voice of Galtimore” 


All programming is simulcast by WCAO-FM (20,000 watts) at no additional cost to advertisers 


CBS BASIC « 5000 WATTS « 600 KC e¢ REPRESENTED BY RAYMER 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT, 


SALES AND 


EFFECTIVE BUYING RETAIL SALES —— 
CONTROLS 


INCOME 
BYP ESTIMATES—1952 ESTIMATES 


| FIVE STORE GROUPS | 


MARYLAND — (Continued) 


POPULATION 


ESTIMATES 
vss 


| Ur- 


1952 


COUNTIES 


CITIES 


Allegany 
Cumberland 
Anne Arundel 
Annapolis 
1Baltimore 
ABaltimore 
Calvert 
Caroline 
Carroll 
Weatminster 
Cecil 
Charies 
Dorchester 
Cambridge 
Frederick 
Frederick 
Garrett 
Harford 
Howard 
Kent 
Montgomery 
Rock ville 
Prince Georges 
Hyattsville 
Queen Annes 
St. Marys 
Somerset 
Talbot 
Easton 


~8=288 


pe amenae aon = w= 


SSSoNRSSRSSRN: 
comes eannec e+ ean @ 


Fami- 
of lies 
. 8. AL (thou- 

sands 


-0597 
0237 
- 0836 


bani- 

zation 
of 

County 


26.7, 53.6 
11.3 
32.8 


31.9 


0123 


3.8 


-8283, 367.5 
-6127, 277.3 


0130 
0031 


2 
1 
‘ 
4. 
7. 
6 
6 
1 


17.8 


-2) 24.9 
i} 


115,850 
50, 089 
184 272 
26,103 
1,954,471 
1,390,929 


1 Baltimore County combined with Independent City of Baltimore 
A and A See end of state for SM Metropolitan County Areas 
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-0134 
0057 


Per | Per 
of Cap- Fam- 


. S.A. ita | ily 


-0499 1,235 4,339) 
.0216|1,346)4, 433 
-0794 1,402 5,618 


0112) 1,346/6, 869 


.8421 1,501,5,318 


5992 1,445,5, 016 


-0043) 755 3,115) 
-0061 
-0199, 974 3,856 


742'2,501 


0024) 53/3032 


0163 1,023 4,016 
-0107, +962 4,208 
0091 
.0041 
0330 1,110.4, 192 


731 2,622 
901 |2, 956) 


0108/1, 263)4,238 
0060 633 2,643 


.0260| 1,010 3,892 
0124/1, 108 4,433 
.0042) 670 2,297 
.1875 2,290 8,290 


0055) 1,707 5,333 


. 1850 1,827 6,983 


0143 2, 1957, 709 
572 1,977 
865 < 020 
621 2,189 
853 2,820 


22 1,035 3, 169 


-0104 
-0352 


0223 


0140 


0069 
0122 
0141 
0178 


0122 


in thousands of dollars add 000 


Food 


25,300 
15,237 
24,904 

8,153 


General 
Mase. 


382,451 


330,550} 245,986) 


— _ 
“Now @ 2 @ w 


— 
- nN wONHNR wo 


Furn.- 
House- 
Radio 


4,956 
4,287 
2,184 
1,204 
73,490 
70,960 


1,407 
2,319 
665 
457 
577 
1,070 
1,670 
1,102 


Auto- 
motive 


11,145 
9,057 
9,752 
5,065 

173 ,062 


153,777 


48,384 
4,688 
24,844 
10,000 
1,124 
2,831 
3,252 
5,350 


3,672 


41,901 
124 
466) 
903 
605) 
365) 
234 
468 
310) 

, 292) 
, 019) 
235) 
,037) 
279 
313 


982 
458 
207) 
223 
477 
1,106 


826) 


Buying Qual- 

Power | ity 

Quota = In- 
dex 


.0102 
-0232 
0049 
0175, 
-0120 
0124 
-0065 
-0358 
0146 
- 0085 
-0289 
-0115 
0064 
1495 
0066 
.1430 
0133 
-0058 
0149 
-0099, 72 
0117 
0054| 174 


Before using these figures, see explanation page 11 


© SM, 1953. 


SALES MANAGEMENT 


MAY 10, 


Harry Chenoweth and Continental Can 
Build A Bigger, 
Richer Baltimore 


Continental Can, one of the world’s leading 
container manufacturers, is deeply rooted in 
the ever-expanding industrial center of Balti 
more. Here in Baltimore the Company operates 
two plants. And from here, to all parts of the 
world, flow Continental containers for vege: 
tables, fruits, seafoods, meats, soups, motor oil, 
paint and other products. Continental's techni: 
cal know-how and manufacturing facilities are 
helping to bring better living to more people 
everywhere. 


Bowling enthusiast Harry Chenoweth works 
for Continental. He’s worked there twenty: 
eight years. Harry, his wife and three children 
are important contributors to the expanded 
economy of bigger, richer Baltimore. Harry, 
like the tens of thousands of other industrial 


1953 


workers, is producing new spending power in 
the Nation's 6th City! 


Continental, Bethlehem, Bendix, Westing- 
house and a long list of industrial “big-wigs” as 
well as several hundred manufacturers in widely 
diversified lines assure Baltimore of a stable, 
healthy economy. There’s a ready buyers’ 
market for all kinds of products in today’s 
Baltimore. And you can sell more-tharvhalf of 
Baltimore's families when you include The 
News-Post and American in your advertising 
plans. 


Baltimore +News-Post 
and American 


Represented Nationally by Hearst Advertising Service 
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At ew A Conte Of ae P, rosperous Del Mar- Va P, entnonle 
ONE OF AMERICA’S FINER STATIONS 


SHARE OF AUDIENCE Representatives 

9 AM — 12 Noon 69.5%, Burn-Smith Co., Inc. 
12 Noon —6PM ‘71.6%, 

6 PM — 10 PM 72.0°/, 


President 


MARKET DATA 1000 WATTS — 960 KC — MUTUAL John W. Downing 
Population 321,700 


Radio Homes 91,915 Gen. Mgr. 


RETAIL SALES $429,238,000 RADIO PARK, SALISBURY, MD. Charles J. Truitt 


~ The “sm” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


MAR YLAN D— (Continued) 
SALES AND 


POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
ESTIMATES A INCOME SM | ING 
1/1/63 M ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars -add 000 
Total // Fami- | bani- Net w/ Per | Per Buying |Qual- 
thou- of lies zation] Dollars of Cap- | Fam- Power | ity 
sands) U.S.A. ‘thou-| ‘ add =U. S.A. ita | ily 000 U.S. A. General | Furn.- Auto- Quota | In- 
sands of Fi Mdse. House- motive dex 
inty Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


= 
— 
ne 


Washington 84.2| .0536 23.8, 46.0 -0459 | 1,263 4,468 74,266 .0454 3,120 . 7,077 5,072 11,448 .0473, 88 
AHagerstown 37.6 0239 11.7) -0227 1,401)4,503 56,792) .0347) 2 6,465 4,114 9,034 7 0265) 111 
| | | | 

Wicomico 42.6, .0271 12.7, 38.2 .0169' +925,3,104 49,768 .0305 3,919 ° , . -0230, 85 
Salisbury.... 15.8 .O101 4.9) 0079/1, 157|3,731 38, 162 -0233} a 2, 32% 2, »2ae .0130; 129 
Worcester 24.8) .0158 7.6 13.8 -0085| 791'2,582 39,088 .0239 5,143 ° . ‘ .0146 92 
Pocomoke City 4.3 0021 1.1) 3,376 0015 1,023 3,069 13,762 0084 ‘ 7 0037, 176 
Total Above 


Cities 1,140.4) .7257, 329.3 1,632,404) .7034 1,431'4,957] 1,587,563 .970: 666, 270,968 90,784 220,623 51,6 7881 109 


State Total 2,559.7 1.6287, 704.1 69.0 | 3,698,914 1.5936 1,445 5,253) 2,370,151 1.4491 3,366 .756 311,767 116,068 ; , 1.5573 96 


Per Capita Sales 926 
Per Family Sales 3,366 


MARYLAND— Metropolitan County Areas 


Baltimore 2].1,433.2, .9119' 400.3) 88.0 | 2,138,743 .9215 1,492/5,343] 1,476,548) .9027, 3,689) 407,355 254,169 75,674 ,814 51,048 -9140) 100 
Cumberland 93.8 .0697 26.7, 53.6 115,850  .0499 1,235 4,339 81,159 .0497 3,040) 25,300 8,976 4,956} 11,145 2,515 .0518| 87 
(\Hagerstown 84.2, .0536 23.8 46.0 106,339 .0459 1,263 4,468 74,256 .0454 3,120, 20,630 7,077 5,072 11,448 1,980 0473 88 
MH cas (Other New England States: Connecticut, p. 257; Maine, p. 369; 
M A S S A C H U S E T T S Counties and Cities New Hampshire, p. 449; Rhode Island, p. 572; Vermont, p. 638.) 
Mass. state map—page 380 Pop Pop. : 
= NuMBER OF OUTLETS | Gn NUMBER OF OUTLETS 


City County thous City County thous f GM |FHR) A D 


Arlington Middlesex 45.7 Gardner Worcester 
Athol Worcester 11.9 4 : 5 Z Gloucester 
Attleboro Bristol | 24.3 Great Barrington. Berkshire 
Barnstable Barnstable } 11.0 Greenfield Franklin 
Belmont.... Middlesex 28.2 7 Haverhill 
Beverly. Essex 29.4 7 f 2 Holyoke 
Boston Suffolk 804.0] 3,182 5: 42 Lawrence Essex 
Braintree. . Norfolk 24.5 ; Leominster Worcester 
Brockton Plymouth 65.0) 25 2 5 32 Lowell. .. Middlesex 
Brookline Norfolk | 60.1 d j LAUR. vc ces Essex 
Cambridge Middlesex 123.3] 424) 4 ‘ : Malden. . Middlesex 
Chelsea. . Suffolk 39.6] 2 2 2 2 2 Marlborough.... .Middlesex 
Chicopee Hampden | $1.2 25 2 Medford Middlesex 
Clinton. .... Worcester. . 12.6 55 Melrose Middlesex 
Danvers..... Essex 16.2 f 8} t Methuen 
Dedham Norfolk yi 19.7 : 5| Middleborough. .. Plymouth 
Everett Middlesex ; 47.0 2 ; Milford Worcester 
Fall River Bristol 114.0) : 57 f : Natick Middlesex 
Fitchburg Worcester 43.1 12| d : ; Needham Norfolk 
Framingham Middlesex | 209 f 12 


Essex 


Essex 


Hampden 


une “ns 


Essex 


(Continued on page 382) 


Barnstable E3 49.1 .0312 15.8 ° 64,172, .0277 1,307 4,062 79,229 .0484 5,014 24,310 2,474 3,021 9,678 
Barnstable 11.0 0070 3.5 16,258 0070 1,478 4,645 27,107 0166 } 7,532 1,184 5,658 
Berkshire AlN109} 134.2 .0864 39.9 , 208,762 .08991,5565,232] 154,634 .0945 3,876 42,094 12,915 ° 24,500 3,506 


APittsfield 54.8 0349 16.0 92,804 0400 1,695 5,806 77,052 0471 20,400 8,913 11,976' 1,466 0411 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 
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Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


‘Pittsfield’s Buying Power Goes UP and UP and U p 


| GENERAL ELECTRIC COMPANY announced early 


this year that their Pittsfield payroll had reached 


$1,000,000 (yes, one million dollars) a week! 


THE STATE LABOR DEPARTMENT reported that 
production workers in Pittsfield were the highest paid 
* * in the State in November and December . . . averaging 


$79.88 weekly — 21% above the all-time high State 


average. 


AND SALES MANAGEMENT’s SURVEY OF BUY- 
ING POWER shows that income in the Pittsfield Metro- 
* te & politan Area rose $28,831,000 in 1952... a gain of 


16% compared with 56 for the nation and .3°% for 


Massachusetts. 


No wonder the Pittsfield Market is still . . . family for family . . . the most re- 
sponsive mass market in the State — with more sales per family than any other 


Massachusetts metropolitan market. 
Retail Sal Food Sal 
$3,876 Per Family. $1,055 Per Family 


BLANKET COVERAGE—The Berkshire Eagle . . . recognized as one of the coun- 
try’s best read newspapers . . . offers 1000 coverage of the city zone . . . better 


lad ¢ 4 e . 
than 70% coverage of the metropolitan market. 


Family for family, the most responsive mass market in the State. 


THE BERKSHIRE EVENING EAGLE 


PITTSFIELD, MASS. 


Represented by The Julius Mathews Special Agency, Inc. 


MAY 10, 1953 


NORTH ADAMS— ADAMS 
a corner market for more than 48,000 people 


Retail sales in 1952 reached the all-time high of $38,542,000 in the North 
Adams - Adams market, for an average of $3,742 per family. 

With a total income of $49,487,000, this leaves nearly $11,000,000 still 
to be spent. 

Because Berkshire County is rated as one of the top counties in the State, 
we offer these comparisons of family buying as a guide to your sales and 
advertising plans. 


Berkshire County North Adams 


The North Adams Transcript 


Food $1,055 
Gen. Mdse. 

Furniture- Household 

Automotive 

Drugs 


The North Adams Transcript 


$1,058 


reaching 96% of the homes in this 
4 top-spending market gives you 

857 ’ J 
99 increasing your sales in 1953. 


another big opportunity for 


North Adams, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


Careful reading of the Explanatory Introduction, starting on page 11, will help you make 


the best possible use of the data and features in this Survey. 


WORCESTER 


| HAMPDEN 


1950 Net Effective Buying Income 
ss of $150 Million 


to $149.9 Miilion 


MIDDLESEX 
MIDDLESEX 


"Vo qgBrookline 
Pe 

<# / Boston 

\¢" 


w= SUFFOLK 


 SWORFOLK 


‘Aine 
/ DUKES . 4 


Pe ae 


. ‘ 
~~ AS » 
\ 2 “ Z \ 


J « 
: NANTUCKET) 
— A 


| E j a G 


For explanation of map symbols, see “State Maps,” page 220 
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NEW BEDFORD 


WHERE BUSI SINESS COMES 


10 cROW! 


$203,170,000 
Gain of $14,399,000 over 1951 


$63,598,000 


Gain of $5,507,000 over 1951 


$7,371,000 
Gain of $353,000 ever 195! 


More new industries have picked _New 
Bedford as the strategic site for their ex- 
pansion. And others are already on the way. 


Sales are up, even higher than in record- 
breaking "52. And with this new business, 
New Bedford's continued growth becomes 
— aes City Zone Coverage Over 99% 
So for increased sales in 53, choose the 
area that growing business picks, The Big Entire Market Coverage Over 91% 
4th Market in Massachusetts, covered by 


one low-cost publication—The New Bed- 
ford Standard. Times. The Standard - | mes 


*Sales Management Figures for New Bedford and Barnstable County. 


“The Nation’s Best-Read Newspaper” 
Represented nationally by GILMAN, NICOLL & RUTHMAN new york + BOSTON « CHICAGO PHILADELPHIA * LOS ANGELES * SAN FRANCISCO 


The “‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT ~ M A S S A CHU $ E T T S — (Continued) 


SALES AND 
POPULATION hg _ RETAIL SALES—1952 ADVERTIS- 


1 a NCOM ING 
ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS . 


Ur- Coun- in thousands of dollars—add 000 
Total % Fami- | bani- Net % Per Per 


- Buying Qual- 
thou- of lies j|zation} Dollars of |Cap- Fam- E i 
U 


| | ' Power | ity 
sands) U.S.A. (thou-| % oy U.S.A.) ita | ily General | Furn.- | Auto- | Quota | In- 


sands)! of Food | Mdse. | House- | motive | dex 
nty | Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


North Adams 22.1 O14) 6.7 31,968 O138 1,447 4,771 28,763 O17¢ 7,088 2,401 1,712 5,749 664 0150 106 


(rreat 
Barrington, 6.7 0043 2.1 8,652 0037 1,291 4,120 2,56 0077 ) 401 503 1,849 346 0050 116 
Bristol... D3 48 388.8 .2474 116.4 84.9 544,449 .2346 1,400 4,677 . .2231 3,135 un 936 26,118 24,611 46,907; 12,204 .2337, 94 
ANew Bedford 111.3 O708 4.4 152,357 0656'1,369 4,429 


39,288 12,921 7,668 15,210) 4,654 0697! 98 


A and A See end of state for SM Metropolitan County Areas. © SM, Before using these figures, see explanation page 11 


—the only full time independent serving the rich 


industrial southern Massachusetts area including 
Providence and Pawtucket, R.1.—1,000 watts full 


time from Attleboro—the jewelry center of the 


ATTLEBORO, MASS. , 0114 


MAY 10, 1953 


TAUNTON, MASS... . Made to order for 
Advertising Profits 


Taunton . 


Taunton is above the national average in both family income and family retail sales 
household, and drug sales. For food alone, Taunton families spent $1,087 or $207 more than the average U.S. family. 


The Gazette... 


market . 


. With $5,172 per ramily income... 


reaching more than 90% 


TAUNTON GAZETTE 


MASSACHUSETTS — (Continued) 


(Continued fre 


City 
New Bedford 
Newburyport 
Newton 
North Attleboro 
North Adams. . 
Northampton 
Norwood 
Palmer... . 
Peabody. . 
Pittsfield . . 
Plymouth... ... 
Quincy... 
Revere. .. 
Salem 


ym. page 
( ounty 


Bristol 
Essex 
Middlesex 
Bristol. .. 
Berkshire 


Hampshire 


Norfolk 
Hampden 
Essex 


270 
10) 


Berkshire. . 


Plymouth 
Norfolk 
Suffolk. .. 


. Essex sees 


JM 


Pop 
(in 
thous.) 


POPULATION 
we 


~| GM 


NUMBER OF OUTLET 
FHR;) A 


D 


EFFECTIVE ee 


D INCO 


ESTIMATES- 1962 


of Taunton’s families. . 


has the top buying power of Bristo] County’s three largest markets. 


. and in food, furniture- 


. gives you solid coverage of this plus-income 
.. enables you to do a really profitable selling job with a moderate size advertising. 


Represented by The Julius Mathews Special Agency, Inc. 


City 
Somerville. ...... 
Southbridge... . 
Springfield. . . 
Taunton 
Wakefield. . . 
Waltham. 
Watertown. . 
Webster... 
Wellesley. . 
West Springfield. 
Westfield. .. . 
Weymouth... 
Woburn. 
Worcester 


The “SM” symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT. 


| Pop. 
| (in 


County jthous.) 


Middlesex. . 
Worcester...... 


.Hampden. . 
. Bristol 


Middlesex 


. .Middlesex.. . 
. .Middlesex 


Worcester. . .. 
Norfolk 
Hampden... . 
Hampden 
Norfolk a? 
Middlesex. . 
Worcester 


RETAIL SALES—1952 
SM ESTIMATES 


_NUMBE R OF OvTI ETS 


| GM | FHR) A 


nil san 


Dp 
47 
10 


25 
13 
71 77 
27 14 
9 8 
23 27 
17 18 
9 
11 
11 
19 
15 11 
10 9 
91 71 
SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Counrias FIVE STORE GROUPS = =——~S 


in thousands of dollars —add 000) | 


CITIES % | Fa o, 


AFall River 
Taunton 
Attleboro 
North Attleboro 


Dukes 
Essex 
Lynn 


A and A 


‘| 
E4 


01 


18 


101 


9 


Li 


0725 
0261 
0155 
0080 


-0036 
.3387 
0648) 


(thou- 


sands)! of 
"v 


6,206 
819,521 
164 , 823 


160. 2 89. 6 
30.3 


See end of state for SM Metropolitan County Areas. 


. S.A. 


-0027 1,089 3,448) 
-3530 1,540 5,116 
-0710 1,617 5,440 


™ SM, 


| Per | Per 
| Cap- | Fam- 
ita ily 


of 


0680 1,385 4,698 
0247 1,400 5,172 
0168 1,602 5,260 


0080 1,478 4,993 


120,996 
40,306 
21,803 
15,894 


7,656 
545,974 
121,805 


1953. 


rl ye ! 
General | Furn.- | Auto- | 
House- 


Mdse. 


0740 
0246 


0133 
-0097 


-0047 4,253 
3338 
0745 


34,843 
9,64 24) 


3,408 


motive 


14,398 
5,283 
3,616 
1,271 


658 
66,895 
17,838 


Buying |Qual- 
Power 
Drug 


3,755 
1,503 
639 
398 


aul 
16,659 
3,378 


Before using these figures, see explanation page 11. 


LYNN 
DAILY 


REPRESENTED BY SMALL, BREWER, & KENT, 


INC., NEW YORK 


Circulation Figures You Can Trust! 


/ 


CHICAGO + BOSTON - 


ITEM 


SAN FRANCISCO - 


.. The Only ABC Newspaper in Lynn, Mass. 


LOS ANGELES 


SALES MANAGEMENT 


FALL RIVER 


RETAIL SALES TOTALED 
$120,996,000.00 IN 1952 
) 


RETAIL SALES OF $120,996,000 IN 
1952 INDICATE THE HIGH BUYING 
POWER THIS DIVERSIFICATION HAS 
CREATED. 


egeliiees = 


t eral’ Bore ec a Veet , ent 
a we nw 


SH erald = 


Covering This Rich, Industrial Market Exclusively and Completely 
KELLY-SMITH COMPANY 
National Representatives 


NEW YORK LOS ANGELES 
PHILADELPHIA 


MAY 10, 1953 


CHICAGO 
SYRACUSE 


IN FALL RIVER — DIVERSIFICATION 
OF INDUSTRY IS THE KEYNOTE OF THE 
AREA’S ECONOMY. MORE THAN 300 
MANUFACTURING PLANTS PRODUCE 
ARTICLES FOR EXPORT, AND THE DO- 
MESTIC MARKET. 


$120,996,000 


$108,666,000 


1948 


1952 


ONE NEWSPAPER — THE HERALD 
NEWS — EFFECTIVELY COVERS THIS 
RICH INDUSTRIAL MARKET — WITH A 
COVERAGE OF OVER 92% IN THE FALL 
RIVER ABC TERRITORY. 


DETROIT 
BOSTON 


SAN FRANCISCO 
ATLANTA 


Check These Important Selling Factors and Then Specify 
THE HAVERHILL MASS GAZETTE 


STEADY HIGH EMPLOYMENT. Al! Haverhill industries \ COMPLETE COVERAGE. Nearly every family in the 
Haverhill City Zone reads and prefers the Gazette. No com- 


are going full blast with virtually no unemployment. . ; 
bination of outside papers will give adequate coverage. 


LOCATION. One of the principal cities in Essex County 
one of the 50 wealthiest counties in the U. S. 


HOME INFLUENCE, The Gazette recognizes the desire 
of its readers for local news and features of daily happenings 
in all towns in its market area. 


| CONCENTRATED. There is little waste » cove waa iittala. tie ‘ 

RATED. There is little waste in the coverage =; SPENDABLE INCOME. The year 1952 registered further 
of the Gazette, Our circulation is concentrated in a radius gains in effective buying income of Haverhill families accord- 
of approximately five square miles. ing to Sales Management. 


You Can Build and Maintain Your Sales in Haverhill Through the Columns of 


WARD-GRIFFITH CO., Inc. THE G AZE’ TE GEO. W. McLAUGHLIN 
National Representatives Adv. Mer. 


M ASSACHUSETTS— (Continued) / Er 


a eea te , 7) SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


wee NG 
a4 iD ESTIMATES 1962 @D ESTIMATES CONTROLS 


COUNTIES ES | | | FIVE STORE GROUPS 

Ur- — (in thousands of dollars—add 000) 

CITIES %y Fami- | bani- Net % Per | Per Buying |Qual- 
lies | zation] Dollars of |Cap-|Fam-| (add of | sax Sales | ! } Power | ity 
hou- | % (add U.S.A.) ita | ily 000) U. $. A.) Per | General | Furn.- Quota | In- 
of 000) | Fam-| Food | Mdse. | House- i dex 

} ily | Radio | 


Haverhill 0307 68,964) .0297 1,431 4,660 52,294 0320 17,645 4,832 4,014 7,566, 1,104 -0306 100 
Lawrence 0506 3.4 112,577 0485, 1,416 4,710 108 934 0666 29,474 6,642 8,713 11,396 3, 510 0544 108 


© SM, 1953. Before using these figures, see explanation page 11. 


Sales Management’s 


1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


All Metropolitan County Areas clearly defined. 


Shows 2. Special markings denote counties whose retail sales per family 
exceed the average for the U. S. 


at a glance 3. County names... for all U. S. Counties . . . most legible of all 
the many outline maps we have seen. 


comparative 4. Differences in retail sales volume indicated by County shad- 
Retail Sales Strength Red—for counties with $100 million or more. 

Green—for counties with $50 million to $100 million. 
Yellow—for counties with $25 million to $50 million. 


of every county Blue—for counties with $10 million to $25 million. 


27" x 41" 5. 1570 cities with retail sales of $20 million or more. 


. City populations indicated—(as of January 1, 1953). 


. in 6 colors meer _ 
. Special blown-up projections of all congested small-county areas 


with county lines and names clearly indicated 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 
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” 
HAMPSTEAD Sarto, | SEABROOK 
AeNTOn acer Hey copy 
\) 
Ay a AMESBURY 


y f h 
Ns 4 $ 
tt ' MERRIMAC or eac 
Y tT * 
Dn eAetielaals 


e's . si f 
HAVERHILL 
\ | 
iy ‘ | a 


persons 


—that’s the EAGLE - TRIBUNE 
+a coverage in the Lawrence 
noRT Ny ABC city zone. 


RS 
& READING ABO City Zone 
SS Population 125,936, 


Retail Trading Zone The Lawrence Eagle-Tribune 
aaa ct is the LARGEST newspaper in 
Essex County, Massachusetts 


| AW 50,000 watts g 


e 
BEST 


COST-PER-THOUSAND 


BUY IN BOSTON 


Mm MH MMmC6O80 KILOCYC LS. i Hy i 
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od 
385 


$188 
above U.S. 
per capita 


$13 


Newburyport grocers rung up $6,384,000 in food 
sales last year—$2,712,000 above average volume! 
A big 74% plus! * 


To sell this big-quality potential . . . which few 
if any mass markets can offer . . . you need the 
Newburyport News — whose localnews appeal 


Newburyport, Mass. 


NEWBURYPORTS FOOD SALES 


above the State 
per capita 


NEWBURYPORT NEWS 


Represented by The Julius Mathews Special Agency, Inc. 


4 $119 


above Essex Co. 
per capita 


makes it an intimate of practically every local 
family. No outside paper can match the coverage 
and readership of the News. 


* Another big plus—Total retail sales are 23% 
above the U.S. average. 


Philip S. Weld, Publisher 


MASSACHUSETTS — (Continued) 


POPULATION 
JSM ESTIMATES 
1/1/53 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES — 1952 
COUNTIES 
Ur- 
bani- 
zation 


CITIES Fami- 
lies 
thou- ‘ 

sands) of 


Net 
Dollars of 
add U.S.A. 
000) 


Per Per 
Cap- Fam-| 
ita ily 


Metropolitan Area 


Salem 0296 1,633 5,730) 


-0160 1,446 4,766 
0201 1,587 5,302 
0084 1,353 4,532 
0161 1,602 5,655 
0157 1,462 4,940 


0268) 
.0164 
.0187 

0092 

0148) 
0159 


58,759 
37,175 


§ 659 


Gloucester 
Beverly 
Newburyport 486 
37 , 322 


36 556 


Peabody 
Methuen 


Danvers 


5 201 0109 1,556 6,632 


© SM, 1953 


The ‘‘SM"’ symbols mark criginal, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES —1952 


JM ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars —add 000 
" Buying Qual- 
| Power ity 
General 
Mase. 


Furn.- Auto- 
| House- motive 


Drug 
0413 
0182 
0149 
-O113 
.0098 
.0084 
0079 


-0326) 122 
-0167) 
-0183 
0094 
-0140 
0136 


oO0g9 
Before using these figures, see explanation page 11. 


Sales Management shows that Gloucester is con- 
sistently on the plus side in important sales cate- 
gories. It ranks well ahead of its State population 
rank in total retail sales, food, general merchan- 
dise, furniture-household-radio and drug sales. 


Gloucester stands out as a very profitable buy for 
drug advertisers . . . with drug store sales 47% 


Gloucester, Mass 


GLOUCESTER . . . Where Plus Buying is a Habit 


GLOUCESTER TIMES 


Represented by The Julius Mathews Special Agency, Inc. 


above the national average. And 
tisers . . . 43% above average! 
furniture and household products 


for food adver- 
Not to mention 
..- 40% above. 


This stable, progressive market is covered com- 
pletely by the Gloucester Times—the local daily 


Gloucester people live by . . . and shop by. 


Philip S. Weld, Publisher 


Wholesale sales data for the important wholesale centers in each state start on page 113. 


SALES MANAGEMENT 


MASSACHUSETTS— (AVRSEERENE) sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING 
POPULATION INCOME — 1952 RETAIL SALES — 1952 


COUNTIES ESTIMATES 
BYD 5/1/53 YD estimates BYP ESTIMATES in thousands of dollars 
CITIES pe 


Total (in Families (in | Net Dollars Dollars (in General Furniture- | 
h di th d (in th d i Food Merchandise 


Salem A ; a d . ° : 7,701 . 

Beverly : ’ j ; ; ' 1,206 | , 4,801 
Peabody. . ‘ ' s J : ‘ } 1,924 
Danvers ‘ : 3 ‘ , ° } 1,342 
Marblehead ' ; r | : , ; 437 
Ipswich : i ' j : ; 541 
Manchester } 262 
Middleton 
Essex 
Rowley 
Wenham 
Topsfield 
Hamilton 
Boxford 


“~Aa—— — — Ww NP 
-ocowowecdcs 


Salem City Zone 


THE SALEM CiTY ZONE MARKET 
IS GOING GREAT GUNS 


ry - . . . ‘ . | 
The 41,700 families in the Salem City 
’ SALEM, MASSACHUSETTS i 


Zone are going great guns—making lots CITY ZONE 
pole = 5 149,000 POPULATION — 


of money and spending it. elects Ms 


Retail sales totaled $154,713,000 — 
; Boxroro 
28° of the entire county. Food sales for 
example, averaged $1,145 per family 2 
, \ TOPSFIELE 
compared to $1,073 for the state. | 


| 


1952 income reached $232,291,000. 3 


There’s a big surplus of unspent money —— 


that assures success for your 1953 sales 
program. This high income and sales 
responsive market can be reached profit- 
ably only through the Salem News. It’s 


the market’s home newspaper. 


SALEM EVENING NEWS 


SALEM, MASS. 


Represented by 


The Julius Mathews Special Agency, Inc. 
MAY 10, 1953 


Let's Look at the Record 


Here’s how the Holyoke City Zone market has grown sales-wise in just 


one year. The following figures tell more than a thousand words, 


Increase 
1952 over 1951 


Dollar % 
+-$18,996,000 +-12% 
+ $165 +12% 
+ $590 +12% 
+-$9,583,000 -+ 9% 
|-$3,779,000 412% 
+ $240,000 + 4% 
+$919,000 +16% 
$1,013,000 + 7% 
+ $266,000 +. 7% 


1952 
$180,787,000 
$1,556 
$5,493 
$114,357,000 
$35,151,000 
$6,488,000 
$6,504,000 
$15,291,000 
$4,338,000 


1951 
Total Income $161,789,000 
Per Capita Income 

Per Family Income 

Total Retail Sales 

Food Sales 

General Merchandise Sales 
Furniture-Household-Radio 
Automotive Sales 

Drug Sales $4,072,000 
The Holyoke City Zone, including Holyoke, Chicopee 


The Transcri t-Te le gram foing into 80 € of the 
} e z 
and the Hadle ys : offe rsa compact, easily reache d mar- 


homes, is the big reason why sales volume keeps 


ket where your advertising pays off in sales. going up year after year. 


The HOLYOKE TRANSCRIPT-TELEGRAM 


HOLYOKE, MASS. 


32,900 families 26,042 Circulation 


Represented by The Julius Mathews Special Agency, Inc. 


The “SM” symbols “mark “original, exelu- 
sive estimates by SALES MANAGEMENT. 


MASSACHUSETTS— (Continued) _ 


POPULATION 


COUNTIES 
CITIES 


Franklin 
Greenfield 
Hampden 


ESTIMATES 
JM 1/1/83 


Ur- 
bani- 
zation 


Fami- 
lies 
| (thou- f 
sands)| of 


EFFECTIVE BUYING 
ME 


SM Inco 


ESTIMATES—1952 


RETAIL SALES—1952 
ESTIMATES 


~~ FIVE STORE GROUPS ssi 


Cap- | Fam- 
1U.S.A.| ita | ily 


| 


-0307 1,323 4,287 
O114 1,494 5,396) 
- 2647 1,618 5,566 


-0367 3,615 
0211! | 
.2688 3,983 


(in thousands of dollars—add 000) 


| General 
Mdse. 


4,024 
3,212 
39,753 


16,444| 
8,176 
116,526 


Auto- 
motive Drug 


Furn.- 
House- 
| Radio 


10,170, 1,226 
7,612) 699 
65,237) 14,343 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


| 


_] Buying |Qual- 


-0332, 97 
-0143) 127 
2614; 108 


Adpringtield 
Allolyok« 
Chicopee 
Westfield 

West Springfield 


A and 


x 


a AS 


Dia tneeniall 
“Publisher's Statement poo | 
3-31-53 


269,900 
81,141 
83,621 
34,598 

$3,312 


1163) 1,602 5,508) 
0350 1,478 4,888) 
0360 1,633 6,287 
0149 1,587)5, 406 
0144 1,571.5, 461 
A See end of state for SM Metropolitan County Areas. © SM, 


1513 
0457 
0197 
-0162 
0134 


57,899 
22,441 
10,611 

5,713 


7,422 


31,573 
5,831 
544 
868 
315 


36,694) 7,971 
8,659! 3,015 
5,332) 1,117 
4,876, 658] .0151| 109 
5,380! 4621 .0139] 103 


Before using these figures, see explanation page 11. 


.1250} 117 
0382] 109 
.0304} 93 


0349 
0326 
0139 


O15 


The Same Sweet Story Year After Year 
=— Leading The State as Usual 


Again in 1952 Greenfield led all Massachusetts year-round markets 
in retail sales per capita with $1,950. That's 87% above normal 
volume. Yes, it tops the great city of Boston by $336. 


Why not join our happy sales family through regular advertising in 
the 


A. 
1 422°— 


~ 
~ 


‘\ 
= 
a 
- 


Greenfield Recorder-Gasette 


ABC Cir. 12,312” 


New York, Boston, Chicago 
San Francisco, Philadelphia, Los Angeles 


4 


J\ 


Rate 9¢ a line — Color 13¢ a line 


LI RUTHMAN 


388 SALES MANAGEMENT 


Here's Why Yankee Food 
Merchant Is First In the 
New England Grocery Market 


Largest Circulation in New England—Yankee Food Merchant is 
read by the top 14,000 independent and chain operators and executives 
as well as the leading wholesalers and brokers. 


Greatest Editorial Coverage—Yankee Food Merchant is first with 
the complete news of all important events in the New England grocery 
market in addition to direct reporting of affairs throughout the nation 
that may affect the New England market. Yankee Food Merchant also 
has its own staffmen in Washington, New York and Chicago. 


Tops in Pictures—Yankee Food Merchant prints more photos about 
what’s happening and who’s who in the New England food industry than 
any other grocery publication—national or local. 


First in National Advertising—Yankee Food Merchant carries more 
national advertising than any food publication in New England. Adver- 
tising and sales managers recognize Yankee Food Merchant as an essen- 
tial sales tool to successfully sell the $1,800,000,000 New England gro- 
cery market. 


CCA! 
BILL 
/ BROTHERS 


// PUBLICATION NB) P 


YANKEE FOOD MERCHANT 


The Newspaper of the New England Food Market 
376 BOYLSTON STREET BOSTON 16, MASS. 
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In Waltham the Big Story Is 
INCOME and COLOR 


The Waltham market offers you a solid concen- The Waltham News Tribune now makes it possible 
tration of high-income families . . . in communi- to increase your advertising impact on these pre- 
ties famed for gracious home-living . . . Waltham ferred families . . . with 

with $6,353 family income . . . Newton with 


$8,200 . . . Watertown with $7,259 . . . Belmont 4 SEPARATE COLORS AVAILABLE 


with $6,855. DAILY 


Use the News Tribune to Realize Your Full Potential in Prosperous Middlesex County 


Che News-Cribune 


Waltham, Mass. A. T. Skakle, Publisher 
Represented by the Julius Mathews Special Agency, Inc. 


M A S S A C H U S E T T S —_ (Continued) The ‘‘SM'’ symbols mark original, exelu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
INCOM 


ESTIMATES ING 
JM 1/1/53 ESTIMATES — 1952 ESTIMATES CONTROLS 
COUNTIES | FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000 
Fami-  bani- Net Per Per Dollars ty Buying Qual- 
of lies zation] Dollars Cap- Fam- add of Sales Power | ity 
. 8. A. (thou- add U.S ita | ily 000 S.A. Per General Furn.- Auto- Quota | In- 


sands of 000 Fam- Food Mdse House- motive Drug dex 
County ily Radio 


CITIES 


Metropolitan Area 


Palmer 9 4 On3 » 14.476 0062 1,462 5,170 l 158 OORT 563 525 2 971 345 
Hampshire y , 0573 2 62.8 119,043 .0513 1,323 6,044 ’ 0444 3,076 3,898 2,875 10.549 2,164 


Northampton 29.4 0190 7 12,780 O84 1,431 6.111 12.799 0200 2,246 1,319 5 O74 OM 


Cambridge 3 0785, 33. 182,233 0785 


178 5,376 l 633 ORS4 7 9 21,044 1, 763 1.773 4,070 
Lowell ) 0627 28.1 138,073 O595 


400 4,914 7 o701 ; 10,439 }. 56 0.722 2.941 


Middlesex ’ 6946 2 1,834,322 .7903 1,680 6,030 2 -5766 3,101 : 64,743 39.335 146.047 33,781 
! 
| 


Somerville o3 (656 on § 171,628 0739 1,665 6,022 76.42 O467 27.955 4 133 > 37 j 4 2.94] 


Malden 1.6 0302 7.6 102,544 0442 1,665 5,826 y2 O384 2 3 1.928 


Newton 0537 22 .{ 7,77 OS809 2 

Wadtham { O314 2.7 4 0348 1,633 6,35 5 { t 16 10,596 2,366 th, SOF 2 OS4T 

Medford 7. 0432 2 27,77 0550 1,882 7,02 ; 
I 
1 
1 


295 &. 200 62.17 O380 23.6! 92 


O446 
Watertown 18.7 0246 2 74,0465 0319 1.913 7.259 57 7 646 O67 0283 


Framingham 20 ¢ oro > x Oso 100 5. 106 9 7Al » 2 3.117 


0201 


Everett 0209 1% 78,2 337 


© SM, 1953 


65 6,018 01 11,545 1,471 1,836 1.621 573 O284 
Before using these figures, see explanation page 11 


Test Accurately ... Economically ... in Northampton 
Ideal Test Market 


NORTHAMPTON IS the national market in capsule and sales factors balance out in a quality of market 


form ... reflecting the variations in living standards, index of 100—a faithful image of national marketing 
buying habits and income that affect the results of 
your national advertising 


LOCAL STORES serve industrial wage-earners, in a GET AN ACCURATE preview of the national re- 
variety of industries . . . service trade and professional action to your advertising at truly low Cost... by 
people .. . farmers . . . and students and faculties of testing through the Hampshire Gazette—covering 759% 
several colleges. Northampton’s population, income of the area’s homes 


Income $42,780,000 Retail Sales $32,792,000 
DAILY HAMPSHIRE GAZETTE-—Northampton, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


conditions. 


Gross Cash Farm Income by States and Counties begins on page 79. 
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IN THE LOWELL MARKET 


THE LOWELL SUN 
GETS YOU MORE 


MORE COVERAGE . . . MORE READERSHIP ... MORE SALES in the rich, growing 
Lowell market, both city and trading area. The city of Lowell alone has an effective buying 
income of $138,073,000, a 7.5% gain for 1953 over the same period a year ago; retail sales of 
over $114,000,000. Add another $30,000,000 in retail sales and you have all the northern 
portion of Middlesex County, the Lowell Sun’s trading area. . . 


THIS IS YOUR LOWELL MARKET . . . but it’s yours only if you buy 


wisely, through the only medium that covers it completely .. . THE LOWELL 
SUN 


IN THE LOWELL CITY ZONE IN THE LOWELL TRADING AREA 


(the Northern portion of Middlesex County) 


0 Oo MO th th - 
2 To RE ncn ‘08 : su 19% MORE coverage than the combined cir- 
bined circulations of all Boston newspapers, morning and , : . 

: ee ‘ : ae? culations of all Boston newspapers, morning and evening 
evening combinations, including duplication. 


combinations, including duplication. 


62.8% MORE th wie 
tion “he of The Raut idee ‘ainahins aaah cuit 32.3% MORE coverage then @ combine- 


Globe and Record-American. tion buy of The Herald-Traveler, morning and evening 


Globe and Record-American. 
71.1% MORE h binoti 
buy w The Herald-Traveler, sia poo sada Ge 38.3% MORE coverage than a combina- 


and Post. tion buy of The Herald-Traveler, morning and evening 


83 2 MORE Globe and Post. 
% h bina- 
tion ie of The iiculatlautee ond Guha, enichn per 51.6% MORE coverage than a combination 


evening. buy of the Herald-Traveler and Globe, morning and 
evening. 


DUNSTABLE 


PEPPERELL BONUS e « « you'll find the 


TYNGSBOROUGH - 
E answers to more sales, more effec- 
LOWELL tive coverage with this city and 
- TEwKseury 
county analysis of newspaper circu 
WESTFORD . » Cmumeron lation . “Lowell Sun vs. Boston 
+ SHIMEY we ” 
_ iia Newspaper Coverage.” Prepared by 
ee BILLERICA Story, Brooks G Finley, Inc. 


GROTON 


LITTLETON 


CARLISLE BURLINGTON WRITE FOR YOUR COPY 


THIS IS ci TODAY .. . FREE 
YOUR MARKET 
THE RICH NORTHERN 


MIDDLESEX COUNTY AREA 


Completely Dominated by ~ THE LOWELL SUN, Lowell, Mass. 


Represented by Story, Brooks and Finley, Ine. 
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For Oatmeal or Automobiles... 


The Enterprise-Sun 
Formula for Profits 


In Marlboro-Hudson staples sell fast . . . steadily. High wages in many local industries 
are invested largely in happy family living . . . for food, clothing, drugs, household 
comforts, home entertainment. 

Income is above the national per capita. So are retail sales. Food sales top the U. S. per 
capita by $115 — more than 45%! 

To sell this “staple” market . . . use the Enterprise-Sun. These two localnews papers 
cover the market at surprisingly low cost—with excellent results. 


To sell both staple and higher-priced optional products . . . add the five-town weeklies 
of Concord, Maynard, Bedford, Acton and Sudbury. For very low additional cost they 
help your sales messages get welcomed in the truly fine homes of these communities. 


Get full details on the Enterprise-Sun and Five-Town weeklies “Formula for Profits’’. 


Marlboro Enterprise—Hudson Sun 
Marlboro, Mass. 
Represented by The Julius Mathews Special Agency, Inc. 


a ‘ . ' The “SM” symbols mark ori inal, ‘exelu- 
MASSACHUSETTS — (Continued) sive estimates by SALES MANAGEMENT, 
” i ~ | SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 

al IN 
BYD 1/1/83 BY ESTIMATES 1982 BYLD estimates CONTROLS 
COUNTIES _ : : rN Seen | 7 i ; ~~ FIVE STORE GROUPS 1 l 

(in thousands of dollars —add 000) 


Per ‘ ss ar _____] Buying |Qual- 
| | a ity 


| | Ur | 
CITIES % | | Net Yo Per | 
( | Dollars of Cap- | Fam- 
(add |U.S.A.) ita | ily 
000) 


| 
| General Furn.- | Auto- 
Food | Mdse. | House- | motive | Drug 
| Radio 


Arlington ! 0291 ,453| .0355)1,8046,492] 28, | 10,548 77 955| 6,818] 1,126 
M arlboro- | | | | 

Hudson 7 0157 ! 7,367) 0161\1,513 4,858 +62 016 9,133 487 1,801 +, 983 640 0161 
Woburn ‘ 0132 ! 34,298 .0148/1,649 6,351 ,664| .0126] ; 451 735 659] . 0138) 
Belmont 28.2| .0179 842) .0236)1,945 6,855: 3,597, , 310 569, 1,475} .0188 
Wakefield : 0130 5.7 37,127} .0160)1,820 6,514 9) 011% 473 600 237 587 0140 
Marlborough ’ 0104 4 ,843) 0107 1,524 5,070 7,83 0106 5,742) } 1,152 580 414 0107 
Melrose... 27 .0178} 55,546) .0239'1,991 6,858 442) .0107 2 165 940, 709) .0187 
Natick 2 0130 5.9) 29,830! .0129 1,462 5,056 3,353! 2 36 1,389 688 5711 0115 


— hh OO Ww & 


™ SM, 1953 Before using these figures, see explanation page 11 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 


quotas, farm income and value by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to the copyright owner, SALES MANAGE- 


MENT, INC, 


SALES MANAGEMENT 


According to tabulated mail response 


your message on WBZ can now reach 


2,410,227 sor ramuses 


@ For spot action in New England, you'll be ahead 
with WBZ, the 50,000-watt WESTINGHOUSE station 
in Boston. Synchronized with WBZA, Springfield. 
NBC affiliate. 


WESTINGHOUSE RADIO STATIONS Inc 
KDKA + WOWO + KEX «© KYW © WBZ + WBZA + WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for 
WBZ-TV, NBC Spot Sales 


T * ” S “ee q " . 

bm estimates by SALES. MANAGEMENT. M A S S A Cc H U S E T T S — (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES~—1962 ADVERTIS- 


ESTIMATES INCOME ING 
GID V1's3 BYP EsTIMATES—1952 ESTIMATES CONTROLS 
sa pice, wi ona ? FIVE STORE GROUPS ‘ | 2 


; — 
| Ur- (in thousands of dotlare—add 000) 
| banl- | J i, t , a Ts 1a Buying |Qual- 


COUNTIES 


CITIES y 
| zation F é | | | Power 
Y, (add |U.S.A.) ita | ily . S.A. | General | Furn.- | Auto- 

of 000) | | Mdse. | House- | motive 
County | j | Radio 


Metropolitan Area 


ee - - — } —| 

Nantucket .. ° e il 83.3 4,193 .0018 1,198 3,812 ° 269) 318) 874 

Norfolk ‘ ° -0| 79.2 768,875 .3312 1,867 6,628 ° , 065) ‘ -205) 13,226; 67,569 
Quincy... 86.2) .0548 : 163,571} .0705 1,898'6,569 .0662 | 34,916 797 4,182] 16,771) 2,97 0661) 
Brookline 382) 155,209, .0669 2,583.9,130) -0392 20,15 743 3, 423) 16,142) 2,78 .0529 
Wellesley 4 ° - 57,831! .0249,2,629 9,639 .0176 5 51e 871 518) 5,872 q 0205 
Norwood 7 ; 30,112) .0130 1,711)6,407 -0129 714 1,250 3,150 : -0126 

Weymouth 34.7 ) 54,524 0235 1,571.5,345 0119 5.87 605 858 4,503 56 0197) 89 


© SM, 1953 Before using these figures, see explanation page 11. 


Not a REview . . . but a PREview 


of next month’s retail sales volume in 200 cities. In every first-of-the-month issue SALES MANAGEMENT 
forecasts what the month's retail sales will be in more than 200 leading U. S. cities. We give the sales 
volume, the percentage of change from the same month last year and its relation to the national change 
for the same period. The Survey of Buying Power gives you sales for the latest complete year. In be- 


tween Surveys, “High-Spot Cities” alerts you to changes in the making . . . each month. 


MAY 10, 1953 


in New 
England 


In the dozen years since the 1940 
Census, New England's popula- 
tion has increased 8.6°/,. Only 
ONE daily newspaper paced that 
trend with an increase in circu- 
lation with 12.9°/, more 
readers delivering more proof to 
advertisers of the robust reader- 
acceptance of 


— The LARGEST 5/ 


TABLOID 
NEWSPAPER 
in AMERICA 


12-YEAR CHANGE 


POPULATION in five 

New England Stetes 
CIRCULATIONS of 

Boston's Daily nonpneen ad 


Figures from ABC 
Pub. Stets. 9/30 
Each Year 


"BOSTON RECORD-AMERICAN 


Represented Nationally by HEARST ADVERTISING SERVICE 


MASSACHUSETTS ~— (Continued) 


COUNTIES 
CITIES 


Braintree 
Dedham 
Needham 


Plymouth 
Abrockton 
Plymouth 
Middleborough 

Suftotk 


A and ¢ 


D2 


Metropolitan Area 


18 


POPULATION 


ESTIMATES 
JM 1/1/83 


Total 
thou- 
sands 


196.4 
65.0 
13.7 
10.4 
896.3 


Fami- 
of lies 
U.S. A. (thou- 

sands 


0156 6 
0125 5 
0109 


. 1250 


a 


Ur- 


bani- 
zation of 


of 
Count 


5 


4 


5.0 


59.6 57.9 


O4l4 19.9 


008 
0066 


.5703 


t4 
255.3 100.0 


See end of state for SM Metropolitan County Areas 


EFFECTIVE BUYING 


INCOME 
ESTIMATES. 1952 


Per 
Cap- 
ita 


Per 
Fam- 
ily 


Dollars 
add 
S.A 


y 


0204 1,929 7,271 
0153 1 


O71 2,302 7,920 


35,543 


19,602 


804 6,582 


278,113 .1198 1,416 4,666 
94,024 0405 1,447 4,725 
17,906 0077 1 
15,044 
1,408,374 


307 5, 266 
447 4,701 } 
6067 1,571 5.5171 1,375,513 
©) SM, 1953 


0065 1 


.1240 3,404 
O528 
0097 
OO71 


8409 5,388 


The “SM” 


symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


RETAIL SALES--1952 
ESTIMATES 
FIVE STORE GROUPS 


in thousands of dollars add 000 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase. 


5,041 
4,503 


4,949 


584 


285 


61,462 


24,081 


11,970 
7,741 
5,562 971 178 


70 42 673 1,140 


315.256 294.225 72,511 117.806 37,454 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power _ ity 
Quota In- 

dex 


O158 101 
0124 ay 
O130) 119 
-1221 98 
0444 107 
OO85 «98 
102 
117 


0067 
.6697 


Before using these figures, see explanation page 11 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as 


well as IBM listings of data in the “Survey of Buying Power”, regrouped ac- 


cording to your sales territories, may be obtained from Market Statistics, Inc., 


432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


HE okayed Roanoke, Passaic, 
Newark, Appleton, Utica and Gary 
for a place on the newspaper list... 


How did you make out? 


SALES MANAGEMENT has just confronted sales 
executives of thirty different kinds of products with 
newspaper advertisements run by their companies 
in thirty-two cities (including those above). We 
. . got these answers. 


asked four questions . 


(1) Were you consulted before X newspaper was put 


on the list for this ad? 
YES 73.8% 


on media . 


No 26.2% 


These answers emphasize something you’ve run 
across yourself any number of times . 
that’s established beyond doubt by impartial sur- 
veys and corporate organization charts—namely, 
that the sales executive is the top company author- 
ity on advertising matters. 


. . something 


He has the last word 


. and must be sold. 


SALESMEN CAN'T SELL HIM 


Will you be consulted when the contract is up for 


renewal? 
YES 79.5% 


Do your branch or district managers have a voice 
in your newspaper advertising? 


YES 87.3% No 


SALES MANAGEMENT is 
the only magazine edited spe- 
cifically for the sales execu- 
tive ... and provides through- 
out the year both the know- 
how of his job and the local 
market data that shows him 
where he can most profitably 
apply his know-how. (No 
wonder SM’s subscription re- 
newal is currently 81.8% ... 
and at $8 a subscription!) 


* Lyndon Service reports. 


333 North Michigan Avenue, Chicago I, Illinois ¢@ 
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No 20.5% 


12.7% 


But your salesmen can’t sell him because he doesn’t 


No other magazine in the 
sales and advertising fields 
gives this twofold guidance. 
SALES MANAGEMENT, 
in fact, is the only one of 
these magazines to which 
both sales and advertising ex- 
ecutives can turn for data on 
local markets. 


This twofold editorial service 
is just one reason why 


386 Fourth Avenue, 


. see salesmen. 
executives answered our fourth question: 


-asarule. . 


NO 74.6% Yes 


Here’s how these 


(4) Doyou,asarule, see newspaper space salesmen? 


25.4% 


SALES MANAGEMENT 
carries advertising year after 
year from more newspapers, 
radio and TV stations... 
more LOCAL media. . . than 
any of the other magazines. * 
We’ll be happy to give you 
many other reasons—along 
with the complete story on 
this current survey on news- 
paper selection. 


New York 16, N. Y. 


15 East de la Guerra, P. O. Box 419, Santa Barbara, California 


tons 
HE/RALD-TRAVELER 
il first again in 1952 


for the 26th consecutive year 
with 


Boston |  __ 26,400,388 


lines 


e : : — The Boston Herald-Traveler 
ii total for 26 years has always been 


first choice in Boston for local 


paid and national advertisers. 
ae “ Represented Nationally by 
aver | ISINZ George A. McDevitt Company, 


highest in Boston. 


¢ The John Hancock Building, 
Vie. a 


M A S S A c He U S t T T S — (Continued) The “‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES —1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 @D ESTIMATES—1952 ESTIMATE CONTROLS 


| | FIVE STORE GROUPS | 
Ur- | | Coun- | (in thousands of dollars—add 000) | 
CITIES Total ; | Fami- | bani-} Net % | Per | Per = Pee | 
thou- of lies jzation| Dollars | of Cap- | Fam- of Sales | | | | Power | ity 
sands) U.S.A.) (thou-| (add =U. S.A.| ita | ily U.S.A) Per | | General | Furn.- | Auto- ta | In- 
sands) | of 000) | Fam-| Food | Mdse. | House- | motive | Drug dex 
| County | ity | Radio 


COUNTIES 


A Boston 804.0 5116; 225.8 1,238,058; .53341,640/5,483] 1,208,127, .7936) 284,447; 291,827 
Chelsea 39.6 0252 10.7 58,527 


69,595; 105,078 33,751]  .6071| 119 
-0252) 1, 4785, 470) 42,942 0263 18,469) 1,575) 2,076 5,861) 1,753 ‘ 

Revere 37.8 0241) 10.5 61,142) .0263 1,618)5,823 25,277 O154 9,562! 500! 476 5,372) 1,192 0226) 
A and A See end of state for SM Metropolitan County Areas @ SM, 1953. 


Before using these figures, see explanation page 11. 


INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 38 “‘potential’’ metropolitan areas have been 
added, bringing the total number to 225. “Potential” areas are those which 
are near metropolitan status and probably will attain it long before official 
recognition catches up with them. In each case the central city is just short of 
the necessary population figure or is such an important trading center that 


retail sales exceed that of some cities on the official list. 


SALES MANAGEMENT 


BIGGEST DAILY 

GAIN OF ANY 
BOSTON NEWSPAPER 
IN RETAIL 

FOOD ADVERTISING 


IN 1952! 


Average food editorial content in 608 
newspapers, as surveyed by the Bureau of 
Advertising of the ANPA, is 3 pages a month. 
THE BOSTON GLOBE AVERAGED BETTER 

THAN 6 FULL PAGES A MONTH! 


The Boston Globe 


MORNING + EVENING « SUNDAY 
The Only Boston Newspaper With a Total Linage Gain in 1952 


CRESMER & WOODWARD, INC., NEW YORK, SAN FRANCISCO, LOS ANGELES. SCOLARO, MEEKER & SCOTT, CHICAGO, DETROIT THE LEONARD COMPANY, FLORIDA 
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WORCESTER 


HENRY I. CHRISTAL COMPANY 
will tell you why 


The “‘SM” symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 


MASSACHUSETTS— (Continued) 


COUNTIES 


POPULATION 


qv ESTIMATES 
1/1/53 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1952 


RETAIL SALES—1952 


JSM ESTIMATES 


FIVE STORE GROUPS 


ADVERTIS- 
ING 
CONTROLS 


Ur- | Coun- in thousands of dollars —add 000) | 
Per | Per ty _ M Buying Qual- 
| Cap-, Fam-| of Sales | | Power | ity 
ita | ily .S.A. Per General | Furn.- Auto- Quota | In- 
Fam- Food Mdse. | House- motive | Drug | dex 


ily Radio | 


CITIES Total i Y 
(thou- a of 
sands) |U / SA. 


Metropolitan Area 


33,059 85,933 15,499 3639 103 
19,028 40,314) 6,457 1464) 112 
3,944 9,199} 2,008 0316) 115 
0163 7 , 866 2,577 1,071 4,388 979 0139 112 
.0155 ,948 1,317 1,890 4,182 678 0163 103 
0132 5 635 983 941 3,214 635 0126 109 
0121 5,267 1.052 1,285 3, 526 511 O14) 113 


48, 456 
31,867) 
5,514 


-3718 3,799 175,306 
1766 75, 864 
-0394 5,794 


.3628'1,509 5,259 
.1347/1,524/5, 484 815 
.0286 1,540 5,267 489 
.0131|1,556/5, 417 3,713 
.0169]1,571,5,381 25,311 
.0127/1,6175,554 ,627 
0114 1,680 5,900 799 


© SM, 1953. 


Worcester 557.8 
A Worcester 205.1 
Fitchburg 43.1 
Gardner 19.5 
Leominster. . 25.0 
Southbridge. . 18.2 
Milford 15.8 


A and 


O101 


A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11 


wah Hopkinton 


The Milford Daily 


¢ 

.) ° 

» Franklin 
¢ 


ews 
“\ 


-o% 
at 
¢ 


398 SALES MANAGEMENT 


FORECAST 


<=> WORCESTER TELEGRAM ©- 


EDITION 


WORCESTER-New England’s Outstanding 


Marcello to Get _—All-Day Dri S 
co Day D 
DiS’ Ard _ ta ales Opportunity 
Satie To Retake Peak ae i a 
j aPS, 3 


Both Sides Reported 


8 From Area = cs22 S'S ouanteme 
Pass State - — 
Bar Exam 


w the W 


» Title Doub Worcester's record industrial growth — over twice wi Fj Suspicious 
~ Delays Sak the national average rate — is the financial cornerstone pone ITE Causes 
* Of Tax La of the $841 ,950,000* Effective Buying Income in this wes 51000 Damage 
ed. market. The 263 new ‘adustrial companies established om, wats 
here since 1946 contribute over 20 million dollars to A 
the $310,000,000 d salary total earned 
by 108,000 buy-consciou Greater Worcester 
alone. Add to this new growth t 
of the other, older plants - - ari salle 
million dollar grinding machine division - = - Chrysler Cuts 
Gordon's erection of the world’s largest die forging P Prices on 
press --: and the building of two continuous rolling PAI Its C 
mills by Morgan Construction Company. Fm gihnaanng 
me Fest Capture the undivided buy!ng attention of the ;. 
7 Pere so MEMLA, fuse Worc ket’s 160,100° families — who have an ‘ 
aes wart GI TELLS O average E.B. 259" — with regular advertising in 
wy wusaam ¢ : UNTIL AMMUNIT the Telegram- culation of 154,490 and 
a ee 104,308 on Sunday thorou blankets the industrially 
rich, responsive Worcester 


weve Bho 
» 


dn 


*Source Sales Management 1953 Survey of Buying Power; further reproduction 
not licensed 


ne Rede sewed Monde 
All Tits WEEK 


Sco. | CWeReae 

FOURSTAR SHOW [ereeren.' y were out of : WORCESTER, MASSAC 

CAROL SAWYER pga ‘ \ | \ : HU 
JACKIE S00 . ve = ) habe ** ¥ EGRAM George F. Booth, Publisher “— 


JOHN BARRY 4_Me ran ovine yong ‘fort . m 
= ef GALEVIE OLONEY, REGAN & SCHMITT, Inc. 
BS n ” \ National Representat 


LORETTA LYNS t 

p tovety Suneemne : e 

THE MOORS $1.80 
Tamot es FOR Fone 


MESSTER'S |! 


OWNERS | 
OF RADIO STATION WTAG AND wt 
ort yo aa hy +e : 7 


een eel sees 
| Hew te Keone wert 2 
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The “SM” symbols mark : original, “exclu 
_Sive estimates by SALES MANAGEMENT. 


‘SALES AND 
ADVERTIS- 


ING 
CONTROLS 


MASSACH USETTS— (Continued) _ 


RETAIL SALES—1952 
ESTIMATES 
~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| 

ek erie 
) |U. S.A.) i . 8. | General | Furn.- | 

} \County’ } 


| Ag lo BUYING 
NCOM 


TION 
p ESrimares E 
Gu ESTIMATES 1952 


@ 
COUNTIES 
CITIES 


Buying |Quai- 


sands) U. $. A. 


Auto- 


Clinton. . 
Athol 
Webster 


2,220 
,730! 


-0080 1,478)5,173 
-0075 1,462/4,971 


18,622| 
17,400) 
21,370 


.0080) 
.0076} 
.0087} 


12.6| 
11.9) 


16,193 
15,390 


410 
378 


Total Above 
Cities 


State Total. ... 


Per Capita Sales 
Per Family Sales 


MASSACH U 5 E T T ae — Metropolitan County / Areas 


18} 2,931.9 Lepense 835.7 7, 0.8 
69.6 57.9 


Boston 
Brockton 
Fall River- 

New Bedford. 
Pittsfield 
Springfield- 

Holyoke 
Worcester 


| 48 


4 


20] 196.4 


388.8 
1 134.2 


469.9 
557.8 


163 


13.6| 


—— 


| 


- 1260) 


Michigan state map—page 404 


City 
Adrian 
Albion 
Alma... 
Alpena. . 
Ann Arbor... 
Battle Creek.. . 
Bay City. . 


Birmingham 
Cadillac. 
Charlotte 
Coldwater 
Dearborn 
Detroit. . 
East Detroit 
Ecorse 
Escanaba 
Ferndale 
Flint... 
Grand Haven 
Grand Rapids 
Greenville. . 
Grosse Pointe 
Grosse Pointe 
Park 
Hamtramck... 
Hastings 
Hazel Park 
Highiand Park 
Hillsdale 
Holland 
Howell. . 
Ionia 


Iron Mountain 


Alcona 


Hastings 


SM, 1953. 
400 


County 
Lenawee 
Calhoun 


Gratiot.... 


. Alpena. 


Washtenaw 
Calhoun... 


ME sci 
Benton Harbor... 


Berrien. ... 


. Oakland... 


. Wexford..... 


Eaton..... 
Branch 
Wayne. 
Wayne 
Macomb 
Wayne. 
Delta 
Oakland... 
Genesee 
Ottawa... 
Kent.... 
Montcalm . 
Wayne. . 


Wayne 


. Wayne 


Barry. 


| 


Oakland........ 


Wayne. . 


Hillsdale... 
Ottawa..... 
Livingston. .. 


Ionia 
Dickinson 


3,679.4) 2.3414)1,044.8) 


4,791.1) 3.0486)1,381.0) 64.4 


-0092 1,571 5,479 


15,363 


4,485,009) 2.7419] 


6,217,684 3.1898 3,778 1,481,175) 558,220 265,095 


414 416 
| 


| 


239,563 | 541,819, 247,226) 588,770 134,294 


2.5650) 110 


682,381 158,372 


3.2002, 105 


s10.41 84.9 
39.9, 7.2 


134.0) 82.2 
160.1) 74.8 


MICHIGAN— Counties and Cities — oo 


Pop 
in 
thous 


1,913.5} 5, 


27.0 
18.8 
15.4 
32.4 
166.2 
10.0 
179.7 


278,113 


1198 1,416)4, 666 


| 
23461 ,400'4,677 
08991 , 556 5,232 


-3160|1,561 6,474 
3628/1, 508 5, 


NuMBER OF OUTLETS 


GM 
29 

8 

il 


FHR 


A 


oo 
—Oon 
ConmrN He UU 


Ow 


~ 
“N 


0122 1, 2434, 

0079) 1 ,397|4, 852 
0035 
0038, 908 3,1 


752,2,411 


0028) | 799/2, 
-0138)1,167/3, 
0039) 1,397 4 


| | 


202,851 


364 , 889) 
154,634 


612,320 
608, 145 


2231) 3,135) 
0945) 3,876 


3132, 3,823 
-3718 3,799 


a 3,853) ~ 908,871) 408,016] 152, 790) ~ 398,317 100,549] 
-1240) 3,404 


61,462) 11,970) 9,488] 29,558, 5,456 
46,907) 12,204 


24,500! 3,506 


111,936 
42,094 


26,118 
12,915 


24,611 
7,847) 


135,056) 43,651 
175,306! 48,456 


30,253 
33,059 


75,786 
85,933 


16 ,507 


(Other East North Central States: 
Indiana, p. 321; Ohio, p. 510; Wisconsin, p. 665.) 


City 
Ironwood 
Ishpeming 
Jac kson 
Kalamazoo 
Lansing 
Lapeer 
Lincoln Park 
Ludington 
Manistee 
Marquette... 
Menominee 
Midland... 
Monroe 
Mount Clemens 
Mount Pleasant. 
Muskegon . 


Niles.... 
Owosso..... ° 
Petoskey . . 
Plymouth 
Pontiac 

Port Huron.. 
River Rouge 
Royal Oak.... 
Saginaw.. . , 
Sault Ste. Marie 
South Haven 
St. Joseph 
Sturgis. P 
Traverse City... 
Wayne. 
Wyandotte. 
Ypsilanti : 


2,803 
| 2,930! 


15, 130) 


. Lapeer... 


..-Midland.... . 
.Monroe..... 


. Muskegon 
Muskegon HeightsMuskegon 
.Berrien.... 


.. Wayne. . 
.. Wayne. 


-Oakland... 


.Chippewa 


... Wayne. 
.. Wayne. .. 
_Weshtemaw 


2,802) 

2.868 
3,101 

3,717 


2,901) 
3.78 


IMinois, p. 304; 
Pop 
(in 
ijthous.) 


NUMBER OF 
F GM hbo 


48) 7 
21 
143} 
151| 
209) 


County 
11.3 
9.0 
51.4 
60.1 
96.0) 
6.4 
37.6 
9.7 
10.3 
17.7 
11.5 
15.6 
22.7 
17.8 
11.8 
48.6 
20.1 


Gogebic. . . 
Marquette 
Jackson 
Kalamazoo. . 
Ingham 


13} 
4 7 
34 
47 
54 
14 
12) 
22 
14 
11 
10 
15 
13 
15 
14 
45 


Wayne. 
Mason. 
Manistee. 
Marquette 
Menominee 


Macomb. . 
Isabella . . 


15,499) 


2. 00431 “107 
1221) 98 


2337) 94 
0904) 106 


3118) 104 
-3639! 103 


OuTLETS 


11 
10 
13 
14 
8) 
40} 
28 


14.0 
16.6 

6.6 

7.1 
76.1 
36.6 
21.5 
55.0 
95.7 
18.5 

5.9 
10.6 

8.2 
17.8 
11.9 
39.1 
19.6 


Shiawassee 
Emmet.... 


Oakland... 
St. Clair. 


Saginaw.. . 


Van Buren. . 
Berrien. ... 

St. Joseph .. 
Grand Traverse. . 


1,423] 


2,529 
12,083} 


25) 
410 
1,280 


' 
| 


579 
515| 
122) 


6,710) 
5,460 
3,305 


2) 
1,290 
1,20) 


447) 


~ th 
NNN US @ 


we 
ow 


“anna 


Before using these figures, : see ee explanation page nl. 


SALES MANAGEMENT 


CLASS OF SERVICE SYMBOLS 
This is a full-rate DL = Day Letter 


Telegram or Cable- nane 


( 7 7) NL = Nghe Letter 
c incenshehetieniintmamaaieait 
LT «Int'l Letter Telegram 
VLT = Int'l Victory Ler 


W.P. MARSHALL. & ' 


a nm 
ters ps STANDARD TIME STANDARD TIME at point of destination 


" 


BeLLF473 NPR PD=BOSTON MASS 24 608P= 
TOs ALL ADVERTISING MANAGERS 2 


SHOWCASE YOUR PRODUCTS IN THE BOSTON POST AND REACH THE 
FAMILIES WHO EARN AND SPEND $1000 MORE THAN THE ANNUAL 
NATIONAL AVERAGE» THEY LIVE WELL AND LIKE IT THAT WAYe 
BUY THE ONE BEST-READ MOST-READ BOSTON NEWSPAPER THAT 
DELIVERS QUICK PROFITABLE RESULTS» CALL YOUR NEAREST 
KELLY-SMITH OFF ICE= 


THE BOSTON POST= 


THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 


ee 
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* 
4 


Melropolten Areal 


BATTLE CREEK ENQUIRER aw NEWS 


GRAND RAPIDS HERALD LANSING STATE JOURNAL 


Members of Federated Publications 


MICHIGAN— (Continued) 


COUNTIES 
CITIES 


Biy 
Albay City 


Benzie 

Berrien 
Benton Harbor- 
St. Joseph 
Benton Harbor 
Niles 
St, Joseph 

Granch.. 
Coldwater..... 


Calhoun 
ABattle Creek 
Albion 

Cass 

Charlevoix 


Cheboygan 
Chippewa 

Sault Ste Marie 
Clare 


Clinton 

Crawford 

Delta 
Escanaba 


Dickinson 
Iron Mountain- 
Kingaford 
Iron Mountain 


A and 
402 


é 


D4 
c 7 


Total 
(thou- ot 
sands) U.S. A. 


REPRESENTED NATIONALLY BY SAW YER-FERGUSON-WALKER COMPANY 


POPULATION 
JM 1/1/83 


ESTIMATES 


sands) 


0595 
0350 


+4 oon 2 


x 


Ur- 


Fami- | bani- 
lies | zation 
(thou- ‘ 


0 
¢ 


of 


26.5) 63.0 
16.1 


\ See end of state for SM Metropolitan County Areas. 


EFFECTIVE BUYING 
77m INCOME 
Puy ESTIMATES—1952 


Per Per 
of Cap- Fam- 
-S.A ita | ily 


-0600 1,489 5, 253 
0360/1, 519 5,191 


-0033, 936 3,071 
0774 1,443 4,716) 


.0206|1 ,575|6 022 
.0128) 1, 505|4, 859) 
0098) 1,627 5,178 
.0078)1,705)5,314 
.0165 1,198'4 065) 
0051 1,335)3,961 
| 
.0810 1,443 4,975 
.0361)1,612/5,208 
0061) 1,290/4,577 
.0146|1,121|3, 574 
0049 814 2,848) 
' 


-0042' 722 2,498 
-0168 1,305 4,684 
O116 1,458 5,187 
-0046 983 3,349 


0172 1,213 4,336 
0018 +998 3,224 
.0164 1,151 3,957 
.0089) 1,335 4,470 
.0127 1,198 3,893) 


00771 ,261' 4,184 


0051 1,259 4,227 


100, 856 
81,010 


8,338 
150, 229) 


66,061) 
48 ,553| 
25,876 
17,498) 
32,015 
18,702 


158 940 
104,644 
14,869 
24,422 
11,564 


15,598 
33,031 
27 , 058 


9.632 


20,875 
3,813 
30,281 


20,938 
25, 190 


19 


17 352 


@ SM, 1953 


. 0096 
.0202 


Coun- 
/ ty 
of Sales 
S.A. Per 
Fam- 
ily 


-0617 3,806 


0495 


-0050) 3,335 
-0919) 3,943 


-0404} 
.0297| 
.0158 
.0107| 
0196 3,406 


o114 


0971; 4,205 


0640 
OOS1 


-0150 2,571 
-0070 


2,891 


3,999 
3,980 
0165 

3,010 


0127 
0023 
0186 


O128 


0154 


118 


O18 


JM 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES — 1952 
ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars —add 000 


Buying Qual- 
Power | ity 
Auto- Quota | In- 
motive | Drug | dex 


Furn.- | 
House- } 
Radio | 


| 


General 


Food Mase. 


25,888 102 
19,680 


11,137 6,770 
10,204 5,785 


431 
975 


429 


10,513) 
8,203 
5,951 
2,310 
6,301 
4,055 


0439 
0072 


-0156 


0021 
0180 
0103 


0141 


2, 6Ar 


2,412 


851 i 
34 


2\ 102 
115 


30 O44 0069 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


The 
busiest 


stations 


in America’s 


automotive 


center 


Today there are 

1 ¥,-million radio 

homes and 1/2 -mil- 

lion auto radios in 
the Detroit market. Best way to 
reach them, day and night, is 
through WWJ. For 32 years, it’s 
the station Detroiters have looked 
to for the best in programs, and 
advertisers for the best in results. 
At lowest cost, too! WWJ costs 
less than the average cost-per- 
thousand for radio time in Detroit 
«.. 14.5% less according to Pulse 
ratings! To get your share of the 
4-hillion dollars retail business 
done in Detroit, employ Detroit's 


first radio station... WWJ. 


Shortest distance between your visual sales message 
and the 800,000 TV.sets in Detroit is through WWJ-TV, 
first TV station in Michigan. Proof? Whenever Detroit's 
3 TV stations telecast the same event . . . conventions, 
. ratings give WWJ-TV a 


greater audience than both other stations combined! 


elections, speeches, sports . . 


More proof? Throughout the year, WWJ-TV carries 


most of the top-rated weekly shows! Still more proof? 


WW4J-TV is the busiest station in television. Besides 


its 10 hours of NBC network shows, WWJ-TV often 
exceeds 19 live shows in 7 hours of local programming 
daily in its new building, containing the largest and 


finest facilities in America! 


WWJ...am...Fm...Tv 


AM—950 KC 
5000 WATTS 


FM—97.1 MC CHANNEL 4 


BASIC NBC Affiliate 


THE WORLD'S FIRST RADIO STATION . . . Owned and Operated by THE DETROIT NEWS . National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 
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it C | D | 


=“ MICHIGAN 


Mareverte 


MARQUETTE 


MACKINAC 


1950 Net Effective Buying Income 


Be In excess of $150 Million 


$75 Million to $149.9 Million 


Pose ODA 


[ pe $40 Million to $74.9 Million i —e 
f 


MISSAUKEE] Roscommon TOCEMAW 


$15 Million to $39.9 Million 


1 10SCO 
| 


Cities shown are those having net Bast | 
fe i TADWIN 


Effective Buying Income of $15 million ARENAC 


Ss ao 
TUSCOLA os 
SAG — : SS : 


[CENESEE 


CLINTON er a 
A 
FLINT aie: 
OAK AND 


ING HAM LIVINGSTON 


and over 


MONTCALM 


GRAND 
RAPIDS 


KALAMA7(( ALHOUN 


| JACKSON 


Scale of Miles . 

MO Ri ver Rov 
WAYNE bd yandotte 
Ot 


BRANCH iH SDAI 


BERRIEN ® 


| E 


For explanation of map symbols, see “State Maps,” 


G 


page 220 


The ‘SM’ symbols mark Original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


MICHIGAN— (Continued) 


POPULATION 


— 


EFFECTIVE —- 


INCcCO 


ESTIMATES 


RETAIL SALES 


1952 


ING 
1952 ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
Ur- (in thousands of dollars—add 000 
bani- 


zation 


Coun- 
CITIES Total 


thou- of 


Net 
Dollars of 


Fami- 
lies 


Per Per Buying Qual- 


Eaton 
Charlotte 

Emmet 
Petoskey 


© SM, 1953. 
404 


Metropolitan Area 


sands) U.S.A.) ‘thou- 


sands 


0268 
0044 
0108 

0042 2.0 


12.9 
2.1 


of 


County 


37.8 


4.9 39.1 


add 


U.S.A. ita | ily 


-0231 1,274. 4,158 
.0039 1,321 4,339 
-0082 1,106 3,859} 
0036 1 ,274)4,204 


Cap- Fam- ( of 
U. 


ty 
Sales 
S.A. Per 
Fam- 

ily 


0223 2,829 
0080 
0141 4,732 
O114 


General 


Food Mdse. | 


991 


10,140 
2 85 448 
5,333 2,482 
3,645 1,985 


Auto- 
motive 


Furn.- 
House- 
Radio 


2,139 


R246 


545 
>, W09 
1,239 5.430 


964 4 581 


Drug 


1,244 
543 
653 


503 


Power 
Quota 


0236 
0052 
0105 


0061 


ity 
In- 
dex 


145 


Before using these figures, see > explanation page 11 


SALES MANAGEMENT 


A Report On Advertising In Detroit: 


1,242,530 


Lines Of Advertising Were Carried 
By The Detroit News In 1952 


? 


Here are Detroit’s 1952 by any Detroit newspaper 


3-paper linage figures: 


Greatest volume ever published 


in any one year 
* RETAIL ADVERTISING 


The leadership of The Detroit News in advertising 
THE NEWS 19,073,488 Lines 
Free Press 10,292,143 Lines 


Times 10,586,259 Lines 


pays tribute to both the singular prosperity of the dynamic 
Detroit area and the reliance which Detroit News readers 
place in this great newspaper. 
* GENERAL ADVERTISING ~~ ' roe 
Advertising to be effective must have readership in 
THE NEWS 5,241,089 Lines volume. That The News has it, is clearly indicated by its 
Free Press 2,792,761 Lines circulation record. Weekdays or Sunday it reaches the 
Times 3,184,686 Lines greatest number of homes in Michigan and the Detroit 
trading area—homes where it has for years been relied upon 


* CLASSIFIED ADVERTISING 


as buying guide and news source. 


THE NEWS 11,127,977 Lines 
Free Press 4,497,049 Lines 
Times 3,931,334 Lines 


The News offers more for the money to both readers 
and advertisers. Its circulation and advertising leadership 
is substantiated by the 1952 record which affirms statisti- 
* TOTAL ADVERTISING cally what its readers and advertisers have demonstrated by 

their patronage. 

THE NEWS 37,242,380 Lines 

Free Press 19,092,136 Lines Circulation 457,930 Weekdays; 559,134 Sundays 

we hie poe wet A.B.C. figures, September 30, 1952 


® Media Records Figures 


The Detroit News 


THE HOME NEWSPAPER 


owners end operators of radio stations WWJ, WWJ-FM, -wWJ-TV 


Eastern Offices: 110 E. 42nd St.. New York 17—under management of A.H. KUCH @ Western Offices; JOHN E. LUTZ CO., Tribune Tower, Chicago 
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4 MICHIGAN’S FASTEST GROWING 
| || \ | || MOST PROSPEROUS OUTSTATE 
© MARKET. 
center of 


Industry, Government, Education POPULATION 179,500 
1952 per Family Income $6,929.” | — 


Highest in Michigan TRADING AREA 245,888 
In This $301, 940,000 Retail Market, 


Covering Ingham, Eaton and Clinton Counties— 
THE STATE JOURNAL is read daily by Over 
215,000 in More Than 61,500 Homes 


bA A \ Al ¥ 
V iIN7\V I ‘ iV WNL TOT 


PUBLICATIONS 
Low ake , GRAND RAPIDS HERALD BATTLE CREEK ENQUIRER & NEWS 


Michigan 


Members of Federated Publications 


MICHIGAN — (Continued) Tht eciata Sales akacenc at 


SALES AND 
POPULATION ererrs _ RETAIL SALES—1962 ADVERTIS- 


1 ~ al ING 
JM ESTIMATES 1962 ESTIMATES CONTROLS 


COUNTIES | ~ FIVE STORE GROUPS — 
Ur- in thousands of dollars—add 000) 
CITIES Total Fami- Per Per ‘ ‘ — Buying Quai- 


thou- ot lies of Cap- Fam- Power ity 
sands) U.S.A. (thou- | S.A. ita | ily . S.A. General | Furn.- Auto- | Quota = In- 

sands of 000 Food Mdse. | House- motive Drug dex 
Radio 


Genesee ; . 1828 ° . » 2147 1,735 5,954 m ‘ e 82,863, 27,565 16,584 71,530 11,897 ‘ WI 
Allut 5 . 1058 , : 592 1286 1,797 6,057 258,247, .1 66,194 25,531 15,848 57,704 10,362 .1328 126 
Gladwin " .0060 ’ A -0033 814 2,942 ‘ . A ° 252 303 1,617 42 é 70 
Gogebic .0170 ‘ A : .0137 1,198 3,948 ‘ , é ; 2,523 1,710 4,718 646 d 89 
Ironwood , 0072 3. 2.0064 1,305 4,212 7,675 : 1,860 1,499 3,217 437 110 


Grand Traverse 0.0190 \ j ‘ 0157 1,213 4,491 40,296. ; ; , : 616, 1,196) 
Traverse City 0113 ; 21,866 .0094 1,228, 4,859 6, 964 ; ,229] 5, 87: 78 1,012 
Gratiot 4) .0219 q ’ : .0166 1,121 3,894 34,965 . 3 ‘ . , A 826 
Alma 5|  .0054 : ; 0044 1,198)3,771 15,456 ‘ 3,28 , 187 q 3, 395 
Hillsdale .0212 ' : : .0152 1,059 3,458 31,594. y : ; . 576} 
Hillsdale 7 0047 2 0040, 1 ,243/3 833 16,415 3,33 2,098 75 856 131 


Houghton B1 \ .0249 . ; ‘ 0137, 814 2,673 33,495. ‘ , ’ . ° 629) 
Huron G5 : 0216 ; ; ° -0150 1,028 3, 34,973 
Ingham E6 : . 1186 : . ; -1381 1,719.5,902] 237,882 

AlLansing O611 24 76,84; 0762 1 ,842,5,934 183 ,613 


lonia ad ‘ 0250 : ° .0183 1,075)\3, 816) 34 864 
lonia | «6.0042 : .0038 1,320'4, 150) 13,545 
losco F4 ‘ .0073 . J -0047, 967 3,150) 13,574. 
Iron B2 ‘ 0113 . ° ° -0091 1,182 3,896) 20,062, «. , . 1, 


Isabella E 5) .0190 ; ’ .0153 1,198 4,462 26,437 —. . %. 
Mount Pleasan 0075 K .495 .0062 1,228 4,676 18,800 ! , 598 1,214 

Jackson E 7] 67) . -0723 ‘ . 174,406 .0752 1,535 5,301 135,959. . ° 13,351 ° 6,201 . 
AJackson.... f 0327 5 83 645 0360 1,627 5,195 104,239 437 24,: 13,096 5,52 19,665 4,597 0437 

Kalamazoo D7} 71 0865 . . 217,142 = .0936 1,597 5,405 155,558. ’ ’ 12,697 ’ 27,746, 6,374 -0927 
AKalamazoo 60.1 0382 7 99,647 0429 1,658 5,598 126,458 77: 26 , 55S 12,116) : 24,539 4,853 0523/7137 


A and A See end of state for SM Metropolitan County Areas ™ SM, 1953 Before using these figures, see explanation page 11 


406 SALES MANAGEMENT 


Your vill tall ste Vibes 
Ear SAU ear oe eS 
Michigan 


no substitute for 


dealers Booth coverage 


No other advertising medium can begin to give 
you the market penetration of Booth Michigan 
Newspapers. 413,923 ABC daily net paid in a 
market comprising over a third of all the State! 


Ask your Booth man 


for specific information -helpful 

In Grand Rapids and Kent County, the Booth- 
on your current schedules. Use published Grand Rapids Press has a circulation 
over twice the combined circulation of four 
phone numbers below. leading national magazines. The same relative 
situation is found in the seven other Booth 


Newspaper markets. 


Maximum dealer identification and tie-in copy, 
dominant brand name selling, large dramatic 
package identification (so important in today’s 
self-service shopping) are all increased through 
Booth Newspaper advertising. 


Your Booth man will welcome the opportunity 
‘ to work with your sales management, agency 

or regional sales offices in developing for your 
SACINAW . products a more active and profitable Michigan 


° market. Use the phone numbers below. 
CRAND RAPIDS ' 


ae TiO E, 42nd Street 
/) Ss For latest New York 17, New York 
: ANN ARBOR Murray Hill 6-7232 


JACKSON ° market folder, \ 5,. ssn ae 
435 N. Michigan Avenue 
“4 call— Chicago 11, Illinois 


Superior 7-4680 


% 


ayi_ NEWSPAPERS 


GRAND RAPIDS PRESS @ FLINT JOURNAL ® KALAMAZOO GAZETTE © SAGINAW NEWS 


JACKSON CITIZEN PATRIOT © MUSKEGON CHRONICLE ¢ BAY CITY TIMES © ANN ARBOR NEWS 
MAY 10, 1953 407 


There is MORE to the Grand Rapids market than just 
Kent County — be SURE you are also getting ade- 


quate coverage of ‘Michigan's Missing Market" — 
the OTHER 25 Counties. 


% 25 other 


iTEM % Kent West Mich. The Grand Rapids Herald add- 


County Counties 


i dt hedule i 
Population 29.9% 70.1% pret we schedule increases 


Michigan market 


Households 30.3% 69.7% coverage by more than half. 


Your net unduplicated coverage 

Retail Sales 35.2% 64.8% of this large market is increased 
° t-) 

Food Sales 32.5% 67.5% from 37.6% to 62.4%. 


Drug Sales 432% 57.8% hi 
Coverage... 7.6” 


pcome = The Grand Rapids Werald 


y GRAND RAPIDS, MICHIGAN 
BATTLE CREEK ENQUIRER AND NEWS — LANSING STATE JOURNAL 


Member of Federated Publications, Inc. 


aly by» SAWYER © FERGUSON ° WALKER CO. 


: The “sm” symbols mark original, exclu- 

MICHIGAN — (Continued) sive estimates by SALES MANAGEMENT. 

‘ieee : ~~ | SALES AND 

pews Sree - reese BUYING RETAIL SALES —1952 — 
1 T INCOME IN 

1/1/53 @D ESTIMATES—1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


Ur- in thousands of dollars —add 000 
Total Fami-  bani- Net Per | Per 


thou- of lies zation} Dollars of Cap- Fam- Power ity 
sands) U.S.A. (thou-| ‘ add =—stU. S.A ita ily 000 A. General | Furn.- Auto- Quota | In- 
sands of Food Mase. House- motive Drug dex 

County il Radio 


CITIES Buying Qual- 


Metropolitan Area 


Kalkaska 5 .007 5 . ° 675 2,025) . ¢ 175 97 54 é 62 
Kent D6 78.7 ° ‘ 551 5,138 716 46 ,457 20,620 . ‘ 108 

AGrand Rapids 7 ll 55 2 566 5,061 . SS4 45,096 522 122 
Keweenaw ‘ ‘ ; , 799 2, d ‘ 52 ; 59 


Lake . ‘ ‘ 3, -0013' 5831, , 
Lapeer d \ , ‘ .0193 1,198 4, . .0197 
Lapeer 5 8 346 0036 1,305 5 5, 0093 


Leelanau ‘ 2 -0037 9673, > -0032 


Lenawee : 0406 1,366 4, x .0465 
Adrian 0.5 5.{ W247 0130 1,551.5, 
Livingston 5 y x .0169 1,366 4, 
Howell ) ‘ 0030 1,505 4, 


Luce y . ‘ ‘ y 0038 1,059 5, 


Mackinac : 2; «. . -0036 8913, : , : 830 
Macomb 1383 , . 1553 1,658 6, A ° 642 . . 40,728 
Mount Clemens 7 O113 5 7 , 87 -0120 1,566 5,575 . q 2 12,476 
East Detroit 27 O72 7 51, 3 0221 1 1,286 
Manistee 0119 q 20, -0089 1, ; : P ’ ¢ ; 2,573 
Manistee ; 0066 ‘ 4 0056 1 1,981 
Marquette 0311 ‘ y .0274 1, y . ¢ m : ‘ 6,786 
Marquette 17.7 O13 7 5 O11) 1,458 5, 46 { O116 5, 2,081 ,53 3,909 q 0113 
Ishpeming 9.0 0057 ) OO58 1,427 4, 9, 0061 992 53 1,793 i 0057 
Mason D4 7 0132 46.4 , .0097 1,090 3, . -0160 4,085 , ,273 4,100 .0122 
Ludington 9.7 0062 é 357 0053 11,2743 52s 0101 ,67 1,834 48 1,830 36 0069 
Mecosta ES 18.6 0118 5.7 35.5 . -0059 7362, : -0107 3,055 1,397 2,673 0086 


A and A See end of state for SM Metropolitan County Areas © SM, 1953. 


Before using these figures, see explanation page 11. 


408 SALES MANAGEMENT 


BUT... 


YOU NEED THE 
FETZER STATIONS 
TO BAG SALES 


IN WESTERN MICHIGAN! 


Here’s proof that the Fetzer stations — WKZO- 
WJEF in radio, WKZO-TV in _ television — are 


Western Michigan’s best advertising buys. 


WKZO-WJEF RADIO 
WKZO, Kalamazoo, and WJEF, Grand Rapids, 


rank among the nation’s top radio values. To- 
gether they deliver about 62.6% more city listen- 
ers than the next-best two-station choice in these 
two cities—yet they actually cost less! For Total 
Rated Time Periods (February-March, 1952 
Hoopers), WJEF gets a 15.4% greater Share of 
Audience than its nearest competition. And accord- 
ing to the February, 1952 Pulse, WKZO gets more 


listeners, morning, noon and night, than all other 
stations combined! 


WKZO.-TV 

WKZO-TV is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids. This is 
America’s 25th television market—a bigger TV 
market than Atlanta, New Orleans, Louisville 
or Seattle! The December 1952 Videodex Report 
credits WKZO-TV with 86.9% more afternoon 
viewers than Western Michigan’s other TV station 
—129.3% more evening viewers! 

Write direct for the whole Fetzer story, or ask 
Avery-Knodel. 


*4 wolf weighing just over 175 pounds was killed on Seventy Mile River in Alaska, 


Avery-Knodel, WHJIEF 


Inc., Exclusive 
Ano KENT COUNTY ' 


(CBs) 


National 
Representatives 


MAY 10, 1953 


WKZO-TV ~ wxzo 


ee ee tole poe" cram 


ALL THREE 
Owned and 

|” , ano 'GREATER Operated by 
| WESTERN MICHIGAN Fetzer 

4 (css) Broadcasting 

Company 


PONTIAC, MICHIGAN 


166th in U.S. Population 76,100 
138th in U.S. Retail Sales $130,252,000 
—— 121st in U.S. Food Sales 33,743,000 
“aaeion 137th in U.S. Drug Sales 4,037,000 


OAKLAND COUNTY 


46th U.S. Population 449,600 
58th U.S. Retail Sales $431,712,000 
50th U.S. Food Sales 119,728,000 
57th U.S. Drug Sales 13,367,000 


Sales Management 
200 Leading Cities and Counties 


City and Retail Trading Zone, population 255,245, includes the 
major portion of Oakland County. Here the Daily Press gives 
adequate and highly exclusive coverage for 7 out of 10 Press 
homes that take no other daily newspaper 

ABC Net Paid 50,113 


Fl Per “one PONTIAC Daily Press 


SOLID AREA City and Retail Trading Zone PONTIAC 2 MICHIGAN 
10 Pre Home T ak No Other Daily New pape 
NEW YORK OFFICE: 45 W. 45th Street 
Phone Judson 2-4297 


M!ICHIGAN— (Continued) sive estimates by SALES: MARAGEMENT, 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/53 JSM ESTIMATES—- 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars —add 000 
CITIES Ss Total Fami- bani- ‘ Per Per ty Buying Qual - 
3 thou- ot lies zation of Cap- Fam- of | Sales Power ity 
sands) U.S.A. (thou- S.A. ita ily 000 U.S.A. Per General Furn.- Auto- Quota = In- 
2 sands of 000 Fam- Food Mase. House- motive dex 
County ily Radio 


Menominee c2 , 4 441 ; -0120 1,075 3,762 ' .0132 2,925 . 216 3,880 0132 
Menominee... 5 73 5, 0067)1,351 4,570 4 OORS 3,7 3,064 0074 
Midland... jE 5) 6 7 40.1 , .0268 1,612 5,817 m .0216 3,309 ¢ 063 ; 8,700 0247 
Midland ) 0099 f 29,463) .0127/1,880'6 647 28,73 0176 d 8,454 0136 
Missaukee E4 0049 , ‘ .0030 906 3,442 2 .0033 2,696 ° 581 0035 


Monroe ° 0518 : . , -0533 1,519 5,384 , ° 3,359 ‘ ‘ 15,924 0512 
Monroe 1 O44 7, 0164 1,674 5,937 3,5 , WS ; 7,454 O1ol 
Montcalm 0205 x ‘ .0151 1,090 3,474 id ‘ ° ‘ ‘ 7,522 
Greenville 0045 0042 1,382 4,030 3, 3, 453 3,992 
Montmorency ° .0027 ‘ .0013, +660 2,366 ‘ ‘ ¢ 887 


Muskegon - 083 ° , 0821 1,458 4,954 . , . ’ ° 25,020 
\ Muskegon 30K 5 72 .0312 1,489 4,823 20 3, 5 5,499 15,465 
Muskegon i 
Heights 20.1 12 5.7 29,307 0126 1,458 5,142 23 7 796 624 4,533 982 0132 

Newaygo... 27 -0147 23,038 .0099 1,028 3.439 ‘ 799 2,531 512 0112 

Oakland , ‘ . 800,624 .3449 1,781 6,329 ; . .716 100,783 13,667 3089 
Pontiac 7 2 122,709 529/1,612 5,816 130,252 33,7 20 27 , 206 25,231) 4,037 0600 
Royal Oak 55. 0350 5 114,001 2,073 7,403 33,987 34 1 3,866 13,321' 2,412 0433 
Ferndale 4 0206 9.9 63,180 272 1,950 6,867 $44 0295 1 101 yy l 7 19,012 978 0266 


Birmingham 7 O110 5 45,688 07 2,641 8,620 st j ole. rf } sud 12,278 2,035 O178 


Hazel Park 20.3 0129 5.5 15 848 5 766 6.5 3H HS2 413 rh 2,060 803 0133 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953 Before using these figures, see explanation page 11 


The Industrial Survey of Buying Power, pages 49 to 77, gives exclusive, up-to-date estimates of “Value 


added by Manufacture,” by counties, for nineteen product groups. 


SALES MANAGEMENT 


ROYAL OAK-FERNDALE— 
Michigans fastest growing area 


The Royal Oak-Ferndale market provides advertisers with 


City Zone and 
Trading Area 


many unusual opportunities. 


The cities making up Michigan’s fastest growing. retail 
market rank among the very best in family income with an 
over-all average of $7004. — $1614 higher than the state. 


Royal Oak for example, has $7403 per family. 


Income (1952) $276.662.000 $16.000.000 over L951. 


Retail Sales $141,171,000 — $3.000.000 over 1951. 
Food — Gen. Mdse. \utomotive are also up substantially. 


The city zone of 101,600 population, plus the trading area, 


make a market of more than 176.000 people . . . a 6 mile 


The Daily Tribune with more tha ° ‘ : - 
jootapaays ue xe mene“ square heavily populated area — a closely knit, high-income 
134°. circulation inerease in 10 : . . 

years is the home newspaper and easy-to-sell audience. 

95°, coverage of Royal Oak fami- 

lies and 13.500 additional homes THE DAILY TRIBUNE 
in South Oakland County. It’s 


South Oakland County's — only ROYAL OAK, MICH. 


daily. Represented by The Julius Mathews Special Agency, Inc. 


The *‘SM"’ symbols mark original, exclu ° 

sive estimates by SALES MANAGEMENT M | Cc H | G A N — (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY 1/1/53 JM ESTIMATES—-1952 GD ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars —add 000 
Total ‘ Fami- | bani- Per Per t Buying Qual- 
thou- of lies | zation of Cap-  Fam- Power ity 
sands) |U.S.A.| (thou- ‘ S.A. ita | ily 000 U.S General Furn.- Auto- Quota Ire 
sands of 000 Food Mase House- motive dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Oceana . r 875 2,958 2 : 2 2,262 73 
Ogemaw : d 752 2,647 1 . : 2,149 ‘ 80 
Ontonagon , 7 ; Fe 829 2, ; , ; ; ; 1, : 73 


Osceola 830 2, 
Oscoda 3. 0022 y 644 2, 
Otsego 5 ° ° 2 906 3, 


Ottawa q ; 4134 
Holland 6.2 ; 22,626 1,397 4 
irand Hav 10.0 Wiha j 15 { 510 4 

Presque Isle F3 3 y ‘ 998 3 

Roscommon E4 J 2.2 : y 891 2, 


Saginaw F 5 y . 1030 46.2 243, 1050 1,505 5,2 
Adaginaw 95.7 609 27.9 151,37 Of52 1,582 5, 426 136,58 s 557 15,¢ r 21,841 
St. Clair G6 3 .0619 28. 8 424 0605 1,443 4 2 3 27, ° , 936 
‘Port Huron, 6.6 0258 il 56,770 245 551 5,114 H2 s 16,382 }, 482 5,541 130 757 O285 
St. Joseph D7 4 .0232 MW. . , .0199 1,274 3 , . ’ 2,928 2,556 624 16 -0221 


turgis 2 ye 2.0 12,459 0054 1,519 4,792 5 425 4) 3,257 ,449 051 2,002 {KY OO62 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11 
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¥ RT = = = The “SM” symbols mark original, exclu- 
MICHIGAN — (Continued) . _ sive estimates by SALES MANAGEMENT. 
— | ; ¥ ae “SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


7 ESTIMATES INCOME ING 
JIM 1/1/53 JM ESTIMATES 1952 GLD estimates CONTROLS 


COUNTIES FIVE STORE GROUPS 

Ur- (in thousands of dollars—add 000 | 

CITIES Z % Per Per y cra 7S _] Buying Qual- 

of | ties | zath of Cap- Fam-j| ( | Power | ity 
U.S.A. (thou- | % S.A. ita ily S.A. General | Furn.- Auto- Quota 


sande ot 
| County 
Sanilac ‘ ‘ | ee -0134 983 3,329 ’ -0177. 3,111 
Schoolcraft... , d 2.6) 55.6 9,359; .0040 1,028 3,600) ‘ -0054 3,388 
Shiawassee E d 14.4 41.6 66,328 .0286 1,382 4,606) , -0278 3,154 
Owosso 5 , 5.2 24,976) .0108 1,505 4,803 27 , 29 .0167 
| | 
Tuscola ° ° 11.1) 15.7 ¢ .0181 1,059 3,788) r .0214 3,153 
Van Buren... b ° | 13.2) 14.4 .0196 1,121 3,438) y -0248 3,074 
South Haven. 0038 2.5 2 0033) 1,290)3 ,044 2, .0076 
Washtenaw... 4 0825 38.4) 64.4 ' .0884 1413/5, 348 y -1000) 4,261 
AAnn Arbor ¢ 0316} 12.2 0335 1,566'6 , 366 5,6 .0523 
Y peilanti 0125 5.4 27,084) .0117\1,382 5,016 34,8 0211 


Wayne ° ; -6056, 718.3, 96.9 | 4,415,927, 1.9025 1,750.6, 148] 3,199, -9559, 4,454 
A Detroit .5) 1.2175} 536.0 3,200,024, 1.4174/1,719 6,138] 2,577, 5758 
Dearborn | .0680) 30.4 219,678 .0946/2,057/7, 226) 26, 26 0772 
Highland Park .0322 16.0 70,673 0304 1,397/4,417 9,1: 0606 
Hamtramek. . . 4; .0283; 12.2 71,594) .0308)1,612,5, 868 532) .0425 
Wyandotte 39.1) .0249) 11.0 72,027; .0310 1,842'6,548} 51, 0312 
Lincoln Park. 37.6} .0239) 10.4) 72,166) .0311/1,919/6,939 26, 0163 
River Rouge f .0137 5.8 33,668! .0145/1,566.5,805) 22,394 .0137 
Wayne .0076 k 21,191} .0091/1,781 6,622 147) 0117 
Plymouth. .. A) 0045) 2. 12,102} .0052/1,705,5,501 930; .0091 
Grosse Pointe 6.0042 21,481) .0003 3,255 11934 
Grosse Pointe | } 

Park.... i .0086 36,267 .0156 2,686 9,067 742). 2, 23 ; 9, 746 .0122| 142 
Ecorse....... | .0120 20,440, 0127/1, 566 6,008) 006! .0086 5,019 7 8 3,968 . 0113) 94 

Wexford. ..... 2.0122) 22,103! .0095 1,151 3,878} ; ; ; ; : j .0109) 89 
Cadillac -6}  .0067) 13,829| .0060)1,305 4,322) 5,7 3,976 ,896 ,266 2,% .0072) 107 

Total Above 
Cities _ © 3,853.4) 2.4521|1,106.9 6,511,999) 2.8053 1,690/5,883] 5,719,749) 3.4962 1,319,360, 734,715) 309, ,232,588 226, 2.9420) 120 

—— —— —_ —_—' — —_| | ae ee | —- — 

State Total... 6,720.2) 4.2760 1,034.2) 70.7 [10,424,382 4.4910 1,551 5,390) 7,588,711 

Por Capita Sales |.. , ° eeee ‘ ° ° 1,129)... : — 119 

Per Family Sales 3,923 976 415 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11 


te w 


ee ee 
. Re . 


4.6395 3,923 1,888,318) 802,060 561, ’ 4.4926 105 


Write today for 
SALES MANAGEMENT'S 
1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


ov" 


27” by 41”. . . in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more ... Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million ... Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1953. 


PRICE: $3.50 a single copy ... $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


e@ OFC ARBORN 
e@ WYANDOTTE 


MICHIGAN IS MOTORDOM ... THE MARKET ON WHEELS 


$4,774 will buy you 50% showings of poster advertising space for a full 30 days in 56 key Michigan 
markets . . . comprised of 117 separate cities and towns. 


In one of the most highly motorized areas in America where Outdoor Advertising is a “natural” you'll 
‘get a continuous highly localized selling campaign in 17 of Michigan's 83 counties which account for 
nearly 75% of the retail sales made in the entire State. 


For only $159 per day you'll get big, colorful impact . . . and reach all your prospects in the real 
pocketbook points in Michigan. 


WALKER & Co. 


88 CUSTER AVENUE DETROIT 2 


OUTDOOR ADVERTISING THROUGHOUT MICHIGAN’S LARGEST TRADING AREAS 
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FIRST STATION IN FLINT (See Our Birth Certificate) 
FIRST CHOICE OF FLINT LISTENERS (See Hooper) 
FIRST CHOICE OF LOCAL RETAILERS (See Any of Them) 


FIRST CHOICE FOR YOU IN FLINT’'S $325,184,000 
RETAIL MARKET (See for Yourself) 


WFDF is the only station in Flint 


NATIONAL BROADCASTING COMPANY AFFILIATE with a full time merchandising and 
F L k ” 73 M | e H | G A N promotion department, and is the 
recipient of national awards in mer- 


REPRESENTED THe KATZ AGENCY chandising and promotion. 
Associated with: WOOD AMGTV Grand Cancun BM AMGTV Indianapolis—W EO A Evansville 910 Kilocycles ——__ 


SUT hAnéec, . re PAT Th M | 
MICHIGAN— Metropolitan County Areas sive estimatey by SALES MANAGEMENT. 
P : SALES AND 
POPULATION ee BUYING RETAIL SALES—1952 ADVERTIS- 


——- ME ING 
SM JIM ESTIMATES 1962 GD ESTIMATES CONTROLS 
| FIVE STORE GROUPS | 
| Ur- in thousands of dollars — add 000 
Total Fami- | bani- Net é Per | Per | Dollars | Y, Buying Qual- 
thou- of lies | zation] Dollars of Cap- | Fam- add | é { | 
sands S. A. (thou- ‘ add U.S.A. ita | ily 000 U .| P General | Furn.- | Auto- 


sands of 000 é Food Mase. | House- | motive | Drug 


AREAS 


Map Code 
Metropaitan Area 


County Radio | 


139,197) .0600|1,489 5,253] 100,856) . 25,888 11,137) 6,770) 14,558! 3,477 
577,002) 2.4027 1,748 6,169] 3,818,800| 2. 886,067) 482,869] 182,796) 863,171 /151,377 
498,353' .2147 1,735 5,954] 325,184) . 82,863, 27,565) ,584| 71,530) 11,897 
472,155 2034 1,5515,138] 371,641 90,716, 46,457! 58,859) 16,536 
174,406, .07521,535 5,301] 135,959. ‘ 33,892, 13,351 : 24,946) 5,201 
217,142) .0936/1,5975,402] 155,558) . 37,463 12,697 Y 27,746| 6,374 
320,491, .13811,719 5,902] 237,882 i 59,280, 26,778 ' 52,674| 7,330 
Saginaw 243,741, .1050/1,505 5,276] 169,533). 44,340, 16,560 ’ 28,969) 5,704 
Ann Arbor ' 205,380| .0884/1,413 5,348] 163,623. . 42,682} 10,346 I 29,436) 7,601 
Battle Creek 188,049! .0810|1,443.4,975] 158,940) . ‘ 41,220| 13,717 Y 30,973, 5,991 
Muskegon ' . 190,713 .0821|1,458 4,954] 146,250| . 43,639 16,289 25,020) 5,238 
Port Huron 2 140,424 .0605|1,443 4,893] 97,527 27,120 7,978 ; 17,936! 2,658 


(Other West North Central States: lowa, p. 333; Kansas, p. 345; Missouri, 
M | N N E S .@) T A— Counties and Cities “= p. 427; Nebraska, p. 442; North Dakota, p. 508; South Dakota, p. 585). 


Pop 


Bay City 
Detroit 

Flint 

Grand Rapids 
Jackson 
Kalamazoo 
Lansing 


eoaroeranwe 


Minnesota map—page 416 (in NuMBER OF OUTLETS NUMBER OF OUTLET 


City County thous |GM|FHR| A ID City County . GM |FHR A 
Albert Lea Freebort . 15 10 7 ! 5 Minneapolis Hennepin 529. 6. 119} 244 200 
Alexandria Dougla 26 j 5 Montevideo Chippewa S.J 10 15 
Austin Mower 5 Moorhead . Clay. 33 6| 10 
Bemidji Beltrami New Ulm Brown 10) 11 
Brainerd Crow Wing ? 7 5 Owatonna Steele , 2 11) 12 
Crookston Polk / Z 5 3 Pipestone Pipestone. ee 21) | 4) 12 
Detroit Lake Becker 2 5 Red Wing Goodhue. . 3 10 14 
Duluth t. Louis 7 57 ; Rochester Olmsted. . . | 24 25 
Fairmont Martin 25 ; South St. Paul Dakota 52 8g 16 
Faribault Rice - 5 13 St. Cloud Stearns , : : | 14 27 
Fergus Falls Otter Tail 7 St. Paul Ramsey . a 86) 116) 107 
Grand Rapid Itasca a - ; 7 7 ; Stillwater Washington § 3: 7 11 
Hibbing St. Loui 7 ; Thief River Falls. Pennington ss § . 14 
Hopkin Hennepin . Virginia St. Louis | 2 
Little Fall Morrison ] 3 Willmar Kandiyohi | } 18 
Mankato Blue Earth d Winona Winona 
Marshall l yon 5 j é Worthington Nobles oe 14 


Aitkin D4 . , 0044 734 2,471 ° -0057 2,310 2,716 , ’ -0056 
Anoka D6} 92 . e ° . -0251 1,493 5,561 . -0101, 1,570 5,737 A -0206 
Becker 4 ° é ° -0089 835 3,067 ° -0116 2,834 3,862 ’ ° R 011 

Detroit Lakes f 3 7 5,6 .0029) 1,126 3,909 3,536 0083 2,012 . OK 2,0 of -0047 


Beltrami ¢ ° ’ . ° .0093 861 3,074 A .0140 3, 5,061 , t .0120 
Bemidji } 10,610 0046, 1,050 3,423 42! 0113 3, 384 7g 7 3,6 § 0070 
Benton : ‘ , 15,593 .0067, 975 3,898 . -0096 3,922 3,899 J 0083 
18t. Cloud } 
‘Big Stone... ° d . 9,739 .0042'1, 025 3,746) +341, 0075 4,747 2, 0055 


Blue Earth , 0} . ; . .0202 1, 2024, 187) -0341) 4,977 . , 3,546, -0253 102 
Mankato- | 
North Mankato $4) .0156 6.9 $1 ,37 0135 1,286 4,648 7,64 0291 086 q $513 0186) 120 
Mankato ; 0123 5.6 2 M108 1,291 4,472 3 0271 5, 6,455 3,378 as 9611 .0160. 130 


| s in Benton, § Sherburne and Stearns Counties. Before using these figures, see explanation page 11 
1 St Cus end of state for SM Metropolitan County Areas © SM, 1953 


414 SALES MANAGEMENT 


\almost 10°F the 
/ Nations Sales 

3 takes place 

HERE 

in WIRS primary 
coverage. aréa | 


WJR MARKET DATA 


% of total 
U. S. market 
OEE LET 
Radio Homes ae .. 3,785,540 
Farm Radio Homes cr 328,990 
Food Sales ‘$ 3,266, 766,000 
Retail Sales $13,613,431 ,000 
Drug Sales ...$ 464,447,000 
Filling Station Sales $ 739,614,000 
Passenger Car Registrations 4,116,934 


This multi-billion dollar market, so vital to your national sales volume 

is effectively and economically covered by one single sales voice 
WJR reaches all of this great market every time of “the day, ever’ ) 
day of the year, with the most influential single voice in the area! \ St 
Increase your sales in this rich 137 county area—use WJR, the Great 
Voice of the Great Lakes. 

For more information on WJR’s ability to sell in this great market 
area, contact WJR or your Christal representative today. 


0,000 watts Clear Channel 


A WIR, Fisher Building, Detroit 2, Michigan 
<m— Th W4JR, Eastern Office: 665 Fifth Avenue, New York 22 
Represented Nationally by the Henry |. Christal Company - 


as Canadian Representatives: Radio Time Sales, (Ontario) Ltd. 
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Pies MINNESOTA 


OOCHIC Hite 


PENNINGTON 


REO LAKE 


ee 


' 
HUBBARD [Cass 


1950 Net Effective Buying Income 


Ty 
EF 1 $75 Million to $149.9 Million 
lion to $74.9 Million 


illion to $39.9 Million 


ears BAL 
Cities shown are those having net 


, r r 
a Effective Buy ng Income of $15 million 


ond over 


uaey 

MINNE 7. 

sate APOUS \ 
ENNEPIN 


—— 


t Mil t 
y W MEDICIN SCOM 
parm, 9222: OMNOTA 
basa sia 
LINCOLN TUYON 4 
RDWoOO Se > 
GOODHUE 


PiPESTONE | MURRAY OTTOR . STEELE --| OOOCE 


WINONA 
FILLMORE HOUSTON 


NOBLES art t FREEBORN 


s 


Copyright by 


Galt Mocagimzal 


SALES MANAGEMENT 


KSTP-TV 


Now REACHES OVER 
A MILLION PEOPLE 


Regularly 


IN THE Upper Mipwest WitH Its 


100,000 WATTS 


REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. 


GD voc For THe UPPER MIDWEST 


MAY 10, 1953 


IN A MILITARY CAMPAIGN... 


if you dropped all your bombs on the BIG 
CITIES, you might cripple the entire area... 


Abel's look at 
~ Sales from 4 
he Sune 


IF YOU DROPPED ALL YOUR SALES 
WEAPONS on the big cities in this area 
you'd HIT only 


26.2% 


SALES MANAGEMENT “Survey 
sales figures show OVER 70°, 
big cities. 
RETAIL SALES TOTAL 
Twin Cities and Duluth........... 26.2% 
"700, COUNTRY” 


*area excluding T.( 


OF THE 
TOTAL 
RETAIL SALES 


O% counter 


ALL BUSINESS 1S 

LOCAL IN THE 
of Buying Power” 
are made outside the 3 


FOOD 
29.3% 
70.7% 
and Duluth 


HOMETOWN DAILIES 


HAVE GREATER COVERAGE IN "70% COUNTRY” 
3 big city dailies.......... ee ee 


Hometown dailies (62.7°; . 778,948 


NORTHWEST DAILY PRESS ASSOCIATION 


*"70% COUNTRY" is Minn., N. Dak., S. Dak., PALACE BUILDING MINNEAPOLIS |, MINN 


W. Wisc., and N. lowa excluding the Twin 


Cites and Ovivth. Write Ray C. Rode, Executive Secretary, for further information 


(market data, billing service, merchandising). 


The “*SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


MINNESOTA — (Continued) 


POPULATION 


1 a 


Ur- 
bani- 
zation 


tide aoe 


JM 


RETAIL SALES 


1952 


ESTIMATES 1952 ESTIMATES 


COUNTIES FIVE STORE GROUPS 

in thousands of dollars add 000 
CITIES Total 

thou- of 
sands) U.S.A 


Net Per Per 
Cap- Fam- 


ita ily 


Fami- 
lies Dollars of 
thou- add U.S. A. 
sands of Fam- 
County ily 


Buying Qual- 
Power ity 
Quota = In- 

dex 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 
\v.dse. 


Metropolitan Area 


Food 


| 58.7 29,292 5,042 
10,470 
30,254 
21,307 
12,918 


19,349 


-0126 1,114 3,958 
0045 1,114 3,610 
-0130 1,215 4,584 
-0092 1,152 4,178 
-0056 683 2,437 
-0083 1,152 4,031 
0033 |1,392 4,786 
-0048 873 2,918 
-0168 1,240 4,692 
0089/1, 3044, 820 
-0027, 633 2,283 


Brown 4,191 
New Ulm 

Carlton 

Carver 

Cass 

Chippewa 
Montevideo 

Chisago 

Clay 
Moorhead 

Clearwater 


-0153 92 
-0064 107 
-0133 
0099 
-0075 
0104 
.0052 


0099 
0119 
.0100 
-0077, 
0136 
.0095 
0062) 
.0283 
.0203 
-0053 


31.3 2,948 
3,179 
2,382 


4,643 


2,667 
5,572 


eanveevuesw 


6,705 


3,124 1,153 


Cook 
Cottonwood 
Crow Wing 
Brainerd 
Dakota 
South St. Paul 
Dodge 
Douglas 
Alexandria 
Faribault 
Fillmore 
Freeborn 
Albert Lea 
Goodhue 
Red Wing 
Grant 
Hennepin 
AMinneapolis. 
Hopkins 


o- 


~woeerann= 


ORG 
0207 
0069 
0061 
4458 
.3370 
0046 


44,105 
18,059 
37,134 
14,623 
9,500 
1,143,860 
858, 130 
12,565 


A and A See end of state for SM Metropolitan County “Areas. 


418 


-0013 1,025 3,303 
-0080 1,164 4,025) 
-0147 1,101 3,643 
0072 1,304 4,312 
.0321 1,430 5,361 
0119 1,607 5,760 
.0054 975 3,536 
.0081 987 3,423 
0031 1,101 3,461 
.0117 1,139 4,004 
-0099 937 3,187 
.0190 1,253 4,324 
0082 1,354 4,309 
.0160 1,139 3,868 
0063 1,342 4,301 
.0041 1,000 3,519) 
.4928 1,633 5,383) 
3697 1,620 5,204 
0054) 1721/5, 983 


> SM, 1953 


-0017 
0114 
0231 


0170 


.0242 
O11 
0063 
-0158 


0103 


-0162 
-0155 
-0239 
-0176 
-0223 
0101) 
-0062, 
5701) 


5221 


3,066 
4,060 
4,015 


2,845 


2,940 
4,173 


3,903 
3,519 
3,840 
3,787 


3,807 
4,388 


5, 
4,477 
2,586 
1,290 
740 
175,552 
174,310 
40 


1,515 
994 
175 

49,692 
48 ,356 
340 


3,049 
1,813 
194,799 
168 , 470 


220 
4,534 


152,474 
3,982 


191 
30,341 
28 ,093 


0212 
-O112 
0188 
-0076 
.0062| 
5085) 
4089 
0060 


110 

85 
114 
121 
130 


Before using these figures, see ‘explanation page 11 


SALES MANAGEMENT 


Wow. only 4 


d States* have Sunday 


cities in the Unite 
newspapers with larger circulations th 


Minneapolis Sunday Tribune 
620,000 pow — 


in Minnesota 
North and South Dakota Los Angeles 
Philadelphia 


western Wisconsin 


an the 


InneapOMs Star ans Tribune 


M ; 
ORE THAN 620,000 SUNDAY. pe is, 


MA 
¥ t@,. 3953 i John Cowles, Presi 


“a a , ‘ The “SM” symbols mark original, exciu- 

MINNESOTA — (Continued) S ___ sive estimates by SALES MANAGEMENT. 
: = ] SALES AND” 

POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY) 1/1/53 JSM ESTIMATES—1952 JM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 

Total Y, Fami-  bani- Y Per | Per ; Buying Qual- 
thou- of lies zation of  Cap- Fam- Power ity 
sands) U.S.A. (thou-| . S.A. ita | ily A. Generali Furn.- Auto- Quota In- 
sands 


COUNTIES 
CITIES 


Metropolitan Area 


of Mdse. | House- motive dex 
County Radio 


Houston |. : 987 3,491 j ° y 136 . 78 
Hubbard re 2) 27.3 772 2.703] ’ f ; ; 70 
Isanti j i ‘ 8353, 133 
} 
| 
Itasca , d b ) ‘ ‘ 152'4 019 
Grand Rapids } x 33 0036 1,367 4,632 
Jackson } i : b F .0076 1,088 3,881 
Kanabec ‘ , 5 -0032. 772 2,688 


Kandiyohi J ; : 0140 1,114.4,131 

Willmar 2 } 0061)1,443/4,419 
Kittson 2 : ; ,232, .0044 1,089 3,790 
Koochiching y d 4. , . -0089 1,215 4,215 


Lac Qui Parle d ’ " -0066 1,063 3, 
Lake 8.0. 2. 3. ‘ -0049 1, 
Lake of the Woods , P ‘ : -0017 


Le Sueur 
Lincoin 4 
Lyon 22. .0144 

Marshall 1.3 0040 


McLeod ; .0143 
Mahnoman : 0044 
Marshall ‘ 0101 


Martin i 0165 

Fairmont 0053 
Meeker .0121 
Mille Lacs 


Morrison ’ ; 5 26 , ' ; E J , f 0117 
Little Fall ) ) 0030/1,012)3, 3 45 546 535 253 0046 
Mower : / 3 54. . .0299 1, y ; i ' , : ‘ , , -0297 
Austin 24.3 7 7 OLR5 1, 36. 2! 7,73 27 ae , 683 01900 


Murray _ P é : -0072'1,114 4, 


Nicollet ‘ ‘ ; : , .0101|1,076 4, 
See Mankato- 
North Mankato 

Nobles , ; -0125 1,266.4, 
Worthington ; } 2.7 5 0048 1,342)4, 


Norman , ; -0050 8993, 


Olmsted ‘ ‘ ’ 2. : .0282 1,316 4, 
Rochester 7,23 0204/1, 48115 54, 0333 
Otter Tail . . -0210 9493, . -0269 
Fergus Falls 3.2 ; h , 53s 00711,253 4 2) 0138 
Pennington F 9 -0064 1,139 4, 18, 0113 
Thief River 


Falls 7a 0046 »? ; 0039 1,266 4 17.202 O105 


Pine é 0113 , 0061 7972, ‘ .0087 
Pipestone : .0090 ° .0072 1,190 4,414 . 0115 

Pipestone 5 0034 ) 7 0030/1, 304 4,400 2 OO79 
Polk . -0229 .0167 1,076 3, . 0218 


Crookston 7.5 OO4S 2 0.5 0041 1,278 4, } 822 0084 


Pope . (8 6 2 WW, -0051 9243 , 0055 F 1,357 
Ramsey D7} 92 5 , 603,512 .2600 1,645 5 495,016 .3026 ‘ . : 73 423 
Ast. Paul i 06.5 530, 26 2285 1,671 5 476 , 94 2916 23,33 20,419 72,028 13,327 2421 


Red Lake 83 5 ° 5,421 .0023 7973, 6,122 .0038 3, : 131 1,415 0032 


A and A See end of state for SM Metropolitan County Areas. ‘ , 1953. Before using these figures, see explanation page 11 


To help you figure sales potentials by territories and sections, a cross index to states in the 
same geographic area is provided at the beginning of each state table, alongside the state 


name. 


SALES MANAGEMENT 


The Twin Cities 


ST. PAUL & MINNEAPOLIS 


Metropolitan 
Market 


DIVIDES INTO 


2 Halves 


ioe os 
404,351 persons live in the St. Paul “Halt” 


FAMILY COVERAGE = gc 10, 


Ramsey and Dakota Counties 


52.5%. 


7.7 % Se 
_ = 1s 
MORNI? EVENING SUNDAY ng 

Pa PA > E@ PR i R TWIN CITIES NEWSPAPERS SiiRe 


+ a 
< ABC Dec. 31, 1951 ABC Mar. ‘31, 1952 Ma, 
se OS ESR EO RE Ra SN MORI aR 


SAF Pant Dispatch) cy, _ Neale 


_ NEW YORK MINNEAPOLIS 


RIiDODER NEWSPAPER 


piachavtaniiarisis ers CHICAGO 


Pioneer Press = — 


MAY 10, 1953 


MINNESOTA -— (Continued) 


COUNTIES 
CITIES 


Redwood 
Renville 
Rice 


Faribault 


Rock 

Roseau 

St. Louis 
ADuluth 
Hibbing 
Virginia 


Scott 

Sherburne 
18t. Cloud 

Sibley 


Stearns 
ISt. Cloud 
Steele 
Owatonna 


Stevens 


Swift 
Todd 
Traverse 


Wabasha 
Wadena 
Waseca 


Washington 
Stillwater 

Watonwan 

Wilkin 


Winona 

Winona 
Wright 
Yellow Medicine 


lotal Above 


Cities 


State Total 
Per Capita Sales 
Per Family Sales 


| St. Cloud is in Benton, Sherburne and Stearns Countie 
See end of state for SM Metropolitan County Areas 


A and A 


res 
, TI 
te 


Total // 
of 


thou- 
sands) U.S.A. 


0142 
0153 
0238 


0106 


0105 


OORO 


-0107 
. 0068 


0050 


0259 

0160 
.0179 
-0104 


8544 


3,048.2 1.9396 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1952 


J Per Per 
of Cap- Fam4 
S.A. ita ily 


-0107,1,114 4,006 
-0115 1,101 4,021 
0159 102 


0090 1,253 5,473 


-0062 1, 
.0053 

1218 1, 
0660 | 
0105.1, 


0074 1,38 


00771, 
.0049 1, 


076 4, 
2915, 
.126 3, 
291/4,3 
139 4, 


,076 3, 
785 2, 
013 3, 


975 3, 
835 3, 
076 3, 


, 367 4, 
A184 
1624, 


,224 
, 192 
038 3,678 


544 5,099 


-7072 1,300 4,535 


2,179,313 
3,451,949 


1,132 


3,951 


-0087 
0077 
1412 


OR6 1 
0153 


0126 


3321 


-1103 


3,259 
2,308 


3,048 
4,415 
4,268 
4,310) 
5,296 
3,071 
4,563 
3,670 


5,107 
3,893 


3,951 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES — 1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


Furn.- Auto- 
House- 


Radio | 


General 
Mase. 


4,261 


33,081 
6,200 
4.109 4,890 

3,218 

1,124 


2,461 
1,317 
1,871 1,461 
13,599 
7,952 
5,578 
3,566 
2,385 


12,731 
9,318 


4,332 
5,871 
1,685 


3,609 
2,493 
2,817 


6,943 
3,463 
2,792 
2,910 


9,685 
8,000 
8,198 
2,767 
435,442 


727 529 


239 150 
833 525 170 690 


motive 


99) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power 
Quota | 


1.0167 116 


1.8746 97 


Before using these figures, see explanation page 11 


@ SM 


1953 


COPYRIGHT NOTICE 


and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 


quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to the copyright owner, SALES MANAGE- 


MENT, INC. 


SALES MANAGEMENT 


| 
DULUTH-SUPERIOR 
Metropolitan Area 


St. Louis County, Mina. 
Douglas County, Wis. 


The Nations 13 Silos Mockel 


This Metropolitan Area contains 75,578** Households 
and 253,762** persons who spend $257,142,000 annually 


Already a great stimulation caused by Northern Minnesota’s TACONITE 
INDUSTRY .. . one of the Nation’s most gigantic industrial developments . . 


has started to show in largely increased employment, population and business. 


ONLY THE 
DULUTH HERALD and DULUTH NEWS-TRIBUNE 


Covers this expanding, progressive two and a half million dollar sales 
market effectively twice daily and Sunday. 


Duluth-Superior Per Cent of 
Metropolitan Area*** Family Coverage 


59,445 79% 
AS 51,318 68% 


NO other daily newspaper offers EFFECTIVE COVERAGE of this area. 


GUIDE to This Market .. . The Duluth Herald and News-Tribune Offers You 


tre 1953 Duluth-Superior Consumer Analysis 


A comprehensive research report, covering more than 150 product classifications, 
giving you an up-to-date picture of what. when and where consumers buy; brand 
preferences, ownership and shopping habits. Write the National Advertising 
Department today for your copy... it will help you sell effectively in this market. 


**7950 U. S. Census of Population ***4 B.C. (Period Ending March 15, 1952) 


DULUTH HERALD e« News-Tribune 


A RIDDER NEWSPAPER— PUBLISHERS SINCE 1880 
79,075* TOTAL DAILY = *audit Bureau of Circulation: 66,898" TOTAL SUNDAY 


RIDDER JOHNS, INC., GENERAL ADVERTISING REPRESENTATIVES — NEW YORK ® CHICAGO ® DETROIT ® ST. PAUL © MINNEAPOUES 


MAY 10, 1953 


Make your salee 


38.6% of Minnesota's pitch otrike it 


retail sales are made 


in Minneapolis & St. Paul rich. .. BG... 


Outdoor advertising 


GOA outdoor displays sell to people out of doors, ready to buy. 
-Put your sales impact where and when you need it! 
Use outdoor advertising to boost your sales. 


Minneapolis Office: 2020 Washington Ave., So. ¢ General Outdoor Ad vertising ts. 


MINNESOTA— Metropolitan County Areas _ . Fi | z ET ed oti eee 


a et | SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


—_— NCOM ING 
SH JM ESTIMATES 1952 GD ESTIMATES CONTROLS 


| WER FIVE STORE GROUPS i ae 
Ur- | | Coun- (in thousands of dollars—add 000) | 
Fami- | bani- Net % Per | Per] Dollars | ty : : __ | Buying | Qual- 
of | ties | zation| Dollars of | Cap- |Fam- add of | Sales) T Power | ity 
sands) U.S.A.) (thou-| % add §=(|U.S.A) ita | ily 000 U.S.A.) Per General | Furn.- Auto- Quota | In- 
sands), of 000 | Fam-| Food Mdse. | House- | motive | Drug dex 
\County | ily Radio | 
Duluth- } | | | | 
Superior. ... 259.6, .1651) 78.9 75.2 349,600 .1507|1,3474,431] 280,207) .1713| 3,551; 74,487, 31,186) 13,677! 53,381) 7,042] .1598) 97 
Minneapolie- | | | | , 
St. Paul vd 1,158.6 ram 346.4) 89.4 | 1,880,279) 8100), 623 5,428! 1, 483, 432) -9070) 4,282) 313, 161) 3 301 346 __72,783 245,832) 45,730]  .8244) 112 


MISSI 5 S | P P | — Counties and Cities — (Other tat Soa Centred, Staten: Altane 


Mississippi state map—page 425| Pop “Pop. 
in NuMBER OF OUTLETS (in NUMBER OF Ov TLETS 


City County Ithous |} GM|FHR} A | City Cc mand Ithous.)} F - GM GM |FHR| A 


Biloxi. Harrison. . 70.0 10 5 Jackson Hinds rT | 105.4 57| 
Brookhaven Lincoln... 9 Kosciusko Attala 6.9 d 12 
Clarksdale Coahoma. . 8. 5 2 Laurel Jones... 26.2 | 15 
Cleveland Bolivar 2 2 7 McComb Pike |} 10.6 55) 16 
Columbus Lowndes 7 2 2 Meridian Lauderdale 43.4 58) 32) 
Corinth Alcorn Natchez Adams | 23.9 32} 7| 16) 
Greenville Washington d 151 2 ! 2 rupelo Lee 11.9 : 15 
Greenwood Leflore. . 95 2 Vicksburg Warren.... 28.7 2 20 
Gulfport Harrison 25.2 97 2 Yazoo... Yazoo..... 8.3 
Hattiesburg Forrest... 7} 120 5 28 10 


Adams ; .0214 9.5} 70.5 : -0202| 1 ,394/4,943 31,416} .0192 3,307 8,245 ,359 ; 6,687 
Natchez 3.0) .0152 72 7 o1ealt. 597|5,377 29,966) .0183 7,296 ,211 2, 6,687 
Alcorn é .0173 7.7] 36.0 ; .0101| 57/3, 19,624) .0120 2,549 3,720 410 ; 5,772 
Corinth } 0064} 3.3 395} .0053/1,240/3,7! 17,961} .O110 1,649 2 t 5,484 
Amite 9} .0120 4.6 3 -0049 6012, 9,014 .0055 1,960 2,958 266 2,315 


Attala . 0168 . . -0066 5862, 15,366 .0094 2,328 3,070 2,221 4,957 361 ° 
Kosciusko sf 0044 2 if 0034 1,142 3,939 13 533 0083 2,103 1,914 866 4,575 352 : 116 


© SM, 1953. Before using “these figures, see explanation page ll. 


424 SALES MANAGEMENT 


1950 Net Effective Buying Income 
™¥ 4 f Baty! 
| 


A 
Feat... me 
Aaa 
rd \ 


= a is Low 


lon 


2 


- ~ 


——T 


EL. 


(waston | Women 
J | 


L . 
TRIMPtR 


jar a 


One tach Equols Appros 


Sa Nag 


é | f | 


G 


The ‘‘SM"’ symbols mark original, exclu- 
Sive estimates by SALES MANAGEMENT 


POPULATION 


ESTIMATES 


1/1/53 


EFFECTIVE BUYING 
INCOME 
ESTIMATES 1952 
COUNTIES ; 
CITIES 


Ur- 
bani- 
zation 


Dollars 
add 


Total 
thou- 
sands 


Net 
Dollars 
add 


Per Per 
Cap- Farr- 
ita ily 


Fami- 
lies 
thou- 

sands 


of 
S.A. 


of 
U.S.A. 
of 


County 


Map Code 
Metropolitan Area 


Benton 
Bolivar 


Cleveland 


10.7 


Calhoun 
Carroll 
Chickasaw 


Choctaw 
Claiborne 
Clarke 


Clay 
Coahoma 
Clarksdale 


Copiah 


Covington 

De Soto 

Forrest 
Hattiesburg 


© SM, 1953. 
MAY 10, 


For explanation of map symbols, see “State Maps,” page 220 


MISSISSIPPI — (Continued) 


SALES AND 


RETAIL SALES ADVERTIS- 


1952 


ING 

ESTIMATES CONTROLS 
FIVE STORE GROUPS 
Coun- in thousands of dollars - add 000 
Buying Qual- 
Power | ity 
Quota In- 
dex 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase 


371 163 


739 


0022 
0204 


0051 


40 
51 


514 


2,403 


,353 
462 
,325 
5,974 


0281 


0215 


15,465 
14,931 


1,123 
993 


Before using these figures, see explanation page 11 


425 


The ‘‘SM" symbols mark original, exclu- 


MISSISSIPPI — (Continued) 


POPULATION 


ESTIMATES 
JSM 


1/1/53 


sive estimates by SALES MANAGEMENT 


SALES AND, 
ADVERTIS- 


ING 
CONTROLS 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES--1952 


RETAIL SALES —1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars — add 000 


COUNTIES 
Ur- 
bani- % Per Per 
zation of Cap- | Fam-| 
.S.A. ita | ily 


CITIES Fami- 
lies 


thou- 


Dollars 
add 


Buying Qual- 
Power ity 
Quota In- 


Total 
thou- of 


sands) U.S.A General Furn.- Auto- 


Franklin 
George 
Greene 


Grenada 
Hancock 
Harrison 
. Bilon- 
Gulfport 
Gulfport 
Biloxi 


Hinds 
AJackson 

Holmes 

Humphreys 


Issaquena 
\tawamba 
Jackson 


Jasper 
Jefferson 
Jefterson Davis 


Jones 
Laurel 

Kemper 

Lafayette 


Lamar 

Lauderdale 
Meridian 

Lawrence 


Leake 

Lee 
Tupelo 

Leflore 


Greenwood 


Lincoin 
Brookhaven 

Lowndes 
Columbus 

Madison 


Marion 
Marshall 
Monroe 


Montgomery 
Neshoba 
Newton 


Noxubee 
Oktibbeha 
Panela 


Peari River 

Perry 

Pike 
McComb 


Pontotoc 
Prentiss 
Quitman 


Rankin 
Scott 
Sharkey 
. 
Simpson 
Smith 
Stone 


Metropolitan Area 


sands 


605 
0160 
0445 


0969 

0671 
.0208 
.0145 


-0031 
-0108 


0136) 
0076! 
-0331 
0117 


0179) 
0052 
.0263 
0115) 
0213 


0183 
-0161 
-0234 


00687 


-0126 
-0126 
0164 


0187 
0137 
0081 


.0139 
.0104 


5.5 
3.9 


0041 1.6 


of 


16,249 
13,240 
16,666 
11,190 


22,755 


A and A See end of state for SM Metropolitan County Areas 


426 


-0023 


0071 
0043 


.0927 1,413 5, 


0049 3461, 
-0041 


0008 3901, 
0046 6312, 
.0201 1,337 4, 


.0042 
-0022 
-0035 518 2, 


0294 1,111.4, 
.0144 1,278'4, 


-0023, 3611, 
0066 661 2,76 


-0040 435 1,726) 
-0147, 887 3,161 


-0155; +691 2,643 


0116 §=©955 3, 542) 


864 3,219 
812 3,309 
646 2,617] 


872 3,313 


834 3,033 
0601 1.315 5,073) 


0175 1,616 
0340 1,128 5, 19% 


0740 1,631.5, 82 


4131, 


511 2, 
458 1, 


.0055, 939 3,651 
0345 1,214 4,15: 
.0260 1,390 4,605 
.0033, 616 2,464) 


0070 1,375,4,422 


O111/1,398)4,511 


0044 1,254 4,234 


-0073 548 2, 165) 


0092 1,007 3,764 
0026, 639 2,554 


0153 1,007 3,753 


0070 1,533 4,924 


669 2,452 
842 3,205 
435 1,722) 


774 3,730) 
706 2,774 
413 1,691 


661 2,633 
488 2,040) 


992 3,969 


Food Mase. 


662 
715 


1,318 
179 
488 


4,904 
759 
1,315 


2 031 
371 
379 


© SM, 1953. 


Hous2- 


148 
36 


motive Drug dex 


184 
137) 
132 


351 
197) 
2,171 


1,962 
985 


977 


OLR6 


0307 


9,591 
1,297 


1,479 


5,015 561 
1,957 
1,621 
1,780 


187] 
147] 
257 


1,181 
4,129 
1,899 


149) 
329 
221 


2,472 207 
452 129 
1,492 29 


-0031 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Sunflower 
Tallahatchie 
Tate 


Tippah 
Tishomingo 
Tunica 


Union 

Walthall 

Warren 
Vicksburg 


Washington 
Greenville 

Wayne 

Webster 


Wilkinson 
Winston 
Yalobusha 


Total Above 
Cities 


State Total 


Per Capita Sales 


Per Family Sale 


Jackson 
Biloxi- 
Gulfport 


Missouri state map—page 432 


City 
Cape Girarde 
Carthage 
Chillicothe 
Clayton 
Clinton 
Columbia 
Hannibal 
I wlependence 
Jefferson ¢ 
Joplin 
Kansas City 
Kennett 
Kirksville 
Kirkwood 
Lebanon 
Maplewood 
Marshall 


ity 


Adair 
Kirksville 

Andrew 

Atchison 


Audrain 
Mexico 

Barry 

Barton 


Bates 


Benton 
Bollinger 


& SM, 1953 
MAY 10 


Metropolitan Area 


s 


68 


176 


p. 414; Nebraska 


County 


au 
Jasper 
Livingston 
St 
Henry 
Boone 
Marion 
Jackson 


Cole 


Louis 


Jasper 
Jackson 
Dunklin 
Adair 
Lou 
Laclede 
St. Loe 
Saline 


St 


D2 


JM 


182. 


106. 


Cape Girardeau 


POPULATION 
ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


Fami- 
les 
thou- 
sands 


of 
S.A 
of 


County 


13.7 


0225 


0053 


4 .0969 41.4 


1, .0675 


Pop 
in 
thous 


0124 

0069 
-0074 
0072 


7.8 


70.5 


27.5) 82.7 


(Other West North Central States: lowa, p. 333; Kansas, p. 345; Minnesota, 
p. 442; North Dakota, p. 508; South Dakota, p. 585.) 


INCOME 


JM 


Net 
Dollars 
add 

000 


of 


U.S.A 


28 ,967 
13, 106 
6,947 


11,308 
10,715 
11,031 


13,421 
9,363 
48 462 
40,811 


0209 1 
01761 


58 524 
16 , 369 
11,495 
6,791 


8,367 
12,730 
8,901 


19,089 
8,110 


215,272 .09271 


139,494 .06011 


NUMBER OF OUTLI 


0050 1, 
0049 
-0053 1, 


EFFECTIVE BUYING 
ESTIMATES— 1952 


Per 
Cap- Fam- 


Per 


ita ily 


518 2 
435 1, 
390 1, 


654 2, 
691 2, 
5111, 


661 2,355 
616 2,601 
230 3,908 
,422 4,388 
791 2,814 
,144/3 828 
676 2,874 
601 2,342 


593 2,461 
571 2,315) 
593 2,282) 
541 2,145) 
977 2,703 

628 886 
1,273,350 


572 
2,196 


SISS 


144 908 


MIS 


413 5,200 


.315 5,073 71,939 


City 


Maryville 
Mexico 
Moberly 
Nevada 
North Kansas CityClay 


Overland 
Poplar Bluff 
Rolla 
Sedalia. . 
Sikeston 
Springfield 
St. Charles 
St. Joseph 
St. Louis 
Prenton 


University City 
Webster Grove 


921 2,806 
0563, 112 
970 2,838 
081 3,491 


21,091 
19,497 

5,875 
12,059 


302 3,955) 
536 4,684 
675 2,220) 
774 2,217 


26 ,323 
18,384 
20,853 
10,158 


774 2,208 
615 2,049 
516 1,797 


13,718 
7,539 
3,618 


0440) 2,616 


— MISSOURI — Counties and Cities 


MI SSISSIPPI— (Continued) 


RETAIL SALES—1952 
BYP estimates 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase Drug 


880 5,471 
420 2,076 
157 1,784 


197 
259 


372 
795 
931 


885 


613 


71, Q88 40,034 163,238) 17,791 


309,526 161,762 65,143 290,109 36,116 


73 29 


12 


130 
500 


16 
62 


18,824) 5,620, 4,362| 11,940) 2,171 


Pop 
(in 
thous.) 


NUMBER OF 
GM | I | 
10 
14| 
15 
12) 
5) 
>| 
15| 


County 


Nodaway 5 
Audrain 
Randolph 
Vernon 
St. Louts 
Butler 
Phelps 
Pettis 
Scott 


20) 
13 
Crreene 44. 
St. Charle 
Buchanan 
St. Louis 
Grundy 


St. Louis 


ot 


Louis 


3,295 


1,469 
3,445 


3,210 


3,160 
2,308 


2,249 
2,792 
1,137 


600 
150 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 

Power ity 

Quota In- 
dex 


52 
45 


-0120 


OOK6 


IPPI — @ Metropolitan County Areas 


0886, 3,500| 25,875] 25.071 8,810) 38,236 4,140] .0823| 95 


-0567' 84 


QUTLETS 
A 
42 
20 
14 
21) 
8 
25) 
13) 
30 
14 
74 
14| 


62) 


D 


Before using these figures, see explanation page 11 


427 


YOU CAN 


As a prosperous livestock center in a 
thriving Farm Market territory 


In 1952 . . . OVER 
’ BILLION DOLLARS 


PAID FOR OVER 


3 MILLION ueap oF uvestock 


Here is definite proof that St. Joseph, Missouri's third 
largest city, is the trading center of a prosperous, stable 
farm and livestock market area. Coverage of this rich farm area 
is yours when you use the St. Joseph News-Press & Gazette. 


ST. JOE, MO. 


Combined Daily Circulation 
Over 90,000 
Sunday Over 50,000 


ST. JOSEPH NEWS-PRESS 


(EVENING ANO SUNDAY) 


St. Joseph Gazette 


(MORNING) 


MISSOURI — (Continued) 


POPULATION 


ESTIMATES 


1/1/53 


sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars -add 000 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES 1962 


COUNTIES 
Ur- 


CITIES 


Boone 
Columbia 
Buchanan 
At. Joseph 
Butler 
Poplar Bluff 


Caldwell 
Callaway 
Camden 


Cape Girardeau 
Cape Girardeau 

Carroll 

Carter 


Cass 
Cedar 
Chariton 


Christian 
Clark 
Clay 
North Kansas 
City 
1A Kansas City 


B2 
04 


Clinton 
Cole 


Jefferson City 


Total 
thou- 
sands 


Metropolitan Area 


Fami- 

of lies 
U.S.A 
sands 


4. 
0232 9. 


5.5) .0162 6. 


thou- 


0 
9 


9 


1 Kansas City is in Clay and Jackson Counties. 
A and A See end of state for SM Metropolitan County Areas 


428 


bani- 
zation 


of 
County 


66.0 


83.9 


40.0 


29. 
70. 


53,726 


42,560 


Per 


of Cc. 
. S.A. 


0268 1, 
0198 1, 
-0646 1, 
0538 1, 
-0127 


0070 


0034 


Per 
ap- Fam- 


ita ily 


202 4,326 
133 5,660 
558 4,968 
572 5,053 
737\2,601 


,020/3, 264 


798 2,195) 
921 3,509) 
602 1,879) 


,310 4,418 
,489 4,971 


897 2,691 
565 1,807) 


995 3,031 
602 1,696 
848 2,596 


602 1,899 
823 2,497 


958 6,044 


0049 2 


-0049 
-0232 1, 
0183/1, 


, 096 


, 659 


983 2,874 
476 5,427 


669 6, 168) 


-0105 
-0218 
0200 


Food 


19,641 
6,588 
5,110 


2,025 
2,905 
1,077 


8,718 
6 999 


3,166 


2,769 
6,945 


6,350 


General 
Mase 


768 
2,988 


2,325 


Furn.- 
House- 
Radio 


1,750 
1,567 
5,785 
5,545 
1,494 
1,244 


173 


1,642 


Auto- 
motive 


8,663 
7,089 
17,921 
17,735 

7,007 


6.898 
2,292 


579 


4,396 
9,101 
9,101 


1,375 


1,290 


Buying Qual- 

Power ity 

Quota | In- 
dex 


-0282 
0209 
-0631 
0538 
.0169 


0100 


0150 
-0074 
0015 


0163 
-0042 


96 
98 
0184) 114 


Before using these figures, see explanation page 11 
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SALES MANAGEMENT 


EVERY 
YEAR... 


Gets BIGGER & BIGGER & BIGGER 


Here are the figures: 


@ POPULATION (SM estimates) 
1951 1952 
1,937,800 
4,027,200 
837,300 


Increase 


2,024,400 86,600 
4,097,300 70,100 
867,400 30,100 


KANSAS 
MISSOURI 
K. C. MET. AREA* 


@ RETAIL SALES (SM estimates) 

1951 1952 
KANSAS $1,906,835,000  $2,160,969,000 
MISSOURI —$3,993,395,000  $4,305,433,000 
K.C. Met. Area’ $1,073,581,000 — $1,209,883,000 


Increase 


$254,134,000 
$312,038,000 
$136,302,000 


@ EFFECTIVE BUYING INCOME (SM estimates) 
1951 1952 
KANSAS $2,668,420,000  $3,029,294,000 


MISSOURI $5,370,549,000 $5,651,990,000 
K.C. Met. Area* $1,433,941,000  $1,613,556,000 


Increase 


$360,874,000 
$281,441,000 
$179,615,000 


*Kansas City Metropolitan Area is represented by Jackson and 
Clay Counties in Missouri—Johnson and Wyandotte in Kansas 


OWNED AND 
MAY 10, 1953 


OPERATED BY MIDLAND 


Every year the lines that define the boundaries of 
the great Kansas City Primary Trade Area remain 
the same. And of course there’s never any change 
in the half-millivolt contour of The KMBC-KFRM 
Team. 


But the “Market Basket” Gets 
Bigger Every Year! 


Who reaped the major portion of the benefit of 
these hundreds of millions of dollars in increases”? 
KMBC-KFRM advertisers. Because in rural, urban 
and metropolitan sections of the Kansas City Pri- 
mary Trade Area alike, KMBC-KFRM sales mes- 
sages are heard by more of the people, more of the 
time. The 1953 “Market Basket” will take on new 
proportions. Already, The KMBC-KFRM Team is 
delivering its advertisers a pleasant share of 1953 
Heart of America spending. 


Write, wire or phone KMBC-KFRM, Kansas City, or 
your nearest Free & Peters Colonel at once. Arrange 
for your share of the Kansas City 
“Market Basket” 1953! 


BROADCASTING COMPANY 


429 


Joplin . . . Missouri's 4th Metropolitan Area 


— POPULATION 1953 @ Center of largest lead G zinc mining operations in U. S. 


METROPOLITAN RETAIL SALES 1952 @ Center of $15,000,000-a-year industrial area. 
$109,523,000* 


@ Capital of $100,000,000-a-year farm empire. 
TRADING AREA POPULATION 1953 
277,600* @ Transportation hub. 


TRADING AREA RETAIL SALES 1952 
$255,103,000* 


@ Gateway to Ozarks tourist playground. 


* Soles Management Estimotes 


THE JOPLIN GLOBE & NEWS-HERALD 


Represented by THE KATZ AGENCY, INC. 


served by 


MISSOURI — (Continued) 


. “SM” symbols mark original, exclu- 
bony estimates by SALES MANAGEMENT. 


7 , “SALES AND 
EPPESTIVE 8 BUYING RETAIL SALES--1952 ADVERTIS- 


ESTIMATES ING 
JIM 1/1/83 JM ESTIMATES —1982 @ ESTIMATES CONTROLS 


COUNTIES vad l l ‘ FIVE STORE GROUPS a 
in thousands of dollars add 000 


- . cad Buying |Qual- 


CITIES i Net | % Pe | | Per 
i Dollars ap- | Fam- | 

(add U.S. $A ‘ite, ita | ily . S.A. | General | Furn.- Auto- 

000) 


eat 


Cooper wm .3) 40. .0076 1,056 3,329 


Crawford ° é 6) ' ‘ d 737 2,415 
Dade . ; . ; 553 1,678) 
Dallas ae : y ‘ 4867/1, 485] 


Daviess J ¢ ° ° d 737 2,190) 
De Kalb. . ° ° ; A s ¢ 823 2, 195) 
Dent 5] j J y : ‘ 602 1,930} 


Douglas... ‘ , A ° . ‘ 503 1,762) 
Dunklin oa 4) ; ° ¢ -0142, 713 2,583 

Kennett ‘ i 2.7 , 0036; 946.3,119 
Franklin J é A , y .0175 1,081 3,536 


Gasconade... ¢ d . . . -0053, 970 3,056 ° 
Gentry... : = , -0039' 836 2,530} 11,291 
Greene ne i d . -0663 1,393 4,240] 120,998 
Adpringfield 7 BE 0465 1,517 4,513 104,283 6,941 
Grundy \ é 5 46.6 11,903 .0051 909 2,645 18,206, . ’ ° 716 
Trenton... : 2.2 6,633. 0020 1,106 3,015 12,904) —.0075 27 961 629 421 
A and A See end of state for SM Metropolitan County Areas © SM, 1953. 


0046 121 
Before using these “figures, see explanation page 11 


0 h N to Boost Your Sales 


at 


evans) | 
in the + Market of Greater Kansas City 


BEN LUDY, General Manager, KCKN, Kansas City; WIBW Topeka JOE STORY, Manager KCKN Kansas City 


SALES MANAGEMENT 


23.2% of Missouri's 
retail sales are made 


in KANSAS CITY 


a 


Jutdoor 


Make your salee 
itch strike it 
rich...uge... 


advertising 


GOA outdoor displays sell to people out of doors, ready to buy. 
—Put your sales impact where and when you need it! 
Use outdoor advertising to boost your sales. 


Kansas City Office: 2459 Summit Street @@@Pas avi @lticelerey mma eh Cauetyiittal Oey 


I cca esates nknctetgat M1SSOUR1I— (Continued) 


COUNTIES 
CITIES Total 
thou- 
sands 


POPULATION 


Fami- 


TSM | ESTIMATES 
1/1/53 


Ur- 
bani- 


EFFECTIVE BUYING 


SM INCOME 


‘ 
% Per 


ESTIMATES—1952 


Per 


of lies 


zation 
U.S.A.) (thou- | ‘ 


of 


S.A. 


Cap- | Fam- 
ita | ily 


Harrison 
Henry 
Clinton 


Hickory 
Holt 
Howard 


Howell 
tron 
Jackson 
1 AKansas City 


Independence 


Jasper 
Joplin 
Carthage 
Jefterson 
Johnson 


Knox 
Laclede 
Lebanon 


Lafayette 


Lawrence 
Lewis 
Lincoin 


| Kansas City is in Clay and 


Metropolitan Area 


sands ot 
County 


4.6 
6.8 


19.2 
30.3 


10.8 g 3.6 
13.0 2 4 


Jackson Counties. 


2 Joplin is in Jasper and Newton Counties 


MAY 10, 


1953 


43721, 
3706 1 


0336 1, 


-0443 1, 
0240 1, 
0066 1, 


-0252 1, 


0033 1, 


.0122 1, 


820 5,494 


860 2,635 
848 2,507 


081 2,998 


479 1,362 
921 2,882 
798 2,545 


639 2,114 
664 2,399 
806 5,415 


958 5,949 


269 3,711 
420 4,063 
324.3,904 
449 4,839 
737 2, 


823 2, 
762 2, 
0813 


118 3, 


823 2,480 
774 2,322 


872 2,412 


© SM, 1953 


0370 
0104 


.0186 


RETAIL SALES—1952 


ESTIMATES 


FIVE STORE GROUPS | 
in thousands of dollars add 000 


General 


Food Mase. 


741 
718 


2,561 


1,591 
473 
233,820 
230,410 
3,085 


10,871 
9,075 
321 


231 
519 
1,414 


Furn.- 


Auto- 


House- | motive 


Radio 


311 
362 


| 


1,367 


133 ,030 
10,435 


23,126 
577 
5,630 


4,105 


50,056 
46,569 
1, 606 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying Qual- 
Power ity 
Quota in- 

dex 


-0065 
.0097 
0046 


0019 
0062 
0051 


- 0096 
0062 
0142 


0101 
.0061 
-0067 


Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas 


43) 


MISSOURI 


NODAWAY 


WORTH — - = 


CENT RY 


ee SCOTLAND 


«NOK 


LIVINGSTON 


UCHANAND ‘ 


KANSAS 
ary 


LACLEDE 


WRILHT 


1950 Net Effective Buying Income 


3 In excess of $150 Million 

ae $75 Million to $149.9 Million 
=] $40 Million to $74.9 Million 
FEZ] $15 million 10 $39.9 Million 


SHELBY 


MARION 


Cities shown are those having net 


|_JMONROE 


Effective Buying Income of $15 million 


and over 


“ 
ULURT ARIES 


oa: 


LINCOLN 
[aan 
LOMERY 


WARREN ST CHARLES. 


ST. LOUIS 
act |CASCON ibe 
ADE IrRANKLIN 


EF FERSON 


CRAWFORD | WASH 
INGTON 


LPS 


pe" 


\feam 


tRON 


r CAPE 
REYNOLDS IRARDEAL 


—— 
RECON 


MISSOURI — (Continued) 


COUNTIES 
CITIES 


Linn 
Livingston 


Chillicothe. . 


McDonald 


Macon. ... 
Madison. . 
Maries 


© SM, 1953. 
432 


For explanation of map symbols, see “State Maps,” page 220 


POPULATION 
SM ESTIMATES 
1/1/53 


INCOME 
BYP ESTIMATES—1952 


Ur- | 

bani- Net | % | Per! Per 
zation] Dollars of | Cap-| Fam- 
% add =|U.S. A.) ita | ily 
000) } 


-0078 959 2,772 
.0068) 946 2,890 
0039 995.3,088) 


-0034; 565,1,852 
| 


| 
0063} 798 2,318 
-0047)1,013 3,563) 
ooze! 678 2,347 


The “SM” symbols mark original, exclu- 


RETAIL SALES—1952 
ESTIMATES 


__Sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


FIVE STORE GROUPS 
in thousands of dollars—add 000) 


| ‘ij 
General | Furn.- 
Mdse. | House- | 


| Radio 


Auto- 


Food motive Drug 


4,476 679 
3,694 503 
3,510 
2,565 


1,610 624 
1,941 786 
1,699 756 


2,442 71 


3,556 
3,733 
2,933 


1,842 


2,774 824 682 2,821 
2,034 594 4 2,028 
887 346 65 “7 114 


___} Buying Qual- 


Power | ity 


.0060 
-0060 


-0078 
-0053 
-0027 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Delivers 


MORE QUALITY 


Coverage 


In Every Crop, Livestock and Farm Equipment Category 


MASS Penetration 


Biggest Farm Paper—by far—in Missouri and Kansas 


The Weekly Star Farmer leads all farm papers in 
circulation in those counties designated by Mis- 
souri and Kansas Department of Agriculture figures 
as feading in major crop and livestock production. 


Here's the Score on CROPS and LIVESTOCK 


Weekly Star Farmer leads nearest competitor in coverage of top ten crop-producing coun- 
ties and top ten livestock-producing counties in each category by the following scores: 


MISSOURI KANSAS 


All cattle All sorghums 
Dairy cattle . All cattle 
Hogs Dairy cattle 


‘ Hogs 
Chickens Chickens 


FARM EQUIPMENT-- *Weekly Star Farmer leads all farm 


papers—by far—in Missouri and Kan- 
sas counties WHERE FARMERS OWN THE MOST EQUIPMENT. 


*Valuable new market data maps detailing every major 
crop, livestock and equipment category—on request. 


We ekly Star Farmer 


461,000 Paid Subscribers tS est BE 3 ) Sel. mt = hae Largest Weekly Farm Publication in America 


1729 Grand Ave. 202 S. State St. 15 E. 40th St. 
Kansas City HArrison 1200 Chicago WEbster 9-0532 New York Murray Hill 3-616) 


MAY 10, 1953 


30.2% of 
retail sales are made 
in ST. LOUIS 


Missouri's 


GOA outdoor displays sell to people out of doors, ready to buy. 
Put your sales impact where and when you need it! 
Use outdoor advertising to boost your sales. 


St. Louis Office: 3905 McPherson Avenue 


MISSOURI — (Continued) 


COUNTIES 
CITIES 


Marion 
3Hannibal 

Mercer. . 

Miller 


Mississippi 
Moniteau 
Monroe 


Montgomery 

Morgan 

New Madrid 
48ikeston 

Newton 
2AJoplis 


Nodaway 
Maryville 

Oregon 

Osage 


Ozark 
Pemiscot 
Perry 


Pettis 
Sedalia 

Phelps. .. 
Rolla. .. 


2 Joplin is in 


POPULATION 


Fami- 


Metropolitan Area 


8.9 
46.5 
15.3 


32.1 
20.5 
27.7 

13.1 


Jasper and Newton Counties. 


0130 
.0176 
.0083 


ESTIMATES 
JM 1/1/53 


8 Hannibal is in Marion and Ralls Counties 


434 


Ur- 
bani- 


11,903 


4 Sikeston is in 
A and A See end 


EFFECTIVE BUYING 
SM | INCOME 
ESTIMATES — 1952 


U.S.A.) ita | ily 


| i 
% Per | Per 
of | Cap-| Fam-| 


-0168 1,282 3,859 
0123 1,365 4,018 
-0021 700 2,016 
-0043 725 2,327 


.0212, 3,428 
0166 

-0033 2,194 
-0063 2,377 


700 2,663 
787 2,360 
897 2,645 


-0105' 2,811 
-0057 2,589 
-0070 2,965 


836 2,444 
626 1,977 
553 2,213 


-0061) 2,478 
-0044 2,270 
-0145 | 2,341) 


798 2,592 0109 2,006 


-0108 1,020 3,245) 
0035 1, 167\3,660 
-0029. 541 1,885 
-0038, 774 2,847 


-0131 2,780 
.0089 

-0033 1,551 
-0049 2,559 


-0016 430 1,596 
-0118) 590 2,211 
-0069 1,044 3,803 


-0018 1,246 
-0157, 2,075 
-0075) 2,919 


-0153 1,105|3, 256) 
O110 1,241'3,583 
-0105 885 3,063 
-0051; 909 3,132 

New Madrid and Scott Counties. 

of state for SM Metropolitan County Areas. 


-0203, 3,039 
0183! 
-0109) 2,230 
.0079 


29,936 
17,842 
12,929 


Make your galee 
pitch strike it 
rich... use... 


The “‘SM" symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES—1952 
ESTIMATES 


~~ FIVE STORE GROUPS 


in thousands of dollars —add 000 


Furn.- 
House- 
Radio 


General 
Mase. 


2,479 
2,051 
231 
675 


2,143 
1,824 
165 
349 


, 189 
657 
483 


,381 
317 


492 


138 
638 


248 
2,322 
1,564 


2,418 
1,934 
975 
645 


2,044 
1,947 
1,079 

986 


Auto- 


motive 


Drug 


837, 
726 
167 
123 


541 
238 
279 


97 
132 
589 


358 


534) 
341 
192 
120 


67 
863 


898 
776 
327 


220 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Qual- 
ity 
In- 
dex 


Buying 
Power 
Quota 


@ $23 wze sees! 


-0125 
0053 


0179) 
-0136) 
.0120 


-0066) 80 


Before ‘using these figures, see explanation page 11. 
@ SM, 1953. 


SALES MANAGEMENT 


The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING ADVERTIS- 


ESTIMATES INCOME ING 
BY 1/1/53 BY) ESTIMATES— 1952 GD ESTIMATES CONTROLS 
ov: ie ss ise ae a oe > ae “FIVE STORE GROUPS ay 
in thousands of dollars —add 000 


COUNTIES 


CITIES Buying 
Power 
General | Furn.- | Auto- Quota 
Mdse. | House- | motive 


Metropolitan Area 


Pike... aa i , ; ; .0106) 2,928) 
Platte... : F 8}... .0075 1,118 3,610 . .0052) 1,787) 
Polk... - 0}. ’ ; , 0042 615 1,891 .0097) 3,049 
Pulaski. a ’ Re t .0033 713/2,289 ; 0055) 2,715 


Putnam . , A oe -0026, 688,2,063 ’ ° 1,681 
Ralls... ° ° » | . -0035 921 3,002 , ° 1,776 
3Haanibal | 
Randolph : . d A - ’ -0116 1,154 3,280 
Moberly 2 , 90% 0077 | 1,388 3,892 


-0065) 946/2,735 : -0081 
-0012, 430 1,696 -0017 
-0025' 503/1,639 , -0031 


St. Charlies... .. ‘ é ’ a 45,068 .0194 1,413 4,899) ; -0161 2,868 
St. Charles. . of y : 24,088  .0104 1,585 5,353 f 0113 
S Gil.....006 le d . ad 6,392 .0028 615 1,826 . -0040' 1,855 
St. Francois. ... ; ° ‘ : 50,551 .0218 1,400 4,814 . -0160 2,495 8,356 


5St. Louis 124) 1,334.9. 407.3 95.3 | 2,485,584 1.0709 1,862 6,103] 1,483,026 .9067 3,641 363,579 


3 Hannibal is in Marion & Rails Counties © SM, 1953. Before using these figures, see explanation page 11 
5 St. Louis County combined with Independent City. A and A See end of state for SM Metropolitan County Areas. 


Please note that two new columns are added to the state tables this year —‘Urbanization “% of County” and 
“County Sales Per Family.” See table above. 


MAY 10, 1953 


The Prize* Package 


of the 
St. Louis Market... 


KSD =“. 


... 9000 WATTS ON 550 KC DAY AND NIGHT 


THE ST.LOUIS POST-DISPATCH RADIO STATION 
National Advertising Representative: FREE & PETERS, Inc. 


NBC NETWORK « AP NEWS « TELEVISION AFFILIATE: KSD-TV 


*KSD has the LARGEST daytime 
half-millivolt coverage area of 
any radio station in ST. LOUIS! 


MISSOURI — (Continued) 


POPULATION 


a 


Ur- 


~ Wm PRODUCTS 
~ AND SERVICES 

TO SELLTO THE 
PROSPEROUS 


STLLOUIS MARKET 
oe a“ 


MONEY TO SPEND 


$5,398, 986, 000 


WORTH OF ANNUAL 
RETAIL SALES 


a 


The “‘SM"’ symbols mark original, exclu 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 


ESTIMATES 


arenes 5 es 
JM ESTIMATES 1952 


FIVE STORE GROUPS 


COUNTIES 
in thousands of dollars add 000 


CITIES 


ASt. Louis 


Metropolitan Area 


Total 
thou- 
sands 


U 


of 
S.A. 


5518 


Fami- 
lies 
thou- 

sands 


bani- 
zation 


of 


County 


1,530,608 


Per Per 


of Cap- Fam- 


6594 1 


Clayton 0108 


Maplewood 0087 


City 0265 
Webster Groves 
Kirk wood 
Overland 

Ste. Genevieve 

Saline 
Marshall 

Schuyler 

Scotiand 

Scott 


University 
OLS7 
0129 
oOos. 

.0072 

.0171 
0057 

-0037 

-0045 

-0219 

4Sikeston 0080 


Shannon -0062 
4 Sikeston is in New Madrid and Scott Counties. 


— 


oo 
oe 


oe 


a he 2 
— 
a 
o 


~ & 
n 


55,939 
28, 506 


422 


0123)2 
04762 


0275 2 


0211 2, 


O10 1 


-0054 1. 


.0123 1 


0045 1, 


0018 
.0023 
-01511 


00601, 


-0016 


A and A See end of state for SM Metropolitan County Areas 


436 


0241 3,31 


ita ily 


765 5,752 
5 10758 
096 6,479 
,648 8,764 
,593 8, 
427 8,453 
, 086 6,924 
118 4,111 
056 3. 
167 3 
749 2, 
737 2, 
020 3, 
118)3,67 
4541, 


QS4 


581 
247 
122 


Dollars 
add 
000 General 


Food Mase. 


0104 
-0014 


yuu 


529 


Before using these figures, see explanation page ll 
€ 


Furn.- 


House- 


Radio 


85, 185 
789 
1,421 
1,006 
596 
545 
471 


Auto- 
motive 


Drug 


36, 360 


Buying 
Power 
Quota 


6561 


Qual- 
ity 
In- 

dex 


119 


0210 
0139 


194 
160 
128 


1,641 
218 
664 

129 

126 

117 
79 


. 1953 


SALES MANAGEMENT 


“ST.LOUIS POST-DISPATCH jes 


Ser, 


i 
You Get the 
MOST 
When You Get the 
‘POST’ 


sell the St. Louis Market the 


Way St. Louis Department Stores Do 


The leading St. Louis department stores sold the 
$200,000,000 department store market in 1952 by 
using 7,232,763 lines of advertising in the 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 
of the St. Louis market 


Circulation: Nearly 400,000 Daily, Over 450,000 Sunday 


MAY 10, 1953 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


Chicago 

Tribune Tower 

E. M. ROSCHER, Manager 

Florida 

311 Lincotn Road, Miami Beach, Fla. 
THE LEONARD CO 


PACIFIC COAST 
WEST-HOLLIDAY CO., INC 
San Francisco 

625 Market St., 5 

Los Angeles 

520 W. Seventh St, 14 
Seattle 

603 Stewart St., 1 


Portland 
520 S. W. 6th Ave. 4 


Power to cover the POWERFUL 
KANSAS CITY MARKET {f 


Powerful KCMO, Kansas City’s only 50,000 Watt station for 


Mid-America, blankets a top-quality metropolitan market that ranks 


20% above the national average. It’s a fabulous trade area — a big, 


healthy, wealthy farm, small-town and city buying public. 


KCMO’s powerful 50,000 Watt signal at 810 Kc covers 213 


counties in this market inside the measured 17 mv contour, reach- 


ing more customers than any other station, at one low rate. 


-— METROPOLITAN FACTS ABOUT KANSAS CITY — the market that’s 15th in 
retail sales, 17th in grocery sales, 11th in wholesale sales, 8th in bank clearings 
and 7th in drug sales. 


Retail Sales Food Sales Drug Sales Radio Homes Population 


Greater Kansas City . $1,209,883 $232,704 $61,097 260,980 867,400 


a” ere ee 91,796 19,641 5,182 22,800 79,400 50,000 Watts 810 Ke 


Tess .....0+5 200066 072 675 29,770 93,200 . ' 
sapere = - For powerful Mid-America 
$1,420,425 $276,417 $69,954 313,550 1,040,000 . 

profits, see your nearest 


KATZ agency man! 


GREATER KANSAS CITY includes all of Jackson and Clay Counties in Missouri, Johnson and 
Wyandette Counties in Kansas — including Kansas City, Mo., Kansas City, Kan., North Kansas 
City, Mo., and Independence, Mo 


Sales figures shown in thousands of dollars (add 000) 


M | S O U R | = (Continued) ; The “‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


i : “SALES AND 
POPULATION Ereenrive BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES ME 
BYP 11/53 JH ESTIMATES—1982 OLD estimates 


ING 
CONTROLS 
FIVE STORE GROUPS | 

Ur- | Coun- (in thousands of dollars —add 000 j 
Total / Fami- | bani- | & Per | Per| Dollars % i aes: a Buying Qual- 
thou- of lies | zation of | Cap-| | Fam-| add =| oof Sales | | Power | ity 
sands) |U.$.A.| (thou- | % U.S.A. ita | ily 000) U.S.A.) Per General | Furn.- | Auto | Quota In- 
sands)! of 000 | Fam. | | Mdse. | House- | motive | Drug dex 
County’ } ily | | Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


Shelby 7. 3.7 ; , : .0051| 2,244) 1, | 1,887) 143 
Stoddard re 9.5 13.8 j : .212}  .0129) 2,233) , ; 4,456, 329) 
Stone 8). 2.9 ' : ; , .0029) 1,595 . | 656, 218 
Sullivan -0051 2,279 , 1,497, 1565) 
Taney -0040| 2,163) . ; | 1,185 126 
Texas -0055) 1,527 ' 2,487) 270) 
Vernon .0126 2,988 ' ‘ 3,191 473 

Nevada ,020 2,914 12 .0099 J ¢ 83° 3,141 336 
Warren 909 2,835 y .0049| 3,188 455) 1,331) 119 
Washington 626 2,230 .0041) 1,632 : 1,212, 90 
Wayne 553 2,055) ‘ .0025 1,499 724) 134 
Webster 615 2,004 .181} 0069) 2,431) r | 2,741) 163 
Worth 811/2,432 . .0027) 2,774 1,233] 95 
Wright 467 1,494 ,380| .0088, 2,876 1,854 4a 2,873, 289 


co@m@oaae-axreooo~ 


= 
os 
o 


Total Above | 
Cities 000.5 1.2666 628.2 3,471,038 1.4956 1,744.5,525] 2,957,424) 1.8078 606,328) 511,361 177,297; 535,410 116,133 


State Total 4,097.3 2.6071 1,278.4 61.5 | 5,651,990, 2.4350 1,379 4,421] 4,305,433 2.6322 3,368) 920,951 607,750 228,388 767,331 155,099) 


Per Capita Sales oe ; 1,051... jee 56 187 
Per Family Sales oe 3,368 


MISSO i— @D Metropolitan County Areas 


Kansas City 867.4) .5518| 282.9| 88.5 1,613,556) -6951|1,860 5, 704) 1, |, 209, 883| .7396, 4,277| 232,704, 250,968 “69, 285 208, ,043/ ‘61, 097 -6798) 123 
St. Joseph 96.3) .0613; 30.2) 83.9 180, 035) -0646'1,558 4,968) 101,156 .0618| 3,350, 22,817, 10,333 5,785, 17,921) 5,252 -0631, 103 
St. Louis 1,772.6) 1.1278 539.6) 78.9 | 3,194,166) 1.3762)1,802,5,920) 1,885,876) 1. 1529| 3,495, 475,400, 248,793) 115,109 310,785; 60,049} 1.2595 112 
Springfield 110.5) .0703 36.3, 72.1 153,927 0663/1, 393\4,240] 120,998 .0740) 3,333) 21,342) 14,148 7,605| 26,451) 4,124 -0694 99 

Joplin 109.9 .0700 36.6 58.3 125,865; .05421,145 3,439} 109,523 .0669) 2,992 23.805 11,999 4,779 26,794 3, "108 -0611; 87 
@ SM, 1953 Before using these figures, see explanation page 11 


438 SALES MANAGEMENT 


NEW SALES MANAGEMENT FIGURES PROVE— 
IT’S TIME TO RE-EVALUATE tHe ST. LOUIS market! 


THIS IS “OUR” AQT STATE 


AND HAS BEEN FOR 30 YEARS! 


ri ek 3,384,351 PEOPLE 


ff 7 Sige TI (only 14 of the 48 states are larger) 


$3 316,416,000 RETAIL SALES 


(only 13 of the 48 states have more) 


*4.967,799,000 BUYING POWER 


(only 12 of the 48 states have more) 


Wide awake St. Louis Reads this Great 
MORNING NEWSPAPER of the 49th State! 


Tpemoctal. S25 


on TE 


America’s 12™ Largest 
MORNING PAPER Serving 


America’s 9" Largest Market! 
CIRCULATION: 


NEARLY 300,000 Daity 
OVER 350,000 SUNDAY 


» services available to national advertisers: spe- 

research and marketing projects; grocery inventory 

> surveys; route lists; salesmen’s portfolios; mail- 
etters or promotional material. 


Representatives: 


SCOLARO, MEEKER 
& SCOTT—New York, 


Chicago and Detroit; e, ° 

CRESMER & WOOD- { ous 0 e-74 rmorcral 
W ARD—Pacific Coast; o , 

THE HAL WINTER : , 

CO.—Miami Beach, Fla. The Morning Newspaper in the World's Largest Two-Newspaper City 


MAY 10, 1953 


“MONTANA 
TOOLE UBLATY 7 wn BUAINE — 


eoostvert 


1950 Net Effective Buying income 


ee In excess of $150 Million 


f } $75 Million to $149.9 Million Cities shown are those having net 
. Effective Buying Income of $15 million Scale of Miles 
| $40 Million to $74.9 Million , 


= and over —_— 4 +d 
f } $15 Million to $39.9 Million . a 


One inch Equals Approalmately 91 Miles 


A { E | F | 
For explanation of map symbols, see “State Maps,” page 220 


_ a "(Other Mountain States: Arizona, p. 227: Colorado, p. 254; Idaho, p. 304; 
M .@) N T A N A — Counties and Cities ——" Nevada, p. 448; New Mexico, p. 463; Utah, p. 635; Wyoming, p. 676.) 


Pop Pop 
in NUMBER OF OUTLETS in NUMBER OF OUTLETS 


City County thous.) I | on FHR[ A | D City County thous.)] F |GM]FHR] A [D 


Helena Lewis & Clark 18.1 
Kalispell Flathead 1.02 
Lewistown Fergus 6.8 
Livingston Park. 8.0) 
Miles City Custer | 10.1 
Missoula Missoula 23.2 11 


Anaconda Deer Lodge } 11.3 8 
Billings Yellowstone $4.4 27 
Bozeman Gallatin. . 11.6) | 9 
Butte Silver Bow 37.1 k 24! 
Great Falls Cascade. 41.7 31 
Havre.... Hill 8.5 ; 7 


wean ewe 


| 


Ay hs dl RETAIL SALES 1952 ADVERTIS- 
TIM 
JM 1/1/53 BY) ESTIMATES 1952 ESTIMATES 


COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars add 000) 
CITIES Fami-  bani- ‘ Per Per % ty gO5 Buying |Quai- 
of lies | zation of Cap- Fam- | Power | ity 
S.A.) (thou- | % . S.A. ita | ily 000 ‘ General Furn.- Auto- | Quota | in 
sands of 000 Mdse. House- motive | Drug dex 
County Radio 


ING 
CONTROLS 


2.4) 49.0 .0041 1,473 3,928 ‘ . 2,233) 162] . 118 
2.6 .0051 1,244 4,593 .0055) : 1,879, 206 
2.5 0047/1, 293 4,344 ; .790) ‘ | 1,603} 124 

.0018 1,391 4,483 : - a 
; .0050 1,178 3,465 , i : 988; 241 
Carter 6). : q .0013 1,162 4,317 . F | 165) 24 


Cascade 1) 0357 18.3. 74. 0459 1,899 5,821 15,454 | 14,160) 
Great Falls 0265 ‘ 81, 0353 1,964 6,203 7.0431 14,069 | 13,143] 
Chouteau.... 9.0044 i .0055 1,833 5,499 : .0059 4, 1,724 
Custer 8.0088 .0100 1,685 5, 169 ; .0136 
Miles City 0064 : 0077 |1,767 5,408 0129 


Daniets 7; .0023 ; -0020 1,244 4,185 0033 
Dawson . 0059 , . -0069 1,718 5,510 
Deer Lodge -2| .0110 . : \ 0132 1,784 6,393 
Anaconda 4 0072 ! 0089/1833 5,918 
See Butte 
Anaconda 


Fallon . ¢ , .0023 1,473 5,304 5.578 . d 
Fergus . a 4.6 ° .0102 1,685 5, 166 17,957' . 6 1,437 565 J 430 -0101 

Lewistown 2 0051:1,735.5,900 15,494 3,22 1,150 565 * } 379 . 0063 
© SM, 1953 


Before using these figures, see explanation page 1] 


440 SALES MANAGEMENT 


@ MAUDLOW 
‘@ CLARKSTON 


= 


¥ _ SELLE 
vi 


hn AAR WOW 


. the Bullseye of Montana’s Wealthy Gallatin “an 


WWM 


@ NORRIS 


Here's one market target for your advertising arrow that 
you won't want to miss. The Gallatin Empire region with trad- 
ing center, Bozeman as its hub is today and has been for years 
one of the richest regions in the nation. 


MCALLISTER 
* 


—, CJEFFERS 
VIRGINIA 


Income is sustained — diversified, multiplies from rich farm 
CITY | . 0, 2 . 
@ CAMERON . lands, Yellowstone Tourist trade, mining, food processing 
and lumbering. 


YELLOW- 
STONE 
PARK 


BOZEMAN DAILY CHRONICLE 


Bought and read by 4 out of 5 Gallatin Empire Families” 


And you can sell this rich market effectively through the metro- 
politan-type Bozeman Daily Chronicle, the one daily newspaper 
serving the great power-to-buy Gallatin empire. Buy the 
Bozeman Chronicle and aim a daily advertising arrow at this 
great target! 


a! 


The ‘“‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


MONTANA ~— (Continued) 


SALES AND 
EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ab INCOM JSAM ING 
ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS ae 
in thousands of dollars add 000) 


POPULATION 


@yD ESTIMATES 
1/1/53 


Ur- 

Fami- bani- Net % Per Per 

of lies | zation] Dollars of | Cap-| Fam- | | Power 
S.A.| (thou- | % (add U.S.A.) ita | ily | General | Furn.- Quota 


sands of 000 Food Mase. 
County’ | 


COUNTIES 


CITIES Buying |Qual- 
ity 


Metropolitan Area 


Flathead , -0212 
Kalispell 0065 


11.0) 41.3 -0229 1,604 4,840 : ° : 8,776) 4,443 


0076|1,735'4,916 29,82 2 5,291 3,7 
Gallatin ‘ 0142 
Bozeman 0074 0081/1 ,621'5,371 


Garfield ; 0014 ‘ . -0010| 1,096 2,878 
0062 ‘ ‘ -0072|1,718 6,014 


0154 1,588 5,081 


-0008 1,261 4,413 ‘ 

0017 1,522 4,109 . 0017 

, -0110|1 767 5,532 . 0104 
16,554) .0071/1,948 5,912 78 0090 


; ‘ 4,712) .0020 1,178 4,712 ° -0016 
Judith Basin a ‘ 5,510) .0024|1,670 6,122 ° -0019 
Lake : ‘ 14,995 .0065 1,063 3,408 ° -0070 


Lewis & Clark ‘ a , 48 ,097 

Helena. 5 5 35,846 
Liberty ‘ ; 3,830 
Lincoin r : 13,842 


-0207 1,932 5,658) , 0185 
0154 1,980 6,076 7,446 0168 
-0016 1,915 7,660) : -0017 
-0060 1,538 4,773 . 0042 


McCone : é 4,669 
Madison j ; 7,498 
Meagher l d é 2,200 


-0020' 1,506 5, 188 
0033 1,293 3,946 
.0009 1,048 2,750 


Mineral 


-0013 1,473 4,910 


Missoula 
Missoula 
Musselshell 


© SM, 1953. 
MAY 10, 


-0275 1,767 5,452 
.0183 1,833 6,075 


-0038 1,669 4,745 


7 , 687 


362 


Before using these figures, see 2 explanation page ll 


44) 


The “SM symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


MONTANA— (Continued) 


COUNTIES 
CITIES 


Park 
Livingston 

Petroleum 

Phillips 


Pondera 
Powder River 
Powell 


Prairie 
Ravalli 
Richland 


Roosevelt 
Rosebud 
Sanders 


Sheridan 

Silver Bow 
Bulte-Anaconda 
Butte 

Stillwater 


Sweet Grass 
Teton 
Toole 


Treasure 
Valley 
Wheatland 


Wibaux 
Yellowstone 


Billings 


Total Above 
Cities 


State Total 


Per Capita Sales 
Per Family Sales 


NEBRASKA — Counties and Cities — 


Nebraska state map—page 443 


City 


Alliance 
Beatrice 
Columbu 
Fairbury 
Falls City 
Fremont 
Grand Island 
Hastings 
Kearney 
Lexington 


© SM, 1953 


TION 
y ESrimares 


SM 


1406 71 


3835 «194.1 43.7 


Pop 
in 

County thous. 

Box Butte 

Gage 

Platte 

Jefferson 

Richardson 

Dodge 

Hall 

Adams 

Buffalo 


Dawson 


ears _ 
JM ESTIMATES 1952 


Net %, Per | Per 
Dollars of = Cap- | Fam- 
add =—st. S. A) ita | ily 

000) | 


-0093 1,751 5,254 
0067 1,932 6,181 
-0007 1,652 4,957 
-0034 1,310|3,804 


-0051 1,833 6,517 
-0019 1,604 4,490 
0045 1,670 5,843 


-0015 1,473 4,419 
0064 1,145 3,358 
-0062 1,374 4,467 


0054 1,326 4,343 
-0033 1,178 4,254 
-0038 1,277 3,724 


.0036 1,326 4,639 
-0393 1,849 5,209 
03871, 858\5 ,621 
0208 1,866 5,538 
.0028 1, 260 3,779 


4,905 
10,806 
13,548 


-0021 1,326 4,459 
-0046 1,522 4,698 
-0059 1,963 6,774 


2,291 
17,518 
4,969 


-0010 1,636 5,728 
-0075 1,653 5, 152 
-0022 1,506'4,517 


2,474 
113,337 


66,997 


-0010 1,374 6,185 
-0488 1,849 5,611 
0289/1, 9485, 982 


1789, 1,879 5,850 


-4263 1,642 5,098 


NUMBER OF OUTLETS 
GM ;|FHR, A D 


16,629 
14,090 
627 
6,532 


0101 

0086 
-0004 
-0040 


9,488 
1,219 
5,099 


-0058 
0008 
-0031 


2,354 
10,888 
15,663 


-0014 


16,329 
5,510 
4,321 


9,827 
57 ,926 
700 


0396 


0323 


64, 
52,903 


4,939 


4,858 
10,073 
8,979 


1,500 
10,791 
3,842 
1,883) 
81,834 
69,240 
386,797 


711,320 


1,180 
3,665 


(Other West North Central States 
p. 414; Missouri 


City 


Lincoln 
McCook 
Nebraska City 
Norfolk 
North Platte 
Omaha 
Scottsbluff 
Sidney 

York 


-0067' 2 


lowa, p. 333; Kansas, 
p. 427; North Dakota, p. 508; South Dakota, p. 585.) 


RETAIL SALES—1952 
BYP Estimates 


FIVE STORE GROUPS 
(in thousands of dollars — add 000) 


General | Furn.- 


Food Mdse. 


Radio 


3,687 
2,989 
223 
331 


1,101 395 


35,841 
64,117 


255 
793 


106 
330° 


Pop 
in 

County thous. 
Lancaster 100.9 
Redwillow 
Otoe 
Madison 
Lincoln 
Douglas 
Scotts Bluff 
Cheyenne 


York 


144 
p. 345; Minnesota, 


Auto- 
House- motive | 


3,057 
3,057 
1,436 


1,272 


1,769 
11,365 
13,806 
11,365 


139, 360 


fk 


208 


20 
23 
40 
36 
585 
48 
17 
15 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 


62 


295 


231 
718 


NUMBER OF OUTLETS 
GM |FHR| A D 


18 : 39 
Ss 


Before using these figures, see explanation page 11. 


INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 38 “potential” metropolitan areas have been added, bringing the total 


number to 225. “Potential” areas are those which are near metropolitan status and probably will attain it 


long before official recognition catches up with them. In each case the central city is just short of the 
necessary population figure or is such an important trading center that retail sales exceed that of some 


cities on the official list. 


SALES MANAGEMENT 


| F e | G 
— _ NEBRASKA 


" 


aN CUMING 


PuON TusTER 


KIMBALL 


LINCOLN 


—E 
. REDwiLLOW WwibsTeR 
1950 Net Effective Buying Income ‘ 


In excess of $150 Million 


Fa 75 Milli to $149.9 Million 
. satin j Cities shown are those having net 
Ee} $40 Million to $74.9 Million Effective Buying Income of $15 million 


| $15 Million to $39.9 Million and over 


A | & 


For explanation of map symbols, see “State Maps,” page 220 


We publish the newspaper that sells a market of 
IZ Million people with 
2 billion dollars to spend 


Here's the Picture .. . Nebraska — Western lowa Market Summary* 
(93 Counties in Nebraska; 10 Counties in Western lowa) 


POPULATION 1/1/53 TOTAL BUYING INCOME RETAIL SALES —1952 


Families Net Collars Total Dollars Food General Mdse..  Furn.-House.- Automotive | Drugs 
h d (Add 000 (Add 000) Add 000 (Add 000) | Radio (Add 000) Add 000 Add 000 


1,584.4 487.7 2,222,163 1,879,997 364 ,693 177 ,898 95 , 786 359, 208 


* 1953 Sales Management Survey of Buying Power 


World-Herald 
eee 


a 


READ IN 3 OUT OF 5 HOMES 
¢ IN NEBRASKA AND WESTERN IOWA <= 
or a market of 1% million peopte 
with 2 billion dollars to speng 


250,266 Daily . . . 259,710 Sunday 
Average Paid Circulation for February, 1953 


O'MARA & ORMSBEE, National Representatives — New York, Chicago, Detroit, Los Angeles, San Francisco 


MAY 10, 1953 


ST FOR 30 YEARS 


Use S. A. M. or any other "BMB" technique and you will 
find Radio WOW is FIRST in the 170-county WOW-Land by more 


than 100,000 families! 
FULL DETAILS ON REQUEST 


rAaDIO WV OW 590 


A MEREDITH STATION « QMAHA (Plus) © Represented by JOHN BLAIR & CO 


NEBR 


COUNTIES 
CITIES 


Adams 
Hastings 
Antelope 


Box Butte 


Alliance 


Cheyenne 
Sidney 


Clay 


Colfax 
© SM, 1953. 


ASK A— (Continued) _ sve estimates by SALES. tecsate 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES -1952 ADVERTIS- 


+) ~ ale INCOME ING 
BY ESTIMATES —-1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars— add 000) 
Total Fami- bani- % | Per Per % t eat : ae Buying Qual- 
thou- of lies zation of | Cap- Fam- i | | 


Power ity 
sands) U.S.A. (thou- .S.A. ita ily General | Furn.- Auto- | Quota In- 
sands of 


000 Mdse. | House- motive | dex 
County Radio } 


Metropolitan Area 


70.0 ’ ; 455 4,965 ° ; ° 5,213 1,824, 14,710) 1, . 110 

7 539 4,814 i 247 5, 2: 5,213 1,824 14,710 a | 125 
007 3,158) ° ‘ ’ ° 908 2,528 . 86 
021 4,595 ‘ ; d 67 


609 5,230} 
468 5,873) 
035 3, 387) 


720 5,839 
,790 5,871 
035 3,104 
, 259 4, 280) 


.217 3,828 
356 4,347 
, 245 4,046) 
,035 3, 105) 


, 286 4,077 
.217 4,370) 
259 4.091 


.245 3,974 
,650 5, 393 
735 6,225 
-049 3.042 


- 259 3.967! 


” Before using | these figures, see explanation page ul 


PULSE AFTER PULSE AFTER PULSE Reveals that KMTV is 
the overwhelming favorite in the Omaha area. Consistently car- 
rying 8 of the top 10 shows, KMTV HAS THE AUDIENCE! 

To reach this BIG MARKET of over 1,000,000 people with 
an effective buying income of 114 billion dollars, be sure to 
specify KMTV—Omaha’s most looked-at and listened-to TV 
station. 


Channel 3 
Television Center KMTV Omaba, Nebraska 
Represented Nationally by Edward Petry & Co. Inc. 
MAY BROADCASTING CO. — SHENANDOAH, IOWA 


SALES MANAGEMENT 


We publish the newspaper that sells a market of 
IZ Million people with 
2 billion dollars to spend 


Here's the Picture ... Nebraska — Western lowa Market Summary” 
(93 Counties in Nebraska; 10 Counties in Western lowa) 


POPULATION 1/1/53 TOTAL BUYING INCOME RETAIL SALES —1952 


Families 


(th, 4. 


Net Dollars 
Add 000 


Total Do!lars 
Add 000 


Food 
Add 000) 


General Mdse. 
Add 000) 


Furn.-House.- 
Radio (Add 000 


Automotive 
Add 000) 


Drugs 
(Add 000) 


1,584.4 487.7 2,222,163 1,879,997 364 , 693 177,898 95,786 359, 208 51,108 


* 1953 Sales Management Survey of Buying Power 


Omaha World-Herald 


— 


_ mee READ IN 3 OUT OF 5 HOMES 
am IN NEBRASKA AND WESTERN IOWA «w 
o market of 1% million people 
with 2 billion dollars to spend 


250,266 Daily 259,710 Sunday 
Average Paid Circulation for February, 1953 


O'MARA & ORMSBEE, National Representatives — New York, Chicago, Detroit, Los Angeles, San Francisco 


The “SM” bol k original, tu- . 

ba ostineins te SALES MANAGEMENT. N E B R A S K A —_ (Continued) 
SALES AND 
POPULATION ADVERTIS- 


EFFECTIVE BUYING 
ESTIMATES 


RETAIL SALES— 1952 


COUNTIES 
CITIES 


Cuming 
Custer 


Dakota 

Dawes 

Dawson 
Lexington 


Deuel 
Dixon 
Dodge 


Fremont 


Douglas 
AOmaha 

Ourdy 

Fillmore 


Franklin 
Frontier 
Furnas 


Gage 
Beatrice 

Garden 

Garfield 


Gosper 
Grant 
Greeley 


Metropolitan Area 


1.1 
5.6 


1/1/53 


Fami- 


of lies 
. S.A.) (thou- 
sands 


0128 
0035 


-0021 
.0059 
0174 


0099 


2 
1.6 


Ur- 
bani- 
zation 
of 
County 
20.5 
17.7 


53.4 
48.3 
56.5 


INCOME 
JSM ESTIMATES 


Per 


1952 


Per 


of Cap- | Fam-| 
S.A. ita | ily 


0076 1,329 4,685 
-0093 1,133 3,647 


-0065 1,399 4,873 
-0063 1,469 5,064 
-0129 1,482 4,679 
0035/1, 496'5, 143 


0022 1,511 4,987 
-0044'1,119 3,549 
-0164 1,385 4,312) 
-0101/1,511)4,593) 


.2212'1,762 5,816 


1981/1,776 5,926 


0024 1,287 4, 
-0039 951 2, 


.0033 1,077 3, 
-0024 1,091 3, 
-0046 1,161 3, 


-0165 1,329 4, 
0077 1,496 4, 
-0019 1,147 3, 
-0014 1,077 3, 


-0013 1,161 3, 
-0005 1,119 6, 
0027 1,119 3, 


255 
853 


187 
637, 
272 


334) 
489 
729 
710} 


629 
155) 


916 


936 


-0220 


0085 


-0037 
-0052 
0258 


0182 


. 2403 
-2322 
-0043 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000) 


General 
| Mase. 


Furn.- | 
House- | 
| Radio | 


643 
223 


229) 
527) 
138 
536 


443 
307 
4,021 
3,161 


130 
196 


48 308 
46,6905 


Auto- | 
motive | 


3,059) 


1, 
1, 
v, 


391 
369 


57 
32 


124 


301 


ING 
CONTROLS 


Buying |Qual- 
Power | ity 


A and A See end of state for SM Metropolitan County Areas. @ 


MAY 10, 1953 


SM, 1953 Before using these figures, see explanation page 11. 


445 


THE COLD HARD FACTS... 
boul the Lincota Market 


$452,926,000 
335,831,000 
54,919,000 
39,937,000 
10,511,000 


Buying Income 
Retail Sales 

Food Sales 

General Mdse. Sales 
Drug Sales 


Population 
Radio Homes 95,350 
Television Homes* 29,070 


* Increasing a thousand sets a month. 


329,300 


GEORGE X. SMITH 


Station Manager 


NEBRASKA — (Continued) 


POPULATION 
SM ESTIMATES 
1/1/53 
COUNTIES : 


CITIES 


Hall 

Grand Island 
Hamilton 
Harlan 


Hayes 
Hitchcock 
Holt 


Hooker 

Howard 

Jefferson 
Fairbury 


Johnson 
Kearney . 
Keith 2.4| 41.4 
Keya Paha 
Kimball 
Knox 


Lancaster 
ALincoln 
Lincoln 
North Platte. 
Logan 


Loup 

McPherson 

Madison 
Norfolk 


Merrick 
Morrill 
Nance. . 


Nemaha 
Nuckolls 
Otoe 
Nebraska City. 


Pawnee. . 
Perkins 
Phelps 


ia 
3.0) 48.4 


446 


JM 


EFFECTIVE BUYING 
INCOME 
ESTIMATES 


Basic 


KFOR Lincoln ,Nebraska 


1962 


y Per Per 
of Cap- , Fam- 
. S.A. ita ily 


.0228 1,552/4, 980) 
0166) 1,622'5, 

.0048 1,286 3,773 
.0042 1,329 4,409 

| 

0017 1,580'4, 740 
0036 1,371)4,402 
.0065 1,007)3,434 


0006 1,315 5, 260 
.0033}1 ,049/3,237 


ABC 


.0074|1,273/3, 
- 0038) 1,371)3, 989 
| 


-0035 1,133 3,445 
00331, 161 3,832 
ane es ae 


0008! 9793914) 
.0029)1 ,455/5, 148 
.0076|1, 175 3,918 
| } 
.0869 1,622 5,149 
0724) 1,665 5, 185) 
.0192/ 1,552 5,006 
.0120)1,735)5, 371 
.0007}1,021'3, 573 
| | 


0008 868 3,038 
.0003| 9983/3, 970) 
0133/1, 245 4, 172 
0070 1,413 4,512 


-0048 1 ,245)3 863 

-0047|1,315 4.748] 

-0032 1,119)3 692 
| 


0052 1, 133 3,564 
0049) 1, 189|3,894 
0095} 1, 301|4,022 
00421, 343/4, 203 


.0026| 909)2,726 


.0032|1,511|5, 
.0056)1, 3854, 


Lincoln, the hub of the rich south Platte valley, is the center of the state’s political, educationat 
and agricultural activity. It is a rich quality market, of farmers, skilled factory workers, white 
collar workers and students. KFOR and KFOR-TV cover this prime area at low cost. 


Figures are based on 1953 Survey of Buying Power and Consumers Markets. 
Represented 
. . — 


Paul Raymer Co. 


The “sm” ‘symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


= SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
BYP estimates 
FIVE STORE GROUPS 
(in thousands of dollars —add 000) 


Auto- 
motive | Drug 


Buying |Qual- 
Power | ity 
Quota | In- 

dex 


General | Furn- | 
Mdse. | House- 
| Radio 
| 


Food 


9,884, 1,163] . 113 
9,363] 1,089 127 
1,102} 149 89 
1,428} 140). 96 


2,269| 
2,063} 
536) 
325| 


9,570 5,480 
8,675) 4,871 
1,799 191 
1,731) 
26]... 
855 1,199, 194). 95 
3,126| 3,486] 356 
| | 
85 422) 15 
1,323 525) 141 
2,939 2,726] 391 
2,201 2,525] 284 


214 
212 
227 


1,534 
2,568 
1,795 


1,582! 
2,483 
3,373| 


411) _ fans | 21 
1,298 1,565 176 
2,678 4,394 484 


24,726 
22,944) 
8,688 
7,589 

186 


23,110 
22,825 


5,114 
5,036 


5,976, 473 
975| 258 
1,227, 307 
781) (129 


1,469! 157 
2,208 314 
3,430, 481 
aden 320) 
678) 116 
265| 110 1,395) 148 
1,175} 1,403 3,430| 339) 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


518 
906 | 
408 


| 
0027) 2,013 
0036) 4,174 
0081! 4,802) 


MAXIMUM 
POWER 


Frank P. Fogarty 
General Manager 


ON OMAHA'S FIRST 100,000 WATT* STATION 


* Maximum permitted Channels 2-6 by the F. C. C. 


WOwW-TV 


A MEREDITH STATION © COM AH A « Represented by BLAIR-TV, Inc. 


MAXIMUM | 
“ COVERAGE 


Fred Ebener 
Sales Manager 


The ‘‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 


a 


Ur- | 
| Fami- | bani- Net 
lies | Zation Dollars 
thou- | } (add 
sands) 000) | 

baal | 


EFFEC 


COUNTIES 


‘Total } 
(thou- | 
sands) 


CITIES 
of 


U.S. A. 


Metropolitan Area 


INCOME 
ESTIMATES 


1U. S.A. 


TIVE BUYING 
NC 
1952 


% | Per! Per 
of | Cap- Fam- 
ita | ily 


N E B RASKA— (Continued) 


on SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
BYP estimates 
FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- ¥ 
House- 
| Radio | 


Buying Qual- 
Power 


Auto- 
motive 


General | 


Mase. Drug 


Pierce 
Platte 


3.0 
5.9 


44.6 


-0047 1,147 3,633 


-0118 1,343 4,642 


340) 
1,127) 


1,658 226 
4,218 


Columbus 


0057 1,482 5,< 


337 


954) 


Polk 


Redwillow 
Mc( OOK 
Richardson 
Falls City 
Rock 


Saline 
Sarpy 
Saunders 


Scotts Bluff 
Scottsbluff 

Seward 

Sheridan 


Sherman 
Sioux 
Stanton 


Thayer 
Thomas 
Thurston 


Valley 
Washington 
Wayne 


9,192 


2,854 


16 ,488 
24,818 
21,633 


53,944 
22,522 


15,509 
12,471 


6,961 
4,033 
7,548 


11,823 
1,343 
11,062 


7,865 
14,565 
12,507 


Webster 
Wheeler 
York 


. 0046 
0010 
-0093 


6,022 
1,479 


-0041 1,189 3,804 


-0088 1,539)4, 872! 
0055, 1,609) 4,950) 
-0096 1,286 3,974 
0040/1, 483/4, 596 
.0013) 951/2,854 


.0071 1,161 3,365 
0106) 1,426 5,280 
.0094| 1,273 3,863 


.0232/1,511|5, 138 
0097 1,706 5,362 
.0067 1,175 3,693 
.0054 1,273 4,300) 


0030 1, 105 3,664 
0017/1, 301 4,033 
0032 1,161 3,973 


-0051 1, 106,3 378; 
-0006| 1,719 3,358 
-0048|1,286/4,428 
-0034 1,077 3,420) 
-0063 1,245 4,046 
-0053| 1,203 4,313 


-0026, 825 2,509 
-0008 1,119/3,358 


434) 


| 
2,659) 
1,755 
539 
817) 


198) 
71 
134] 


4,222 
3,766 
3,295 

239 


| 
2,920) 
836 
3,024 
| 
10,815 
8,555) 
1,921 
1,871 
| 
| 
212) 
265, 
" 
1,230) 
106) 
760 


1,060 
1,333 
2,359 


942 


4,806 


321 
434 
248 

20) 


317 
246 
336) 


1,142 
638 
373 
314 


43 
23 
108 


290) 
16 
201 


203 
206 
162) 


16 
406 


18,780 


8,056 


-0080 1,286 4,083 
0035 1, 2593 , 836 


1,094} 305 


York 852 3,958 


0041 


Total Above 


} 
Cities 113,963) 55,239) 201,400 27 


84,820, 315,209 44,999) 


3494, 170.0 920,406 3965 1,676 5,414 104 


-8320 1,419 4,605 


5574 | 172,860 


1.0043) 3,917| 317,930 


State Total 


1,931,189 


1,642,701 


162, 197) 


234 119 62 232 33 
758 387 202 752 107) 


NEBRASKA — @@) Metropolitan County 


27,848 6,041 23,110 6,114 0863, 106 
54,408 30,389 97,175, 15,438 -2733| 113 


Before using these figures, see explanation page 11 


-8658 419.4 


Per Capita Sales 
Per Family Sales 


Areas 


124. 
378. 


147,356 .0901 3,759 
469,879 .2873 4,111 


24,726 
98 497 


Lincoin 
Omaha 


© SM, 1953. 


85.4 | 201,831 


.0869 1,622 “ee 
85.74 644,955 


.2777 1,702 5,643 


| hea 
103 


Table of Contents appears on pages 1, 3, and 5 


MAY 10, 1953 


NEVADA 


EUREKA! WHITE PINE 


1950 Net Effective Buying Income 


ee In excess of $150 Million 
LINCOLN 

ai $75 Million to $149.9 Million 

| $40 Million to $74.9 Million 

[=] $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


Las Vegas 


Scole of Miles - 
Copyrnghe by 


100 125 
__, 


« Inch Equals Approsimately 8? Miles 


E | F if G 


For explanation of map symbols, see “State Maps,” page 220 


: onc (Other Mountain States: Arizona, p. 227; Colorado, p. 254; Idaho, p. 301; 
N E V A D A — Counties and Cities =“ Montana, p. 440; New Mexico, p. 463; Utah, p. 635; Wyoming, p. 676.) 


Pop Pop 
NUMBER OF OUTLETS NUMBER OF OUTLETS 
in in 


County thous. ) City County thous GM |FHR) A Db 


Elko 5 Las Vegas Clark 34.9 ‘ 31 37 12 

White Pine ; : ] 4 7) $ Reno Washoe 36.2 2 2 30 34 23 

7 oe 7 i ee re ; SALES AND 

POPULATION Ag bie | BUYING RETAIL SALES 1952 — 
ESTIMATES INCOME IN 

JM 1/1/53 ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars—add 000) 
CITIES J Fami- | bani- Net / Per Per % ty Buying Quai- 
of lies | zation} Dollars of Cap- Fam- | Power | ity 
sands) |U.S.A. (thou-| % add U.S.A. ita | ily 000 U.S.A.) P General Furn.- | Auto- Quota 
sands of 000 | Food Mdse. House- | motive 
inty Radio | 


Churchill ° .0039 ‘ 7,531 .0033 1,215 4, 184 9,238 .0057 1,295 646 104 1,687) 
Clark ° 0387 .V) 74.6 115.940 .0499 1,904 6,070 80,176 .0490 17,288 ° 3,718 17,816 

Las Vegas \ 0222 ‘ 68 930 0297 1,975 5,891 65 ,062 0398 12,658 3,593 16,801! 
Douglas ‘ 0013 2,982 .0012 1,420 5,964 2,270 «. ; 101 508) 


Elko 0073 : 20,436 .0088 1,777 6,011 15,144 " . : 667 2,876 
Elko 5} «0036 7 12,021 .0052 2,147'7,071 10,847 


Esmeralda : ; 331 +=.0002 662 1,655 162. 45 
Eureka ° 1,136 §=.0005 1,136 3,787 855 


Humboldt : ‘ ° . 6,286 .0027 1,310 4,490 6,581. ‘ 83 102 . 
Lander : 2,065 .0009 1,215 4,130 1,672... . 61 84 -0010 9 
Lincoln . 6.295 .0027 1,657 6,295 2.472. 427 51 153 0022 92 


© SM, 1953 Before using these figures, see explanation page 1] 
448 SALES MANAGEMENT 


N E Vi A DA— (Continued) 


SALES =§ AND 
ADVERTIS- 


ING 
CONTROLS 


The “‘SM"’ symbols mark original, exclu- 
Sive estimates by SALES MANAGEMENT. 


POPULATION 


SM ESTIMATES 


1/1/53 


Andis ae 
STD Ustimares 1982 


RETAIL SALES 1952 
JM ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars—add 000) 


COUNTIES 
Ur- 
bani- 

zation é of 
S.A. 


CITIES Per Per 
Cap- Fam-| 


ita ily 


Fami- 
of lies 
S. A. (thou- 

sands of 

County 


Furn.- Auto- 
House- | motive | 
Radio | 


General 
Mase. 


Metropolitan Area 


Drug 


Lyon 
Mineral 
Nye 
Ormsby 
Pershing 
Storey 
Washoe 
» Reno 

White Pine 

Ely 


Total Above 


Cities 
State Total 


Per Capita Sales 
Per Family Sales 


N. H. state map—page 451 


City 


Berlin 
Claremont 
Concord 
Dover 
Keene 


Laconia 


80.0 


181.4 


210 58.2 


(Other New England States: 


Massachusetts, 


County 


Coos 
Sullivan 
Merrimack 
Strafford 
Cheshire 


Belknap 


~ 
~*~ 
Ls 


ao 


come -amwonono 
Ww 
ss 
~o- 


O500 


1153 


0370, 19.1 81.1 


Pop 
in 


Nt 


thous G 


Connecticut, p 
p. 378; Rhode Island, p. 572; Vermont, 


.0014 931 3,257 
-0045 1,451 4,750 
.0016 1,262 3,659 
0029 1,641 5,743 
0020 1,325 4,506 
-0003. 947 2,210 
0522 2,083 6,347 
0328 2,101 6, 
-0067 1,760 5,957; 


0026 1.7! 


285 


15 6,583 


0703 2,037 6.171 


1418 1,814 5,815 


121,228 .0522 2,083 6,347 


257; Maine, p. 369; 


+P. 638.) 


MBER OF OUTLE1 
M FHR 


10 


164,050 
238 691 


1,316 
4,217 


NEVADA— 


90.137 
| 


NEW HAMPSHI 


City 


Lebanon 
Manchester 
Nashua 
Portsmouth 


Rochester 


0551 4,719) 


315 
208 
210 
278 


126 
404 


16,359 


County 


Gratton 


Hillsborough 
Hillsborough 
Rockingham 
Strafford 


thous.) 


193 


| 
934 -§,404) vam 6,986 


in 


8.9 
85.1 
35.7 
20.0 

14.5 


112 
120 


17,410| 5,986 
16,442) 5,533 
1,933) 427) 
sane 237 
|—- 
37,642) 8,161 
47,611, 11,104 


262) 61 


641) 196) 


Metropolitan County Area 


0501 |136 


R E — Counties and Cities 


Pop 


NUMBER OF OUTLETS 


F | GM tees A | D 


s| 
28; 


Belknap —E4 
Laconia 
Carroll 
Cheshire 
Keene 
Coos 
Berlin 
Grafton 
Lebanon 
Hillsborough 
Mane hester 


A and ¢ 


0173 
0096 
0102 
.0254 
0102 
0225 
0104 
.0309 
0057 
1022 
0541 


.01471 
0087 1, 
.0068 

.0229 1 
00909 1 
.0189 1 
0097 1, 
02641 
0056 1 
0995 1 
0547 1 
. See end of state for SM Metropolitan County Areas. a 


MANCHESTER. 


NUMBER ONE CITY 


Now In The $100 Million 
“Retail Sales Bracket! 


For Greatest Coverage of This Expanding Market—at Lowest 
Cost — These Newspapers Surpass All Other Media 


,251 4, 
345 4,51: 
982 3, 
332 4, 
4264 

, 23714, 
372 4,7 
2644, 


0211 

0150 
-0102 
0210 


10,529 
6,748 
5,942 

11,898 
0139 6.559 

0194 10,624 
0100 5,790 

.0307 14,416 
453 4,97 0064 2,883 

,439 4, . 1066 54,539 


,493 4,885 2,927 0629 31,150 


2,529 


E3 
ic 5 J 
0112! 
.0198 
0099 
.0286 
0059 
.1021 
0570 


E1 


D3 


D6} 88 77.9 


127,016 13 "397| 


9,132 


Before using these figures, see explanation page 1) 


New Hampshire 


IN THE GRANITE STATE 


*$102,927,000-Sales 
Management (953 
Survey of 
Buying Power 


Story, Brooks 
& Finley, Inc., 
Wational 
Representatives 


MANCHESTER Kia 5 UNION LEADER 
NEW HAMPSHIRE SUNDAY NEws 


MAY 10, 1953 


CHOP-CHOP! 


Down come the trees, away goes the brush, 
as the ground is cleared for the new 


PORTSMOUTH - NEWINGTON 


$46,000,000 - AIR FORCE BASE 
CHOP-CHOP! 


Down come your costs per unit, away goes 
all uncertainty, when you advertise in— 


The Portsmouth Herald 


NEW HAMPSHIRE— (Continued) a. 


National 
Representative 


THE 
JULIUS 
MATHEWS 
SPECIAL 
AGENCY, INC. 


Boston 

New York 
Detroit 
Chicago 
Syracuse 
Philadelphia 
Pittsburgh 


AIRPORTSMOUTH, 
New Hampshire 


The “SM” symbols mark “original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
ESTIMATES 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1952 


RETAIL SALES—1952 
ESTIMATES 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


1/1/53 
COUNTIES | | | FIVE STORE GROUPS | 
| | Ur- | in thousands of dollars—add 000) 

| Fami- | bani- ‘ asses : Buying (Qual- 
lies | zation of Power | ity 
thou- | % Quota | In- 
sands of | dex 

| County 


CITIES Total % 
thou- of 
sands) |U.S. A. 


Per | Per 
Cap- | Fam- 
S.A. ita | ily 


General | Furn.- | Auto- 
Mdse. | House- motive 
| Radio 


Food 


Nashua 
Merrimack 
Concord 
Rockingham 
Portarnouth 
Strafford 
Dover 
Rochester 
Sullivan 
Claremont 


0227 
-0406 
0181 
0463 
-0127 
0337 


0105 


10.5 


17.9 


0242 1,574 5,350) 
.0374 1,358 4,846 
0191'1,560 5,698 
-0433 1,385 4,596 
0133 1,547 4,989 
-0307 1,345 4,783 
0109, 1,533 5,268) 
0091 1,453 4,681 
.0144 1,278 4,205) 
0074 1,399 4,301 


2,978 
5,327 
3,978 
2,140 
1,095 
2,869 
1,441 
1,109 


14,192 
16,315 
8,989 
23,771 
7,900 
15,915 
6,554 
5,179 
8,915 2,657 
5,244 1,925 


61.1 


-0312 3,427 
0147 
-0103 
-0195 4,036 
0133 


0092 
0166 
OO78 


Total Above 


| | 
Cities 269.1) .1710 400 , 800 480 4,979 101,188 


2109)... 


22,985, 23,771 


State Total 
Per Capita Sales 
Por Family Sales . 3, 


NEW HAMPSHIRE— Metropolitan County 
Manchester 88 


543.3 .3457 


-3383) 3,489, 172,864) 31,895 30,891 


730 942 345 4,609) 


Area | 


| 


1066 3,672| 


| 
54,539, 11,152 iol 21,960, 3,702 
' —— 
Before using these figures, see explanation page 11. 


New Hampshire's Richest 


160.6) .1022, 47.5) 77.9 231,035 .0995 1,439 4,864 


| 
' 


174,405 


A and A See end of state for SM Metropolitan County Areas. @ SM, 1953. 


LET’S FACE FACT Market Is NASHUA 


IT'S "ON THE RECORD" — NASHUA'S AVERAGE FAMILY SALES LEAD AGAIN 


Totai Retail Food General Mdse. 


Sales Sales Sales 
NASHUA _ $4,149 NASHUA _ $1,352 NASHUA $284 NASHUA NASHUA $105 
3,959 259 351 


Manchester Manchester 1,198 Manchester Manchester Manchester 83 
State of N.H. 3,489 State of N.H. 1,090 State of N.H. 201 State of N.H. 195 State of N.H. 94 


More Than 20 New Industries In Three Years Explains Nashua’s $56,175,000 Effective Buying Income And $43,567,000 
Retail Sales 


ONLY THE NASHUA TELEGRAPH CAN COVER THIS RICH MARKET FOR YOU EFFECTIVELY 


NASHUA 
TELEGRAPH 


Nashua, New Hampshire 


Furniture - Household, 


Drug 
Radio Sales 
$302 


Sales 


THE FAMILY NEWSPAPER 
OF SOUTHEASTERN NEW HAMPSHIRE 


Represented By 
THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


SALES MANAGEMENT 


NEW HAMPSHIRE 


1950 Net Effective Buying Income 


Pea In excess of $150 Million 


$75 Million to $149.9 Million 


fF] $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net Secre 
Effective Buying Income of $15 million oronie 4 Scale of Miles 

“OR RAFEC 10 20 30 40 
and over f : ses —_—, . 4 


=| 


| 


One Inch Equals Approximately 30 Miles 


Manchester 


COPYRIGHT BY 


For explanation of map symbols, see “State Maps,” page 220 


{LL SURVEY DATA are available on [BM cards at nominal cost. These cards, as well as IBM listings of 
data in the “Survey of Buying Power,” regrouped according to your sales territories, may be obtained from 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 


rue DALLYS@2EAGLE, 1v CLAREMONT xuNs 9,385 copies DAILY 


NE TWIN STATE vVatie 


OUR FAMILIAR DELIVERY BOXES DOT THE HIGHWAYS FOR 30 MILES AROUND 
IN NEW HAMPSHIRE 4\?) VERMONT 


3534 COPIES IN CLAREMONT BRING IN ...............06. $21,821,000 

3335 IN LEBANON, HANOVER AND WHITE RIVER 19,484,000 

PLUS OUR MACHINE TOOL TOWNS OF SS 
SPRINGFIELD AND WINDSOR, VERMONT $41,305,000 — keran. 


2516 COPIES NOT IN THESE DUE ic sceuhased $77,000,000 
THE DAILY EAGLE REACHES THE THIRD LARGEST MARKET IN N. H. 
MAKE THE DAILY EAGLE No. 3 ON YOUR LIST FOR NEW HAMPSHIRE. 
TWO MARKETS — TWO STATES — ONE PAPER — SEE JULIUS MATHEWS SPECIAL AGENCY 


MAY 10, 1953 


’ ! 

WERE BUSTIN’ OUR SEAMS! 

The Bridgeton market is spreading out 
4 of Cumberland, 4% 
of Salem Counties. Its 61,000 people 
earned more than $80,000,000 in 1952— 
spent more than $60,000,000 . still 
have a big reserve of more than $20,- 


today covers 


000,000 of unspent money for advertisers 
to work on 


The Bridgeton Evening News with 
99% 
63°% of the trading zone in Cumberland 
County plus a large bonus in Salem 


County 


coverage of the city zone homes, 


Yin AUT 
em 


is the biggest sales producer 
in this section of the State. 


BRIDGETON, N. J. 
. EVENING NEWS 


Represented by The Julius Mathews Special Agency, Inc. 


No other paper can sell like 
the Bridgeton Evening News in 
Cumberland County because no 
other paper equals its coverage 
of the County. 


(Other Middle Atlantic States: New 


NEW JERSE Y — Counties and Cities — 


New Jersey state map—page 455 


City 


Asbury Park 
Atlantic City 
Bayonne 
Belleville 
Bergenfield 
Bloomfield 
Boonton 
Bound Brook 
Bridgeton 
Burlington 
Camden 
Cliffside Park 
Clifton 


COUNTIES 
CITIES 


Atlantic 
AAtlantic City 
Pleasant ville 
Hammonton 

Bergen 
Hackensack 
Englewood 
Ridge wood 
Teaneck Town- 

ship 
Rutherford 
Fair Lawn 
Garfield 
Westwood 
Bergenfield 
Little Ferry 
Cliffside Park 


jE 2 


Pop 
(in 
County thous.) 
Monmouth 
Atlantic 
Hudson 


Essex 


18.1 
62.6 
77.9 


Bergen 
Essex 
Morris 
Somerset 
Cumberland 
Burlington 
Camden 
Bergen 


Passaic 


POPULATION 


1/1/83 


Fami- 
of lies 
. 8. A. (thou- 

sands 


. 0883 
O398 
OO78 
0056 
3735 
0196 
0157 


OLIS 


0226 
O116 
0175 
O183 
0046 
0133 
0032 
o1l4 


ESTIMATES 


NuMBI 
GM 


Rk OF OUTLETS 


FHR A D 


34 
84 
62 
13 
17 
26 
12 
y 
23 
1! 
y) 
17 
16 


EFFECTIVE BUYING 


SM INCOM 


E 
ESTIMATES. 19562 


| Per | Per 


S.A.) ita | ily 


0839 1, 

85,761 0369 
17,470 
13,392 

, 190,946 
735 

691 


356 


OO7T5 
OUO5S 
6131 
0240 
0214 


0217 


012 6 


7228 


056 
21 
), 765 
529 


920 


OU388 
0173 
0270 : 


209 


,537 

,1987 
,282)7 
,691 5, 
181 7 
1817, 


0069 2 
5,578 
O54 


3, 597 


0196 2 
775 5 


0145 1,877 6, 


0039 1 


A and A See end of state for SM Metropolitan County Areas ‘ 


452 


of | Cap- | Fam- 


‘ity 
Collingswood 
Cranford 

Township 
Dover 
East Orange 
Elizabeth 
Englewood 
Fair Lawn 
Flemington 
Freehold 
Garfield 
Hackensack 
Hammonton 


o 


rh 


212,874 
149,383 


,702 


1301 
0913 
.0090 
0078 
3228 
0637 
0253 
0205 


0154 
0124 
-0108 
0103 
0087 
0083 
0083 
0079 


York, p. 464; Pennsylvania, p. 548.) 


County 
Camden 


Union 
Morris 
Essex 
Union 
Bergen 
Bergen 
Hunterdon 
Monmouth 
Bergen 
Bergen 
Atlantic 


Pop 
in 
thous. 


16.0) 


20.2 


NUMBER OF OUTLETS 
GM |FHR)| A D 


8) 


77| 
46) 
18 
35] 
162 
120 
36 


(Continued on page 456) 


RETAIL SALES —-1952 


SM ESTIMATES 


Coun- 
oP) Bw 
Sales 


Per General 


Fam- Food 


ily 


4,928 54.444 
$2,702 
756 
133 
575 
729 
407 
144 


422 
i, 469 
424 
,619 
,348 
, 161 
889 


6,357 


FIVE STORE GROUPS 
in thousands of dollars -add 006) 


Mase. House- 


Radio 


11,406 
9,940 8, 
502 
456 
17,044 
11,308 
1,073 


371 
504 


240 943 


Furn.- 


10,838 


“SALES AND 
ADVERTIS- 


ING 
CONTROLS 


: Buying Quai- 
| Power | ity 
Quota In- 

Drug 


dex 


Auto- 
motive 


0987) 
0538 
0080 
0064 

4280 

.0350 
0214 
0194 


21,621) 
13,628 
3,302 
2,924 
88,915 13, 
16,439, 2, 
12,567 
10,450 


6,641 
4,735 
438) 


lil 
, 680 
575 
, 106 
3,785 
,107 
9,602 
1,678 


0285 
0147 
0202 
0172 
0070 
0150 
0051 
-O119 


323 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


An Atlantic City family. . . buys far more food. . . 


ATLANTIC CITY 


NEW JERSEY’S BEST K 
BIG-CITY MARKET! Ae 


it takes Texans—specifically, those in Amarillo—to 
beat Atlantic City’s fabulous retail sales record. For 
Atlantic City ranks second of the nation’s Metropoli- 
tan county areas in per capita retail sales! 


Here’s a rich county area with a year around popu- 
lation of 138,900 ... a New Jersey market that isn’t 
part of New York or Philadelphia! In other words, 
it’s a New Jersey market that you can completely 
cover without a long list of media. Just tell your sales 
story in The Press-Union Newspapers. 


Southern New Jersey’s best-sellers . . 


THE PRESS-UNION NEWSPAPERS 


Morning—Evening—Sunday 


in New Jersey’s biggest cities! 


Rolland L. Adams, president. Kelly-Smith Company, national representatives 


The “SM” symbols mark original, exctu- 

sie estimates by SALES MANAGEMENT. ; N E W J E R S E Y —_ (Continued) 
ss SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES- 1952 ADVERTIS- 


— ING 
SM JM ESTIMATES——1962 JM ESTIMATES CONTROLS 


COUNTIES 
CITIES 


| FIVE STORE GROUPS 
| Ur- | | in thousands of dollare— add 000) 
%, Fami- | bani- Net | % Per | Per } 
of lies | zation} Dollars of | Cap- | Fam- | | 
. S.A.) (thou- | % add =U. S.A. ita | ily 000 U.S.A.) P General | Furn.- | Auto- 
sands) of 000 | Mase. | House- | motive 
County Radio 


Metropolitan Area 


| 
Burlington 37.8 48.3 202,241 .0871 1,336 5,350] 120,157) .0735 3, ‘ 3,021 4,247, 22,138 
Burlington g 2 3.4 18,971 0082 1,471 5,580 20,390 0125 , 1,004 1,205 6,523 

j 


} 
} 


= 


Camden ‘ 2034 «= 93.3 92.6 535,112 .2306 1,674 5, 321,058 .1963 3, . 18,597, 23,537 57,805, 
Oamden 29.2 0822 36.3 194,420 0838 1,505 5,356 179,672 1098 48,7 17,100 19,150 29, 662| 
Collingswood 0102 5.3 33,009 .0142 2,063 6,22 21,186) .0129 7 390 423 5,393] 
Pensauken 
Township.... 24.4 0154 8.4 43,378 0187/1,792 5,164 16,273 0099 3344 148 573 5,194) 
Cape May . 0256 13.1 49.4 49,616 .0214 1,234 3,787 61,961 0378 4, 19,353 3,936 1,937 8, 150) 
Wildwood..... 5.7 0036 2.0 7,230 0031 1,268 3,615 20, 888 0128 6 686 1,130 ¥50 3,519 
Ocean City 0041 2.4 5,955 0026, 930 2,481 15,948 7 1,696 1,964 543 2,313 
Cumberland . -0605 28.3 69.1 128,796 .0654 1,353 4,551 108,097. . 29,184 4,459 6,661 19,654, 
Bridgeton { 0123 5.8 25,915 0112 1,336 4,468 37 ,022 2 10,737 1,610 2,989 7,343} ! 01 43) 120 


© SM, 1953 Before using these figures, see explanation page 11 


Farm Section begins on page 


MAY 10, 1953 


Sales Management's 
1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


All Metropolitan County Areas clearly defined. 


County names . . . for all U. S. Counties . . . most legible of all 
Shows the many outline maps we have seen. 


Differences in retail sales volume indicated by County shad- 
ings . 

: Red—for counties with $100 million or more. 

comparative Green—for counties with $50 million to $100 million. 
Yellow—for counties with $25 million to $50 million. 

Blue—for counties with $10 million to $25 million. 


at a glance 


Retail Sales Strength 


of every county 4. 1570 cities with retail sales of $20 million or more. 


2.27" % 41” City populations indicated—(as of January 1, 1953). 


Special blown-up projections of all congested small-county areas, 
...in 6 colors with county lines and names clearly indicated. 


Special markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


- “The “SM” symbols mark original, exelue 
sive estimates by SALES MANAGEMENT. 


NEW JERSEY — (Continued) 


ay EFFECTIVE BUYING RETAIL SALES —1952 — 
INCOME 
1/1/53 BY) ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS an 
(in thousands of dollars —add 000) 


SALES AND 


COUNTIES 
CITIES Total ‘ F “, | Per Per} Dollars i Ai Aik, a Eating ____} Buying |Qual- 
thou- of |Cap- Fam- add | Power | ity 

sands) |U.S. A. | % -S.A) ita ily 000 U. . | General | Furn.- Quota | In- 

| Food Mdse. | House- i dex 
Radio | 


Metropolitan Area 


Vineland. . , 31.1 0198 0} J 0199/1,488 5,141 3, j 10,038 1,958 2,109 5, 9: F 110 
Millville ; 16.9) 0108} ,725| .0004'1,286/4,000} 20, ane | 5,893 809 309 
| | 
Essex 941.6, .5992 .9) 99. 945, .8381 2,066 7,025) 1,198, 7326 312,713, 154,229 349 
Newark 446.0! . 2838! 964, .3524 1,834 6,471 999) 44: 155,909} 136,289 5 
East Orange 80.5) .0512) 2! 74,9: 0754|2,173 6,833 2,603) .0627 ,833| 8,442 
Irvington 0387 35,341| .0583)2,226|7, 123 567). 2,333} 2,197 
Montelair 0287 420} 0467/2, 404/8, 152 ,923} .0379] 115 1,953 
Orange ; 39.5 .0251 aT 0315 1,852'6,532 ,206| .028 ,774| 2,018 
Bloomfield 51.3) .0326) 15.: 22,453, .0528 2,387|8,003 654). ,537 1,675 
Belleville a 33.3) .0212 ,036| .0276/1,923/6,812 936). 9,050 467 
South Orange , 5 0097 51,437, .0222)3,384) 12546 ,250) . | 776 239 
Maplewood | | | | 
Township. 25 0159 ‘ 7,225, .0290)2,689/9, 886: 002; .0117| 32% 178 
Nutley... ; 2 0184 ; , 0290/2, 333 8,123 : 8 20! 254 
West Orange...|. 29 0188 of 0300 2,351, 8,285) : ‘ | § 150 
Millburn ra 
Township... 0092 32, 0139/2, 2447,344 2, . y 1,307 
Gloucester...... > .0634 ° v -0683 1,589 5,371 ° ° ’ 3,913 
Woodbury ; 8} .0075) 3,145| .0100/1,961/6, 255) 0119) 738 984 : 
Hudson........ 6} 4223 : ,099, .4737 1,657\5, 904) .3692) ‘ 44,958 510 15,914] = .4321) 
Jersey City. ...]. ‘ .1933 7 498,403) .2147/1,641/5,696] 273, .1672! 3} 9 20,530) 26, 7,611)  .1962 
Union City | ,0356 ‘ 87,886] .0379)1,572/4,803 9, .0483) ' : 6,136 , 1,612] .0406 
Bayonne 0496, 136,971} .0590|1,758/6,283 5, 040% 3,97! 2,317 5,942) 5, 1,806] 0515 
Hoboken... .. 9) .0324) 18 73,164) .0315|1,437/4,813 \717| 032 896 72 3,128, 3,882) 1,299) 
Weat New York ’ .0240 : 65,035, .0280)1,725)5,331 7,173) 0% 5,06: 2,196! 5,120 ,113) 1,198 
North Bergen | 
Township. 1} 0262) 12.8 72,968} .0314 1,775 5,837 30,182) .0182 26| 183] 2,137, 8,184) 437] 0265) 101 
Kearny. . 3) .0256 Fj 73,576 .0317/1,826/6, 343 087 475 924) 4,803) 1,014) —.0261/ 102 


—™ b> th - 
™ bt > ow 


moe 
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BERGEN 


monnis CA : ( 


_— \ 
os 


se 
PATERSON as 


Summa #Xeg 
6 


— 


4 y, 
o FuizaneTH AL sy 
~ om 


1950 Net Effective Buying Income 


ee In excess of $150 Million 

| $75 Million to $149.9 Million 

[__] $40 million to $74.9 Million 
ites $1 5 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


CAMDEN 
CAMDEN 
* - 


CAPE MAY 
Scale of Miles 
20 


als Approximately 18 Miles 


Copyright by 


10, 


THE DAILY HOME NEWS 


NEW BRUNSWICK, N. J. 


Che Sunday Times 


30,000 Circulation Dominates to the Exclusion of All Other Media Center New Jersey's 
Fastest Growing Industrial and Residential Area 
Here's Why Your Advertising Investment Is Profitable — The Reasons Are Obvious 


The Test Market Supreme 


A circulation coverage of 118 per cent in the city 
sone. 

84 percent im the retail zone. 

45 per cent of our readers but no other newspaper 
regularly. 

A poimt of sale and home survey of advertising 
readership conducted by a member of Rutgers State 
University faeulty definitely proved lack of infiu- 
ence on shepping habits by out-of-town media in 


the New Brunswick market. 
Population in Trade Area 229,000,000 
Families in Trade Area 63,500,000 
Income in Dollars 207,089,000 
Spent for Food 
General Merchandise 
Household 
Automotive 
Drugs 6,560,000 
NEW BRUNSWICK 

More than 500 Diversified Industries 
THE HOME OF— 

Rutgers University 

Rutgers Preparatory School 

New Jersey Agricultural College 

New Jersey College for Women 

New Brunswick Theological Seminary 

National Football Hall of Fame and 

Shrine 


Merchandising Service Available to Our Advertisers 


Letters to trade under The Daily Home News let 
terhead informing them of schedule and asking 
for full merchandising support 


550—RETAIL GROCERS AND WHOLE. 
SALERS. 


320—RETAIL LIQUOR. 


A 

8 

C. 75—RETAIL DRUGGISTS AND WHOLE. 
SALERS 

0 


50—HARDWARE AND PAINT STORES. 


— CALLS ON DEALERS—KEY OUT- 


Placing of streamers, posters or other merchandis- 
ing material in key outlets 


SURVEYS 
A. Either with an advertising schedule in mind 
or to check sales during or after an adver- 
tising sehedule 
Cooking Schools 


A. Conducted twice a year by The Daily Home 
News. National facturers participation 
on a product giveaway basis. Presents op- 


portunity for manufacturer to sample and to 
receive free publicity through newspaper pub- 
licity and programs at the school. 


TELEPHONE CALLS—TO KEY RETAIL OUT- 
LETS 


Full window displays in Advertising Department 
office windows. Reservations. 16 days in advance. 


Free up-to-date booklet containing routed tists 
concerning the entire New Grunswick market of 
food stores, drug stores, taverns, package goods 
stores, restaurants, hardware stores, auto acces- 
sories, beauty parlors and dyers and cleaners with 
maps of the city and trade area enclosed 


Free eight page standard market and media data 
for New Brunswick and trade area. 


We will be glad to diseuss any other type of 
merchandising to help make your sehedule in The 
Daily Home News produce maximum results 


The Daily Home News—The Sunday Times 


45 West 45th Street, New York, N. Y. 


New Brunswick, N. J. 


NEW JERSEY — (Continued) 


(Continued from page 452) 


City 


Hillside 
Township 
Hoboken 
Irvington 
Jersey City 
Kearny 
Linden 
Little Ferry 
Long Branch 
Maplewood 
Township 
Millburn 
Township 
Millville 
Montclair 
Morristown 
Neptune 
Township 


COUNTYES 
CITIES 


Hunterden 
Flemington 
Mercer 
ATrenton 
Princeton 
Middlesex 
New Brunswick 


IF me 
A and A See end of state for SM Metropolitan County Areas. 
6 


Pop 
(in 


County thous.) 


Union 
Hudson 
Essex 
Hudson 
Hudson 
Union 
Bergen 
Monmouth 


Essex 


Essex 
Cumberland 
Essex 
Morris 


Monmouth 


POPULATION 


Total J Fami- 

(thou- of lies 

sands) |U. S. A.| (thou- 
sands 


45.4 
3.2 
245.3 
129.9 
13.0 
284.6 
39.8 


0288 
0020 
. 1561 65.5 
.0827 33.2 
0083 2.8 
1 80.9 
0253 10.8 


13.8 
1.0 


NuMBER OF OUTLETS 


ESTIMATES 
JM Bir 


Ur- 
bani- 
zation 


of 
17.6 


87.1 


| GM 


FHR| A D 


EFFECTIVE BUYING 
fa) INCOME 
JIM ESTIMATES. 1952 


Net J Per | Per 
Dollars of Cap- Fam- 
add =U. S.A. ita | ily 

000 


61,422 
5,031 
423, 158 
219,646 
20,661 
490 953 
61,251 


-0264 1,353 4,451 
0022)1,572'5,031 
. 1823 1,725 6,460) 
0946/1,691 6,616 


0089 1,589 7,379 
.2115'1,725 6, 
.0264) 1,539 5,671 


City 


New Brunswick 


Newark. 
Newton... 
North Bergen 
Township 
Nutley. 
Ocean City 
Orange. 
Passaic. .. 
Paterson. . 
Pennsauken 
Township 
Perth Amboy . 
Phillipsburg 
Plainfield. . 
Pleasantville 
Point Pleasant 
Beach 


County 


Middlesex 
Essex. 
Sussex 


Hudson 
Essex. . 
Cape May 
Essex 
Passaic 
Passaic 
Camden 
Middlesex 
Warren 


Union 
Atlantic 


Ocean 


RETAIL SALES 


JM 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


Pop 


th 


1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000) 


General 


Food 


12,696 

3,202 
74,875 
54,241 

5,106 
90,422 
22,211 


Mdse. 


8,453 


in 
10UsS. ) 

39.8 
446.0 

6.0) 


41.1 
28.9 
6.4 
39.5 
58.3 
139.2 


24.2 
42.8 
19.4 
44.4 
12.3 


3.1 


Furn.- | 
House- 
Radio 
2,608 
1,526 
14,505 
12,804 
1,439) 
20,624) 


9,014 


Before using these figures, see explanation page 11 


SALES 


NUMBER OF OUTLETS 
GM |FHR) A 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying |Qual- 
| Power | ity 
Auto- Quota 


motive Drug 


.0285 
0047 23 
1779 
1026 


39,907) 
11,976 2,211 


MANAGEMENT 


-eanitan | PERTH AMBOY-WOODBRIDGE 


BAY” 
AREA 


MIDDLESEX COUNTY'S 


$100,000,000. MARKET! 


’ DAILY NEWSPAPER CITIES IN MIDDLESEX COUNTY 
HERE S “Perth Amboy-Woodbridge ‘New Brunswick-Highland Park 


PROOF! Total Retail Sales $104,800,000 $88,096,000 
DATA FROM ) Food Sales $ 28,913,000 $22,211,000 
SALES MANAGEMENT Drug Sales $ 2,352,000 $ 2,211,000 

Automotive Sales $ 15,594,000 $11,976,000 


GET 100% FAMILY COVERAGE IN PERTH AMBOY-WOODBRIDCE! 


A.B.C. “SISTER CITIES 
CIRCULATION | Derth Amboy Evening News 


(September 30, 1952) 
PERTH AMBOY NEW JERSEY 


; i 5 ? § Represented Nationally by WARD-GRIFFITH CO., INC. 
4 
| 


The “SM” symbols mark original, exclu a 
sive estimates by SALES MANAGEMENT. 


NEW JERSE Y— (Continued) 


Pop. ’ Pop 
(in NUMBER OF OUTLETS (in NUMBER OF OUTLETS 


City County thous.)| F |GM(FHR| A D City County thous.)} F | GM/|FHR 


Princeton Mercer 13.0 : Union City Hudson 55.9 390! 40 
Rahway Union 2. Union Township.. Union 41.4] 105 
Red Bank Monmouth : Vineland Cumberland s 
Ridgewood Bergen 8.5 ' 7 Washington Warren : 31 
Rutherford Bergen 8.: d 2 West New York.. Hudson 37 237 
Salem Salem 52 f West Orange Essex 79) 
Somerville Somerset ; 5 Westfield Union... 51 
South Orange Essex : ; Westwood Bergen d 29 | 
South River Middlesex f Wildwood Cape May.. 69) | @ 
Summit Union § Woodbridge | | 
Teaneck Township Middlesex ‘ 1 i5| | 10) 
Township Bergen : 3 5 6 Woodbury Gloucester : 37) 10} 
Trenton Mercer 129.9} 72! : 62 54 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY) 1/1/83 JM ESTIMATES— 1952 SM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars —-add 000) 
Fami- | bani- J Per Per} Dollars ‘ ty Buying |Quad- 
of lies zation of Cap- Fam- add | 
. S.A. (thou- | % S.A. ita ily 000 " General = Furn.- Auto- 
sands of 100 ‘ Food Mase House- motive Drug 
County Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


! 
Perth Amboy 2.5 27 4 70,216 0303 1,641 5,617 ) 0492 19,794 3,711 8,199 13,331; 1,763 0354, 130 
Woodbridge | 

Township 0242 10.0 66 , 339 (286 1,741 6,634 ol49 9,119 501 539 2,268 buy 0236) 9 
South River 0075 3.2 23,145 0100 1,961 7,233 91 0079 4,293 449 935 2,235) Ww4 0089) 19 


© SM, 1953 Before using these figures, see explanation page 1) 


Summary of All Data by States and Sections, page 218. 


MAY 10, 1953 


meMO: 


“Center of the Fastest Growing Market in the State” 


¢ Retail Sales, (1952) ...$427,226,000 © Food Sales, (1952) ......$122,692,000 
* Year-Round Population . . . 311,400 ° Bank Deposits, (12/30/52) $261,516,837 


Plenty of room for Industrial Growth . . . 55 miles from New York... 
65 miles from Philadelphia. Fine Highways . . . Excellent Labor Market. 


Write or Wire for the Complete Market Picture 


ASBURY PARK CHAMBER OF COMMERCE 
Asbury Park, N. J. @ 


ASBURY PARK, New Jersey: 


Industry Is Moving Toward 


Telephone: Asbury Park 2-6666 


NEW JERSEY — (Continued) 


COUNTIES 
CITIES Total 


sands 


Metropolitan Area 


Monmouth 
Asbury Park 
Red Bank 
Long Branch 
Freehold 
Neptune 

Townshi; 

Morris 
Morristown 
Dover 
Boonton 

Ocean 
Point Pleasant 


Beach 


Passa ic 


Paterson 


© SM, 1953 


3} on —F 
a. _ 
li 7S call 
i 
t~ Represented 
’ 


| Nationally by 


Story, Brooks & Finley, Inc. 


thou- 


POPULATION 
ESTIMATES 
1/1/53 


Ur- 


Fami- | bani- 


. 1578 
O15 
OORT 
O75 


0052 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 


EFFECTIVE BUYING ADVERTIS- 


RETAIL SALES—1952 
SM INCOME 
ESTIMATES—1952 


ING 
ESTIMATES CONTROLS 


FIVE STORE GROUPS _ 


Coun- in thousands of dollars —add 000) 
/ Per | Per _ ; 

of Cap- | Fam- 

S.A. ita | 


Buying ® 
Power 
Quota | 


Y ty 

of | Sales 

ily S.A.) Per 
Fam- 
| ily 

-1940 4,331 

.0405 

.0313 

-0234 

0100 


General 
Mase. 


Furn.- 
House- 
Radio 


Auto- | 
motive 


Food 
398,384 .1717 1,606 5,435 
26,618 O115)1,471 4,840 
24,610 0106 1,810 5,860 
45,560 0196 1,657\5,625 
13,420 0058 1,657 5,368 


317,445 
66,199 
51,151 
38,232) 
16,316 


92,169 
13,162 
11,086 
13,728 

5,003 


19, 665 
11,066 
2,981 
2,018 
537 

} 


. 1756 
0202 
0164 
.0203 
0069 


16,051 
5,157 
2,978 
1,570 


1,650 


46,217 
11,105 
10,417 
5,636 
2,572 
22, 886 
311,029 
31,825 


20,325 


0099) 1,589 4,869 
-1340 1,725 6,221 
0137\1,758 6,005 
0088 1,708 6,159 
0057 1,674 6,010 


-0369 1,353 4,144 


15,703 
179,840 
46,858 
30 663 
14,216 


109,781 


-0096 
1100 


0286 


4,614 
58,511 
11,096 
10,059 

4,561 
30,523 


3,094) 
27,713 
8,915 
6,584 
2,524 


11,896 


401] 
9,303 
3,586 
1,937| 

559 


5,522 


0097 
1230 
0177 


8,636 
4,590 
1,911 

320 
3,516! 


O87 
OORT 


-0671 


0021 1,539.4,771 15,849 .0097 6,316 1,063 1,876 


615,689 .2653 1.7415,659] 446,212 113,789, 36,856 


Paterson Evening News 


37,778 


20,125 


60,571 -2595 115 
31,356) 4,928 .1083 122 
Before using these figures, see explanation page 11 


230,613 (004 1,657 5,401 223 099 48,399 27 ,353 


TOPS IN CITY CIRCULATION 

TOPS IN SUBURBAN CIRCULATION 
TOPS. IN NATIONAL ADVERTISING 
TOPS IN RETAIL ADVERTISING 


NORTHERN NEW JERSEY'S GREATER PAPER 


SALES MANAGEMENT 


Established 1879 


ASBURY PARK PRESS 


growth has kept pace with the development 
of Monmouth and Ocean Counties, New Jersey's fastest growing area* 


° Circulation up 76% since 1942. Now over 
25,000 daily! 


* Modern Photo-Engraving Plant! 


° Station WILK (AM & FM)! 


* Four Bureaus to serve retail centers within this 
profitable market! (Red Bank, Freehold, Key- 
port, Toms River) 


* Teletype network speeds flow of local news! 


* 184 full-time employees 
* Retail Sales $427,226,000** 


iF YOU WANT TO SELL MONMOUTH AND 
OCEAN COUNTIES 


PHONE ASBURY PARK 2-3000 Collect! 


MEMBER ABC :: ANPA 


MAY 10, 1953 


more reasons why national advertisers 
place more linage in The Herald-News of Passaic-Clifton 
than any other Bergen or Passaic County newspaper: 


Among the 100 largest cities in the United States 
Passaic-Clifton ranks: 


87 population 

47 in average family income 
75 total buying income 
82 in food sales 


72 in furniture sales 


57,304 Sooe ies 
THE HERALD-NEWS 


of Passaic-Clifton, N. J. 


New York General Advertising Office 
45 West 45th Street, New York 36 — James J. Todd, Manager 


~~ The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


NEW JERSE Y — (Continued) 


POPULATION 
SM ESTIMATES 
1/1/83 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
Ur- - in thousands of dollars--add 000) 
CITIES Total % Fami- | bani- J Per | Per Buying |Qual- 
(thou- of lies | zation of | Cap- | Fam- | Power 
sands) (U.S.A. (thou- | ‘ - S.A. ita | ily 000 U.S. A. General | Furn.- Auto- | Quota | 
| sands of F Mase. House- | motive | Drug 
| County | i Radio 


EFFECTIVE BUYING 
JM INCOME 
ESTIMATES — 1952 


COUNTIES 


Passatc-Clifton 27.6 811 8.4 $7,673 1024/1, 864 6,189 63,634 1000 42, 489 8,943 5,05 19,918 
Passaic f 0371 7.7 99,575 0429 1,708 5,626 116,455 712 29 572 ; 2,87 13,381 
Clifton 5 0440 20.7 138,098 0595 1,996 6,671 47,179 2 2,917 25! 2,7 6,537 
Salem 0336 83,169 .0358 1,572 5,297) 48,890 . " P ‘ 8,233 
Salem ‘ 0060 : 13,190 .0057 1,403 4,397 13,142 427 706 } 1,330 
Somerset . 0691 185,485 .0799 1,708 6,204 104,223. . ‘ ‘ . 18,889 ° | 
Somerville OU80 : 22,822) .0098)1,826 6,006 30,006 2 989 2,2% 5,373, 1,03 0120) 
Bound Brook 0056 : 14,729 0063 1,674 6,137 15,811 .0097 +7 266 3,466 .0072 


© SM, 1953 ds 
460 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


1 OF THE BIG G nortueen NEW JERSEY 


6 


5 8 So 5 72% 62% Siyerm yon wes | 


= BiG | oil 
OF THE OF THE OF THE = = 
POPULATION __E. B.INCOME____ RETAIL SALES 3S 


Here in five out of the twenty-one counties of the State live 58% of 
the People with 57% of the Effective Buying Income who account for 
62% of the State’s total Retail Sales. 


COUNTY POPULATION RETAIL SALES — —.B. INCOME INCOME PER FAM. 
ESSEX 941,600 ‘1,198,218,000 *1,945,346,000 ‘7,025 
HUDSON 663,600 603,904,000 1,099,389,000 5,525 
BERGEN 587,000 527,966,000 _—__1,190,946,000 6,706 
UNION 426,800 472,975,000 858,628,000 6,897 
PASSAIC 353,600 446,212,000 615,689,000 5,659 


SOURCE: Sales Monagement Released 1953 


UNION COUNTY RANKING IN THE STATE 
POPULATION __ RETAIL SALES NET E.B.1. INCOME PER FAM. 


Ath 4th 4th 2nd 


SELL NEW JERSEY’S GREATEST MARKET 
No schedule is complete without the Journal 


—"eIGe | Elizabeth Daily Journal 
\= = ELIZABETH e NEW JERSEY 


Special Representatives: WARD-GRIFFIT 


be "SM" symbols mark 


ve estimates by SALES WANAGEMENT. NEW J ERS EY — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
INCOM 


ESTIMATES E ING 
1/1/53 @yD ESTIMATES. 1952 JM ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


Ur- in thousands of dollars —add 000 
Tota d Fami- ban Net — Per 


thou of lies = zatie Dollars of Cap- Fam- 
sands) U.S. A.) (thou add U.S.A ita ily 
sane ds) 000 


CITIES 


Metropolitan Area 


ened 


Sussex - 4 .0232 10 0.8 28.0 48 - 02101, 336 4, 461 38,453 pose 3,528 11,629 1,117 2,076 5,597 600 
Newton OUS8 1,45 134 4,083 5f 1,076 2,755 185 

Union «28 8 .2716 124. 5 98.8 858, 628 . 3699 2, a1 6. pon a2 975 poi 3,799 142,495 29,626 30,934 sk 803 11,595 
_ Elia jabeth 114.7 0730 32 203,636 877 1,775 6, 21 56 , 3 56 42,168 14,936 10,675 7,546! 3,857 


© SM, 1953 Before 


+ 


ing these figures, see explanation page 11 


Careful reading of the explanatory introduction, starting on page 11, will help you make 


the best possible use of the data and features in this Survey. 
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Don’t be 


BID % 


wrong 


about Jersey’s Best Big Market 


Plainfield’s true 


“city 


* population is 64.576... 


Vot the 44,700 old out-grown corporate city listed 


in these tables. Actually Plainfield is, by 


far, North- 


ern New Jersey's richest big city market... Very 
important to avoid that 89.5% mistake. 
Among the 8 large Northern New Jersey cities 


supporting local home dailies, on a per capita 


basis Plainfield is highest in Effective Buying In- 


come, in total retail sales, in food sales (47% 


higher than the next), in furniture and appliance, 
automotive and in drug sales; has the highest 


More than 84,576 people live within 4 miles 
of Plainfield City Hall (ABC City Zone). 


Quality of Market Index of any city over 50,000 


in the State. Hardly the place to be 89.5% wrong. 
The Courier-News affords higher City Zone cov- 
erage than does any of the other New Jersey or 


New York City newspapers. 


PLAINFIELD CoOURIER- 


Represented nationally by J. P. McKinney & Son 


No outside New Jersey or New York news- 
paper adequately reaches Plainfield house- 
wives. Less than 5% of the people make 
the difficult daily commuting trip to New 
York. The Plainfield Courier-News affords 
96% coverage. 


EWS 


New York ... Chicago... San Francisco 


A Gannett Newspaper 


Plainfield, N. J. 


NEW JERSE Y— (Continued) 


COUNTIES 
CITIES 


Plainfield 
Linden 
Union 
Township 
Rahway 
Westfield 
Summit 
Hillside 
Township 
Cranford 
Township 
Warren 
Phillipsburg 
Washington 
Total Above 
Cities 


State Total 


Per Capita Sales 


Per Family Sales 


NEW } 


Atlantic City 


New York-N. E. 
New Jersey 


Trenton . 
@ SM, 1953 
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POPULATION 


JIM 


0283 
0211 
0263 

0143 


0143 
0119 


o14l 
.0129 
0363 
.0123 

0032 


1.9971 915.3 


3.2703 1,509.9 
JM 
0883; 43.2 


2.2565 1,047.6 
1661) 65.5 


wee 


zation 


‘ 


of 
County’ 


, tropolitan County 


Ag La BUYING 
SM NCOME 
ESTIMATES 1952 


/ Per Per 
of Cap- Fam-| 
S.A) ita ily 


0385'2,012 6,924 
-0285| 1,996 7,202 
0365 2,046 7,118 
0194 2,012\7,041 
0253/2 ,621'9 033) 
0196 2,435 8,592 
0198 2,080 7,297 
0199 2,282 7,949 
-0366 1,488 4,939 
0138) 1,657\5,739) 


-0031)1,454 4,545) 


2.4785 1,833 6,285 


3.9429 1,781 6,061 


194,906; .0839 1,403)4,512 


6,697,465) 2.8855 1,889 6,393 


423,158; .1823 1,725 6,460 


The “SM” ~ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


~ | SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
@D ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars —add 000) 
BAM; |g 


Auto- | 
motive | Drug 
| 


General 


Furn.- 
Food Mase. 


House- 
Radio | 
15,583 ‘ oa 146 
7,152 ‘ 0248) 118 
| 

0195 10,778 508 1,569 2,266, +789) ~=—«.0294) 112 
0171 8,685 1,183 4,119 , 187) : 0177) 124 
.0170 | 8,404 1,084 1,832 ,332| 1,4 0206; 144 
-0168 8,220, 607 1,430 ° 0172) 145 


-0542 24,055 9,923 
0211 11,044 706 


6,556 
1,844 


| 
O15 | 6,460 211 547 o] 0162) 115 


0085 6,782 257 .o15i| 117 
.0338 3, 15,141 , J .0357 

0096 q q -0122; 99 
.0082 7% e * : .0047| 147 
4,287,026 2.6209 1,189,474 


370, 469 312,427) 655,171 106,214 


828, 268 136 866) 


een 121 


5,656,555 3.4582 3,746 1,642,662/ 394,390 359,061| 


7 70, 
2380s 


212,874 .1301| 4,928; 54,444 11,406 10,838, 21,621; 6,641) 


3,831,400 2.3426 3,657,1,131,933 293,999 261,025 546,616) 94,640 


| 

2.5968 {115 
302,804' .1851 4,623 74,875 29,055 14, 505) 46,885 6,292) .1779 fi 
Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


NEW 
MEXICO | 


CESES TERS! 
VALENCIA 


1950 Net Effective Buying Income 


me In excess of $150 Million 


$75 Million to $149.9 Million 


|_| $40 Million to $74.9 Million 


t 3 $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


Scale of Miles 


1 
00 . ° COPYRIGHT BY 


One inch Equals Approximately 86 Miles Soles Monagieal 


G 
For explanation of map symbols, see “State Maps,” page 220 
(Other Mountain States: Arizona, p. 227; Colorado, p. 254; Idaho, p ° one 
301: Montana, .. 440; Nevada, p. 448; Utah, p. 635; Wyoming, p. 676.) NEW MEXI Cc ©) — Counties and Cities 


Pop 
in NUMBER OF OUTLETS 


Pop. 
(in NUMBER OF OUTLETS 
City County thous F | GM | FHR 4 D City County thous.)} F | GM |FHR; A D 


Ra : eens ies n Pie Baitit, conn ie a 
Albuquerque Bernalillo f Los Alamos.. 

Artesia Eddy Portales Roosevelt 9.3 
Carlsbad Eddy Roswell Chaves 30.4 
Clovis Curry : 3 2 f Santa Fe Santa Fe 29.8 
Gallup McKinley 7 Silver City Grant. 

Hobbs Lea.. 2 Pucumcari Quay 
Las Cruces Dona Ana 7 


Los Alamos 13.0 


a : ; SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/53 JM ESTIMATES — 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- (in thousands of dollars— add 000) 
Total y Fami-  bani- Net % Per Per ——s e256 2 cas a Buying |Qual- 
thou- of lies zation} Dollars of Cap- Fam- | | Power 
sands) (U.S.A. (‘thou-| add (U.S.A. ita | ily General | Furn.- Auto- | 
000) | 


sands) of Food Mdse. | House- | motive 
County | Radio 


COUNTIES 
CITIES 


Metropolitan Area 


46.2 76.6 Y 1175 1,639 5,905 , d ‘ 38,021 16,419 14,670 31,143 
AAlbuquerque. f 34 0896 1,793 6,008 ; . 33,651 . 14,469 30,385 
Catron.. bs : d i -0010 684 2,906 . : : 56 
Chaves ; ’ rf : ‘ ‘ .0295 1,471 5,354 . 7 : ; , 2,000 9,734; 1,630) 

Roswell 30 9: ‘ : 0216 1,651'5,457 1,738 9,435) 1,382 


— 


Bernalillo 


| 
21, -0091 1,290 4,890) » : ’ j ; 754 3,356) 437] 


40, -0174 1,574 5,255) 4 d . " : 1,545 9,477 924 0178) 108 
31 -0135 1,613 5,423 29 , 505 . 3,3 1,407 9,477 755 0146) 118 

V _ 4,460 -0019 1,239 4, 460) _ 4, d , 69 862) 181 -0022' 96 
A and A See end of state for SM Metropolitan County Areas © SM, 1953. 
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Before using these figures, see explanation page 11. 
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The “SM” symbols mark original, exciu- 
_ sive estimates by SALES MANAGEMENT. 
~ SALES AND 
ADVERTIS- 


ING 
CONTROLS 


NEW MEXICO — (Continued) © 
POPULATION 
ie 


RETAIL SALES —1952 
BYD estimates 
FIVE STORE GROUPS 
in thousands of dollars add 000 
na = ain 2 


General | Furn- | Auto 
Mase. 


House- | motive | Drug 


EFFECTIVE BUYING 

SM INCOME 
ESTIMATES- 1952 

COUNTIES 


CITIES Net J Per Per 
Dollars of Cap- Fam-| 


add U.S.A. ita | ily 
000 


Buying Qual- 
Power ity 
Quota in- 

dex 


Dena Ana 


Las Cruces 


Carlsbad 

Artesia 
Grant 

Silver City 


Guadalupe 
Harding 
Hidalgo 


Lea 
Hobbe 
Lincoin 
Los Alamos 
loa Alamos 


Luna 

McKinley 
Gallup 

Mora 


Otero 

Quay 
Tucumeari 

Rie Arriba 


Roosevelt 
Portales 

Sandoval 

San Juan 


San Miguel 

Santa Fe 
Santa Fe 

Sierra 


Socorro 
Taos 


Torrance 


Union 
Valencia 


Total Above 


Cities 
State Total 


Por Capita Sales 
Per Family Sales 


0108 

0059 
.0079 
0120 


.0170 
0256 


0190 


1046 


4689 


10,645 


5,185 
2,319 
6,758 


67 387 


30, 886 


-0188 1,032 4, 180) 


-0371 1,781 6,480} 
-0152 1,574 5,878) 


0022, 774 3,241 
-0010, 800 3,865} 
0029 1,251 5, 198) 
-0291| 1,909 6,542 
-0036'1,148 4,411 
0119 2,129 7, 

-0051| 1,239 4,574 
0113) 929 4,439) 
0015; 425 1,681 


-0087|1 226 4,787) 
.0077'1 , 226 4,262 


0078 
.0094/ 1277/4, 550 
.0022| 


-0077 
-0235 1,354 5,299) 


0046 
.0033 


-4148 1,307 4,997) 


0076, 1,303 4,629) 


0192/1 ,961 6,547 
0070/1,715 5,820) 


0046 1,419 4,628) 


0133) 1,883 6,177 


0119)2,129 7,908) 


0050) 1,419 4,866) 


0052)1,354 5,240) 
723 3,127] 


0051/1, 264/4 , 055) 
413/2,063) 
0061 748 3,197] 
671 2,938) 


0190'1, 484 5, 668 


0022, 710 2,072 
0034 

980 4.075 
0035 1,097 3,812 


0086, 839 3,784 


1235 1,695 5,790 


.0130 
.0308 
0185 
0006 
0121 
0079 


3,347 


NEW MEXICO— @JD Metropolitan County Area 


Albuquerque 


City 


Albany 
Amsterdam 
Auburn 
Babylon 
Batavia 
Bath.. 
Beacon 
Binghamton 
Bronxville 
Buffalo. . 
Canandaigua 


Catskill 


© SM, 1953. 
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| | 166.5 1059 


NEW YOR K — Counties and Cities — 


County 


Albany.. 


Montgomery 


Cayuga 
Suffolk 
Genesee 
Steuben 
Dutchess 
Broome 


Westchester 


Erie 
Ontario 
Greene 


Pop 
in 
thous.) 


136.1 
32.0) 
37.0) 
6.5 
18.3 
5.6 
14.6 
83.8) 


46.2 76.6 


272,814 


1175 1,639 5,905 


(Other 


NuMBER OF OUTLETS 


GM | FHR 


\ D 


179,020 


Atlantic States 
Jersey, p. 452; Pennsylvania, p. 548.) 


Middle 


. 1095 


City 


Cohoes 
Corning 
Cortland 
Dunkirk. 


East Rochester... 


Elmira 
Engicott 
Fulton 
Geneva 
Glen Cove 
Glens Falls 
Gloversville 


(Continued on page 468) — 


3,875 


New 


County 
Albany 
Steuben 
Cortland 
Chautauqua 
Monroe 
Chemurg 
Broome 
Oswego 
Ontario 
Nassau 
Warren 
Fulton 


Radio 


125 
914 


2,632 


32, 


14 


Pop 
in 
thous 


826 
790 
178 
S41 


85 


885 


45 
171 


,670 


) 


4,408 
3,430 
11,497 
7,001 
4,039 
4,431 
4,431 


98 577 
124,105 


168 
644 


31,143 


108 


NUMBER OF OUTLETS 


GM 


171 
264 
53 
85) 13 
53 7 
79 11 
102 10 


FHR 


16 
18 
17 
15) 
6) 


A 


13 
12 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


TRANKLIN CLINTOR 


AN. HEMPSTEAD 
A HEMPSTEAD 


ONTARIO 


sa | 


A 
ROCHESTER 


1950 Net Effective Buying Income 


Le In excess of $150 Million 


4 $75 Million to $149.9 Million 


[J $40 Million to $74.9 Million 
Fe $15 Million to $39.9 Million 


Cities shown are those having net Scole of Miles 
°o 10 25° 


Effective Buying Income of $15 million ss Ss A — . 
and over One Inch Equals Approximotely 53 Miles Cs Macagimeal, 
| G 


o E 1 F 


For explanation of map symbols, see “State Maps,” page 220 
wo he 5 9 ped oe Jt ee oe = a Sn E 
ei SESE TLE EY OLEAN 


COVERAGE where it counts! 


ith 
fe 
And that’s what you get when you buy WDOS! ’ 
.. - Concentrated, economical coverage of one of W DOS 
the richest rural markets in New York State—the 
ONEONTA, N. Y. 


Call for rates and dataon WDOS, Oneonta, New York MUTUAL BROADCASTING SYSTEM . 


Ask about availabilities near our special farm shows FULL Time ; 
contact—RADIO REPRESENTATIVES, INC. ae 
“ 
or aS 


dairy area of Otsego and Delaware Counties. 


4 


and a ~ * * 


ind St Fay, Prete nee t a ae - ertived am aye Y tod) te 3 
RE ESM ENE NE PARAS SSE SOY ie Se 


of 
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IMa:7N\pa@ has much Greater Buying Power 


The Times-Union has much Greater Selling Power 


Pi cutitlestion that’s hard tan Market on your “A” 
to beat! A market that has lists. And it follows natural- 


the money to spend, and a ly that you will schedule the 


Daily Times-Union and the 
selling medium that has ? 


Sunday Times-Union avail- 


roven its tremendous in- : . 
P able separately or in combi- 


fluence on that spending. nation at the lowest milline 


Put the Albany Metropoli- rate in the market. 


. LARGEST DAILY CIRCULATION 5. FRIDAY WOMEN’S SECTION — 
—60,097 A.B.C.* Without par in interest to women. 


_ ONLY SUNDAY PAPER IN AREA High readership of advertising. 


—112,417 A.B.C.* 
2 6.C . PRUDENCE PENNY TELEVISION 
. COMBINATION RATE SHOW. Product display, demon- 
Lowest Milline in the Market stration and promotion. 
. R.O.P. COLOR EXCLUSIVE DAILY 
Powerful impact, new in this 7. MERCHANDISING & MARKETING 


Market. Resourceful and effective. 
Publisher's statement—6 months ending Sept. 30, 1952 


@eeeee?se @®eeeee?e 
oaty = = Albany TIMES-UNION sx 
@eeeee?es @®eeeee?e 
A HEARST NEWSPAPER Represented Nationally by HEARST ADVERTISING SERVICE 


N E W Y fe) R K a (Continued) The ‘‘SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES — 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total Fami- | bani- Per | Per ty Buying Qual- 
thou- of lies zation of Cap- Fam- 
sands) U.S. A. (thou- / S.A. ita | ily S.A. General Furn.- Auto- 
sands of 3 Food Mdse. House- motive Drug 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


ad 


Albany 244.9 .1559 76.9 82.8 430,779 .1856 1,759 5,602) , -2203 4,686 78,280 69,811 . 53,034 5, 2924 
| AAlbany 136.1 OS66, 42.8 241,850 1042 1,777 5,651 . 1494 55,733 16,971 15,773 44,000 4,145 
Cohoes 21.6 0137 6.5 39,139 0169 1,812 6,021 7, 986 0110 6,473 723 , 135 1,531 438 
W aterviiet lS oe; 4.6 28 , 259 0122 1,847'6, 143) 2,14 0074 5,482 116 2 3,009 124 
1 Menands 2.6 OO17 a] 1,540 0021 1,865)6,061 52,6 -0383 250) 51,601 7 71 

Allegany ic 5 4.8 .0286 13.2 14.6 63.452 .0231 1,193 4,049 ’ -0241 2,984 11,093 2,679 ‘ 7,926 1,010) 
Wellsville 6.6 0042 2.1 9,362 .0040 1,418 4,458 5, 0092 i 4,052 1,005 3 4,623 457 

2Bronx A399al 1,473.6 .9376 447.3 100.0 | 2,693,299 1.1603 1.8286.021] 1,147,073 .7012 2,564 480,432 41,826 74,619 101,169 28,311 

1 The general merchandise estimates for Albany and Menands reflect the location of a Before using these figures, see explanation page 11 
laryje chain mail-order house and department store outlet just outside the Albany city A and A See end of state for SM Metropolitan County Areas. 
lirsits, on the town of Menands © SM, 1953. 

2 The city of New York includes Bronx, Kings, Queens, New York and Richmond Counties. 


Metropolitan County Area Summaries begin on page 170 


SALES MANAGEMENT 


Best Medium 


in The Empire State's 


Best Metropolitan Market 


Albany, N. Y. has the highest Quality of Market Index of any N. Y. State 
“Metropolitan” city; its per capita retail sales exceed all others New 
York City’s, for example, by 43°). In the last U. S. Census of Business, 
Albany County stood 4th highest in per capita sales among all Metropolitan 


Counties in the U.S. 


The evening Knickerbocker News has the largest cireulation daily or 
Sunday in Albany (A.B.C. City Zone), yet it is the only Albany newspapet 
which does not offer any cut rate subscriptions or other artificial 


circulation stimulants. 


Last year it carried 8.84 million lines of retail advertising . . . 
82% more than did the morning newspaper, even considerably more than 
did the morning and Sunday newspapers combined. In General and 
Automotive advertising the Knickerbocker News carried 2,178,363 
lines... When allowance is made for advertising the Knickerbocker News 
does not accept liquor, Sunday supplement and comic supplement 
this over 2 million lines is a million lines more than that carried by 
the morning newspaper and 432,000 lines more than the morning 


and Sunday combined. 


By every measure, the best medium in Albany is: 


THE ALBANY KNICKERBOCKER NEWS 


1 Gannett Newspaper 


Represented Nationally by J. P. McKinney & Son 
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NEW YORK — (Continued) 


(Continued from page 464) 


City 


Gouverneur 
Hamburg 
Hempste ad 
Township 
Herkimer 
Horne ll 
Hudson 
Ithaca 
Jamestown 
Johnson City 
Johnstown 
Kenmore 
Kingston 
Lackawanna 
Larchmont 
Liberty 
Little Falls 
Lox kport 
Long Beach 
Malone 
Mamaroneck 
Massena 
Mechanicville 
Menands 
Middletown 
Monticello 
Mount Kisco 
Mount Vernon 
New Rochelle 
New York City 
Newark 
Newburgh 
Niagara Falls. 


North Hempstead 


Township 


County 


St. Lawrence 
Erie 


Nassau 
Herkimer 
Steuben 
Columbia 
lompkins 
Chautauqua 
Broome 
Fulton 

Erie 

Ulster 

Erie 
Westchester 
Sullivan 
Herkimer 
Niagara 
Nassau 
Franklin 
Westchester 
St. Lawrence 
Saratoga. . 
Albany... 
Orange... 
Sullivan. . 
Westchester 
Westchester 
Westchester . 


Five Counties 


Wayne. . 
Orange. . 
Niagara 


Nassau 


North Tonawanda Niagara 


© SM, 1953 


Pop 
(in 


thous.) 


NUMBER OF OUTLETS 


946 


20 


5000 WATTS NIGHT AND DAY 


e ABC in the Binghamton, N. Y. Market 
e Reaches retail trading area of 3 of a million. 


Here's positive, powerful coverage of one of the top 
hundred markets! Night and day WENE delivers the 
same sales-packed pattern that has paid off for both 
local and national advertisers... like Lipton's, Ford, 
Plymouth, Vicks, Pertussin, GE and many more! 


So, if you're time-buying to se//, call 


RADIO REPRESENTATIVES, INC. 


PEGGY STONE ED NICKEY 
New York Chicago 


TRACY MOORE 
West Coast 


Pop 
in NUMBER OF OUTLETS 

City County thous.) 
Norwich. . Chenango. 
Nyack Rockland 
Ogdensburg. . St. Lawrence 
Olean 
Oneida 
Oneonta 


Cattaraugus 
Madison 
Otsego 
Westchester 
Oswego 


Ossining... 


Oswego 
Oyster Bay 
Township. . 
Patchogue... 
Peekskill 
Plattsburg.. .. 
Port Chester Westchester 
Port Jervis Orange. . 
Potsdam. St. Lawrence 
Poughkeepsie Dutchess f 35 
Rochester . Monrve 33: ,295| 2} 226 
Rome. Oneida ‘ d 7 25 
Rye Sa . Westchester : 7 10 
Salamanca. Cattaragus 
Saranac Lake Franklin 
Saratoga Springs . Saratoga 
Scarsdale Westchester 
Schenectady Schenectady 
Syracuse. Onondaga 225.2] 716 
Tarrytown Westchester 28 
Tonawanda. . Erie... 60 
Troy... Rensselaer 3. 360 
Utica Oneida. : 454 
Watertown Jefferson 35. 102 
Watervliet. . Albany.. . 80! 
Wellsville Allegany 24) 
White Plains Westchester 153 
Yonkers. . Westchester ; 580} 


euUan es WSwr 


Nassau 
Suffolk 
Westchester 
Clinton 


7 on 


uw 
OP Un N SM ON < 


—wnrn 


me we 


oo 


Before using these figures, see explanation page 11. 


Here’s the story . . . 


in figures that add up 

to the fact that the 

ENDICOTT DAILY BULLETIN 

with a National Lineage increase of over 106% in 
the past 5 years, covers the heart of this important, 


Food Sales 9,005,000. lucrative market with its over $54,000,000 payroll! 
Drug Sales 938,000. Home of I.B.M. and Endicott Johnson! 


Address all inquiries to: OTTAWAY NEWSPAPERS, 
General Advertising Office, 911 E. Main Street, Endicott, New York. 


SALES MANAGEMENT 


Population 20,200. 
Retail Sales 34,359,000. 


This is the TRUE 


METROPOLITAN BINGHAMTON 


As established by U. S. Department of Commerce 


Binghamton... . 


144,011 Population 


Sales Management lists Binghamton at 83,800 popula- 
tion ... the outgrown corporate city frgure. The true size 
is 144,011 (U.S. Government Urbanized Area figure). 
Binghamton’s Total Retail Sales per capita are 60° above 
national average; Department and General Merchandise 
other New York Metro- 


politan center, (more than double New York City’s). 


store sales exceed those of any 


Those of Furniture and Appliance Stores are highest too 


... Why? 


THE BINGHAMTON 


The answer is simple. The true population of Urban 
Binghamton is 126% larger than the corporate city. New 
York City is expanded but 470%; Buffalo but 64°7. Only 


nine other cities in the U.S. are expanded more. 


The Binghamton Press, Daily and Sunday, will carry 
your message into better than 82°06 of the homes through- 
out this Area. “The best Sunday Comic Section in N.Y, 


State”. 


PRESS 


i Gannett Newspaper 


Represented by J. P. MeKinney & Son 


The “‘SM"’ symbols mark original, exclu 
sive estimates by SALES MANAGEMENT 


POPULATION 
a ESTIMATES 
1/1/53 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1952 


COUNTIES 

Ur- 

Total Fami- | bani- Net Per | Per 

thou- of lies zation] Doliars of 

sands) U.S.A. (thou- add U.S.A. ita | ily 
sands of 000 

County 


CITIES 


Metropolitan Area 


Broome 


> 


343,249 


145,935 


191.5 1218 56.6 78.0 


0166 1,862 ¢ 


106 496 


Dollars 
Cap- Fam- 


-1479 1,792 6,064 


0629 1,741 6,263 


0157/1,844 6, 29¢ 
.0458 1,338 4,513 


) 80 9,208 


2.8 2 ) (005. 70 4,404 
of state for SM Metrovolitan County Areas « SM 


New York ... Chicago ... San Francisco 


NEW YORK ~— (Continued) 


SALES AND 


RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES 


| FIVE STORE GROUPS 
Coun- in thousands of dollars add 000 


ING 
CONTROLS 


Buying |Qual- 
Power | ity 
Auto- Quota | In- 
motive dex 


| st 

add of Sales 

000 1U. S.A Per General Furn.- 
| Fam- Food Mise. | House- 
| ily Radio 


218,973 1339) 3,869 55,471 


139.41¢ OS5 1,085 


29 983 13,712 38,758 
2 25,041 10,410 6,876 127 
2) 130 
on W) ) 1.078 2,219 525 0134) 106 
-0543) 3,764 x A 313 15,214 -0494 98 


0257 10,492 ‘ li 1,408 O86) 126 


676 6.190 O17 


HAR , 6 , wrod 105 


Before using these figures, see explanation page 11 


Not a REview .. . but a PREview 


of next month's retail sales volume in 200 cities. In every first-of-the-month issue SALES MANAGEMENT 


forecasts what the month’s retail sales will be in more than 200 leading U. S. cities. We give the sales 


volume, the percentage of change from the same month last year and its relation to the national change 


for the same period. The Survey of Buying Power gives you sales for the latest complete year. In be- 


tween Surveys, “High-Spot Cities” alerts you to changes in the making 


. each month. 
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Central N York’ 
A U B U R N - ina "Gaageinas Diss 


Sales Management's recognition of Auburn as a More than 6,000 wage-earners in famous manu- 
metropolitan market is based on sales production facturing plants give the city an average family 
like this: income of $5,509. And more than 2,900 farms 
Auburn . . . with 52% of the County’s population in the County add another high-income element 
. . » produces 69% of its sales. Retail sales are to Auburn’s retail shopping picture. On top of 
running 39% above average volume . . . food that, Auburn draws a big bonus of summer trade 
15% ... furniture-household 120°% . . . automo- as the tourist capital of the famed Finger Lakes 
tive 22% ... drugs 13%! Region. 


Metropolitan Auburn—$100,526,000 income . . . $77,678,000 retail sales 
. .. is covered thoroughly by its home newspaper 


The CITIZEN-ADVERTISER 


Represented by The Julius Mathews Special Agency, Inc 


N i W Y oO R Ke we (Continued) The ‘‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


~~ | SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES — 1952 ADVERTIS- 
N 


ESTIMATES INCOME ING 
1/1/53 GD ESTIMATES 1952 ESTIMATES CONTROLS 


\ FIVE STORE GROUPS 
Ur- in thousands of dollars -add 000 
Fami- | bani- Net % Per Per . 
of | Hes |zation| Dollars of = Cap- | Fam- Power ity 
sands) U.S.A. (thou- | “ add U.S.A. ita | ily ) . S.A) General Furn.- Auto- Quota | In- 
sands of 000 | Mase. House- | motive 
County | | } § Radio 


COUNTIES 


CITIES Buying Qual- 


Metropolitan Area 


— 
~ 
= 


Cayuga .0487 : .0433 1,402 4, 764 A F ‘ y 5,066 , .0451 
Aubarn 0235 { 57,842 0249 1,563 5,509 53,333 326 J f 4,801 ,02 0269 


Chautauqua .0874 ‘ , ‘ A 467 4,561 , ° : ’ ° 7, R .0927 


— 
— 
= 


Jamestown 3.8 0277 f 7 7 21,612 4,836 . ° 20), 4, Se . 0352 
Dunkirk 


Fredonia 5.5 ) ) 86 98 4, 836 


4 


0183 
5,37 -0135 
Chemung “ F F = 5 ‘ ,515 4, 958) . P . A ’ ; ; x .0631 


“Plmira $25 76,457 0329 1,499 4,907 


Dunkirk ‘ 5.6 7 ,¢ { 199 4,926 


O406 


Chenango ' J . ‘ ‘ .0221 1,274 4,242 E ‘ , . , 3 .0234 
Norwich f , 0051 1, 306.3, 833 ‘ OOBS 
Clinton > é . . : -0289 1,241 4,936 : ‘ . ‘ r d .0308 
Plattaburs f 23,08 0099 1,274 4,905) . O13 
Columbia ‘ , , 0244 1,274 4,128 , A ° ° ‘ . 0256 
Hudson 2 : 7,407 0075 1,451 4,835 22 2 , 5 ‘ 123 0000 


Cortiand ; ‘ . ‘ d 0204 1,241 4,169 ’ A A , ¢ : 0239 
Cortland 5.927 OLL2 1,386 4,321 30, O189 3 3 By 12 37 0137 
Delaware § d . J -0227 1,160 3,901 52, -0324 ; 2. ‘ \ d 0268 
Dutchess 2 ‘ . ‘ .1025 1,672 6,395] 171,634 .1049 . ' : ; - 1008 
Poughkeepsie 2 0269 74,937, .0323.1,7765,720) 91,756 .0561 10,315 733 5,27 565! 1, 0384! 

, Beacon 5 0093 ‘ W 24 0120 1,913 7,350 20,479 0125 660 

See Newburgh 


Heacon 


O116 


A and A See end of state for SM Metropolitan © SM, 1953 


Here's an evenly balanced market with equal con- 

centration of industry and farming influence—plus 

. a tremendous influx of Canadian shoppers the 
Population 17,900. year "round! Yes, Plattsburg’s important for your 
Retail Sales 30,333,000. sales planning . . and the PLATTSBURG 
7RESS-REPUBLICAN gives you the st thorough 

Food Sales 6,661,000. PRE REPUBLICAN giv you the mo orough 


you 


Drug Sales 2,681,000. 23. ee ee, 
Address all inquiries to: OTTAWAY NEWSPAPERS. 
General Advertising Office, 911 E. Main Street, Endicott, New York. 
SALES MANAGEMENT 


KLMIRA Again st in per Capita Sales 


Among all New York State Metropolitan Cities 


Now 58% higher in retail sales per capita This key city of New York's rich Southern 
than the N. Y. State average . . . 81% above Tier counties holds promise of profit for national 
the U.S. average... Elmira, by a larger margin advertisers far above average. 
than ever, leads all cities of 50,000 or more 
population in N. Y. State. And its increase is 
40% greater than the increase for the State. 


These facts also reflect the ability of the 
Elmira newspapers to draw trade for merchant 
advertisers who thus reach 70 out of every 100 
homes throughout the entire rich trading area 

So Elmira is not only first, but by a wider of well over 200,000 population. In the A.B.C. 
margin . . . reflecting rapidly expanding in- City Zone the coverage amounts to complete 
dustry and business in the Elmira area. saturation of the 74,405 population. 


THE ELMIRA STAR GAZETTE & ADVERTISER ¢ THE SUNDAY TELEGRAM 


Gannett Newspapers 


Represented by J. P. McKinney & Son New York... Chicago... San Francisco 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power quotas, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


$8,000,000 Left Over 


In Little Falls there’s nearly $8,000,000 tucked If you believe your product is tops in the field, 
away in banks, behind the clock, under the mat- you can really do a big job of selling here, if 
tress, or in other favorite hiding places ... left you come in and do a full size advertising job. 
over from last year’s earnings. 


It's a big challenge—will you accept it? 
Don’t get us wrong—people in the Little Falls 
market have a great record for spending— No other newspaper can help you as much as 
$30,848,000 in 1952. We'll match it against the the Times because no other newspaper goes inte 
field. It’s just that their income keeps going up as many local homes—75% of all the families 
year after year—naturally, they get a little in the entire market consider it as part of their 
choosey. daily lives. 


THE LITTLE FALLS TIMES 
Little Falls, N. Y. 


Represented by The Julius Mathews Special Agency, Inc. 
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as local 


as 
35 


miles 


THE LEADER-REPUBLICAN * THE MORNING HERALD 


$49,636,000 Retail Sales 


People living 35 miles from a big city are strictly local . 


when it comes to news and shopping. 


Gloversviile-Johnstown — 35 miles west of Schenectady, 42 miles east 
of Utica — draws retail sales from four counties. More than 200 modern 


stores serve the shopping needs of wage-earners and farm families. 


The impact of their living needs on Gloversville-Johnstown retail stocks 
sent total retail sales 35% above average volume in 1952... . food sales 
furniture-household 83% 


56° ( 


above 


above par! 


To sell this strictly local market you need the Leader-Republican and 
Morning Herald. No other paper equals the coverage of the market 
has the confidence of local families and retailers. 


Gloversville, N. Y. 


Represented by The Julius Mathews Special Agency, Inc 


. on their own 


and automotive 517 


Johnstown, N. Y. 


NEW YOR K— (Continued) 


COUNTIES 


Cc 


Tona 


Hla 
Essex 
Frankli 


Malone 


sar 


Fulton 


(lowers 


J 


Cloversvill 


Johr 
Genese 

Bata 
Greene 


hnat. 


ITIES Total 
thou- 


sands 


Metropolitan Area 


wanda 


ana ike 


tow 
© 
via 


1 


Catski! 5.4 


$ Saranac Lake is in Essex and 


A and A 


POPULATION 
ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


Fami- 

of lies 
U.S. A.! (thou- 
sands of 

County 


5913 270.3 87.9 


71 
0312 


0185 


OOs4 


Franklin Counties 
See end of state for SM Metropolitan County Areas 


1,666 985 


1011 


EFFECTIVE BUYING 


JM INCOME 


ESTIMATES 1952 


Per Per 
of Cap- Fam- 
S.A. ita | ily 
000 


7181 1,794 6. 167 
4358 1,741 6,046 
125 
47,277 


47,517 


1% 9 ORO 7 
> 2,206\/, 


OOH 


0175 1,145 3 


0237 1,206 4, 
310.4,3 
$45.3,922 


55S | 


W411 


-0304 1,354 4, 


0141: 1,354 4,03 
OU70 1,451 4,51 
-0320 1,515 5,2 
0126 1 
0135 1.080 3 


95 5 


Dollars 
add 


Coun- 

( ty 
of Sales 

S.A. Per 
Fam- 

ily 


6692 4,049 


The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 


RETAIL SALES 1952 ADVERTIS- 


SM ING 
ESTIMATES CONTROLS 
FIVE STORE GROUPS 
in thousands of dollars —add 000 
Buying Qual- 
Power ity 
Quota In- 

dex 


General 
Mase. 


Auto- 
motive 


Furn.- 
House- 
Radio 


Food 


283.415 155,590 56 322 


(,U2 i Ma i 


191,771 115 


66 


5u 


VS, 4 


2.924 


12,569 
6.471 


1,268 
rf 1 


Before us.ng these figures, see explanation page 11 
@ SM, 1953 


For a description of all the new features in this year’s Survey, 


see Introduction, starting on page 11. 


SALES MANAGEMENT 


A New ABC Zone 
of 755,948 


212,597 households served by 
9,974 retail stores with estimated 


for COVERAGE 


The Sunday Courier-Express, 
with 298,053 circulation blanket- 
ing the 8 Western New York 
Counties, is the largest newspaper 
in the State outside of Manhattan. 


annual sales of a bilion dollars. 
for ECONOMY 

The Morning Courier-Express 
offers concentrated, merchandise 
coverage of the better Buffalo 
families...those with the most 
money to spend. It reaches nearly 
half of the households in Buffalo 
.--more than one out of three in 
8 Western New York Counties. 


for GREATER IMPACT 
COLOR 


Full ROP Color is available both 
daily and Sunday to give your 
message added impact in this 
oanal newspaper...a favorite 
with both men and women. 


BUFFALO 
COURIER-EXPRESS 


Western New York's 
Only Morning and Sunday Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


“Lock aii < 


A Metropolitan Area Niagere Fells ——~ 


of 1,089,230 


310,080 households with a 
spendable income averaging 
$6,328 and totaling nearly 2 bil- 
lion a year. 


Buffalo 


An 8-County Market 
of 1,456,342 


This area served by most Buffalo 
wholesalers and chain head- 
quarters includes 25,628 farms. 
Its 418,630 families have an aver- 
age spendable income of $6,038 


Easier Access to BUFFALO 


This photograph shows the arches of a new, high-level bridge that will give 
easier access across Buffalo Harbor to the city. 


For the National Advertiser 
.-.. the easiest entry into the great Buffalo Market of over 1,490,000 
people is provided by advertising in the BUFFALO EVENING NEWS 


SELL THE NEWS READERS—AND YOU 
SELL THE WHOLE BUFFALO MARKET 
OF OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


Notional Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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What a SALES Market! 


@ Herkimer’s 30,000 city zone is even more prosperous than last year. 


HERKIMER 
CITY ZONE 


© Add O20 to Mgures @ Ketail sales still outstrip $7,500,000 higher income in the com- 
1951 Herkimer-llion-Mohawk-Frankfort market. 
INCOME $27,100 


RETAIL 
SALES 


FOOD 


GENERAL 
MDSE. 


FURN.- 
HSEHLD. 


AUTO 
DRUGS 


1952 
$34,688 


pact 


@ Herkimer’s sales alone are 39%, 


buying power increase! They re 95‘; above the 


above income, despite a 28° 
32,705 U.S. family 


9,920 


34,944 
10,813 


' 
average. 


@ Also showing how this county seat trading center pulls 
$1.898 
... Furniture-household-radio 


$1.462. 


3,650 3,687 food sales General 


$1.005 


business Family 

merchandise 
2,492 $619 . 
7,300 


585 


2,791 
7,519 
620 « 


Automotive 


To reach this $34,994,000 buying area 
The TELEGRAM . . 


homes. 


™ Herkimer Telegram 


HERKIMER, N. Y. 


you need 


read in 80° of the market's 


These SM figures show why 
advertising in the Herkimer 
Telegram, the market's own 
newspaper, pays off with in- 
creasing dividends year after 
year. 


The ‘SM’ symbols mark Original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 


NEW YORK — (Continued) 


COUNTIES 


POPULATION 


ESTIMATES 
1/1/83 


EFFECTIVE BUYING 


INCOME 
1982 


ESTIMATES 


RETAIL SALES 


1952 


ESTIMATES 
FIVE STORE GROUPS 


ADVERTIS- 
ING 
CONTROLS 


Ur- Coun- 
bani- Y Per Per Dollars ty 
zation of Cap- Fam- add Sales 
S.A. ita ily 000 Per 

of Fam- 
County ily 


in thousands of dollars — add 000 
CITIES Total Fami- 
thou- of lies 
sands) U.S.A. ‘thou- 

sands 


Buying Qual- 
Power ity 
Auto- Quota in- 
motive dex 


Furn.- 
House- 
Radio 


General 
Mase. 


Metropolitan Area 


Food 


Hamilton 0026 4,494 .0019 1, 457 
Herkimer 0397 62.7 86,515 .0373 1, 530 
Herkimer-llion 191 ? 28 985 Olle I 4,731 3,089 2, 323 5, 249 
13,618, .00501, OW 1,670 3,948 
12,454 0054 1,207 4,151 313 22] 927 851 1,678 
111,914 §=.04821, 255) 10,870 5,012 19,649 


51,495 0222 1, 467'4,768 8,306 3,928 12,302 


3,181 
3,372 


1,948 136 59 453 
4,301 3,833 10,204 


-0023 
-0383 
0314 
0077 
0064 
-0547 
0274 


Herkimer Oosl 2,877 
O06! 


0552 


U225 


Little Fall 
Jefterson 


Watertown 


7522 
0144 
0262 


4,795,633 2.0661 1,741 5,756 
26,219 
62,351 


‘ ’ 191,945 182,502 
-0113 1,160 4,097 . . ‘ 686 580 
-0226 1,274 4,716) 1,855 1,490 


196 ,923 
3,384 
7,678 


2Kings 
Lewis 
Livingston 


Madison 5 
1b. 


0308  ) 


64,088 


18. 80g 


-0276 1,321 4,611 


0080 1.564 45, 028 


2,326 
1,211 


1,218 
1,218 


10,473 
5,123 636 


Oneida 0076 


0093, 122 


2 The city of New York includes Bronx, Kings, Queens, New York and Richmond Counties 


Before using these figures, see explanation page 11. 
A and See end of state for SM Metropolitan County Areas @ SM, 195 


Starting on page 187 ... Apparel Sales, Eating and Drinking Places Sales, Gasoline Service 
Station Sales, Lumber and Building Materials Sales, Hardware Sales, Liquor Sales, Jewelry 


Sales—for all metropolitan areas. 


SALES MANAGEMENT 


WHERE PEOPLE EARN 
ENOUGH MONEY TO BUY 
ANYTHING YOU WANT TO SELL 


WHAM 


ROCHESTER 


Genesee 


Livingston 
Wyoming Cayuga 
Cortland 


Tompkins 


Schuyler 


Cattoraugus Allegany Steuben 


NEW YORK Chemung Tioga 
(mendes pee owe 


PENNSYLVANIA 


WHAM 


| will rate favorably in comparison 
with any Radio Station or market 
in New York State. SM Quality of 
Market Index proves it. 


WHAM ics « comptete market 


analysis of WHAM-land. Request a copy 
from George P. Hollingbery Company 


WHAM — 
ci cr 


The STROMBERG CARLSON Station, noche N.Y. Basic NBC + 50,000 watts * clear channel * 1180 kc 
GEORGE P. HOLLINGBERY COMPANY, National Representative 
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America’s rug capital is also a busy industrial 
center. 


When With more than 100 great industries going at full 


blast, the people in Amsterdam and Montgomery 
County enjoy the benefits of full-time employment 
at high wages ($5,818 per family). 
You Retail sales in 1952 in Montgomery County reached 
$73,607,000 for an average of $3,915 per family. 
That’s $331 above the national average. 
Measure The Amsterdam Evening Recorder, with 92% cov- 
erage of Amsterdam and 68% coverage of Mont- 
gomery County, gives you the biggest possible sales 
opportunity. It’s Montgomery County’s only daily 


Amsterdam newspaper. It is the most active salesman that you 


can employ. 


AMSTERDAM EVENING RECORDER 
AMSTERDAM, N. Y. 
Montgomery County’s ONLY Daily Newspaper 


N E W Y '@) R K po (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION ‘ EFFECTIVE BUYING RETAIL SALES --1952 ADVERTIS- 

STIMATE INCOM 
BYP ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
(in thousands of dollars —add 000) 
CITIES : Total 1 | Net % Per | Per aa EEE |e 
(thou- of lies | zation] Dollars of | Cap- | Fam- | | Power 
sands) |U.$.A.| (thou-| % | (add (U.S.A! ita | ily | 000 S.A. | General | Furn- | Auto- Quota 
000 | Mdse. | motive | Drug 
, 


| | 
Monroe 8 . 8 86. 944,388 .4068,1,882 6,148 : ; 860) 78, | 105,440 17,860] .3782 
Altochester | 213 600,631} .2588)1,794'5,900 922} .3087| 5, 33, 89,098) 11,651 
East Rochester 5) a 0051 1,653 6,177 O71). 2,703) 3 § 3,384) 3,758]  .0066 
Montgomery 0386) 8) 63. ‘ .0425 1,628 5,249 . : 915) ' F 11,269, 1,475] .0425 
Amsterdam 32 .02 54,6 0236 1,709 5,818) 619) .0297 | 3,21 , 136} 2,662 7,719; 1,078] .0248 


| | 

Nassau Ml ; ; .758, .7577 2,362 8,071 , 5124) 3,847 . . \ 137,187, 17,553] .6273 
Hempstead | } 
Township ’ 304 , 136,537) 4897 2,376,8,026] 536, 3281) 23,11 35,212) 93,624) 11,5 4042 
North Hemp | | 


stead Townshiy 392, 87 1693 2,462.8, 084 31,3 1110) | 50, ; 30,071} 3, .1383 
Oyster Bay | | | | 
Township 7.2 33,167] .0703.2,238 9,324 ,030| 0434 26 , 489 322 7,034) 1,1: 0574) 124 


Wee 


Long Beach 7.5 5.6 36,683 0158 2,096 6,551 25,007} .0153 | 228 447 ,131) 2,293 0147. 132 


Glen Cove i 0103 } 29 33 0126 1,811 6,376 3,955! 0146 h 686 1,035 2,394! 4,165 0127) 123 


A and A See end of state for SM Metropolitan County Areas ™ SM, . Before using these figures, see explanation page 11. 


in WLI stig, rich NASSAU COUNTY 
weourrensa SOQ PZ]... 59% above v.s. average 


DOMINANT WHLI represented by RAMBEAU 


delivers more listeners daytime, and a lower cost per 1,000 


station — or more than all independent stations combined! HEMPSTEAD uma of 


LONG ISLAND, N. Y. Long island 


DATA: Conlan, February 1953; Sales Management Paul Godofsky, Pres. 


SALES MANAGEMENT 


A Story by Sales Management: 


“Once upon a time 


there were 3 GIANTS’ 


. in this issue in fact, Sales Management 
lists three giant cities, of a quarter million or 
more population, in New York State—Rochester, 


Buffalo and New York. 


And of the three, ROCHESTER is richest 
. .. first in income per capita 
ROCHESTER people buy more 
... more per capita in total retail sales, 
in foods, in furniture and household appliances, 
in automotive sales. And the latest U. S. Census 
told of more sales in department and apparel 


stores too. 


Nearly 800,000 people live in eight rich 
surrounding counties. They “shop” the adver- 
tisements in Rochester newspapers. Circulation 
coverage in this surrounding A.B.C. Trading Area 
by these newspapers is comparable with the local 
City Zone coverage of many famous Metropolitan 


newspapers. 


ROCHESTER TIMES-UNION DEMOCRAT & CHRONICLE 


Gannett Newspapers 


Represented Nationally by J. P. McKinney & Son New York . . Chicago . . San Francisco 
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Make your galee 


54.2% of New York's pitch otrike it 


retail sales are made 


Ta mecaeinae =| tich...uge... 


Outdoor veri 


GOA outdoor displays sell to people out of doors, ready to buy. 
Put your sales impact where and when you need it! 
Use outdoor advertising to boost your sales. 


New York City Offices: 110 East 149th Stree 
and 60 E. 42nd Street 


N E W Y O R K —_ (Continued) The ‘‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 


POPULATION es BUYING RETAIL SALES - 1952 ADVERTIS- 


ESTIMATES ME 
1/1/53 JM ESTIMATES 1952 ESTIMATES 


FIVE STORE GROUPS 
in thousands of doilars — add 000 


ING 
CONTROLS 
COUNTIES 

Ur- 

Total Fami-  bani- Net / Per Per] Dollars 

thou- of lies zation} Dollars of Cap- | Fam- add Power _ ity 

sands) U.S.A. ‘thou- ‘ add U.S.A.) ita ily General Furn.- Auto- Quota | In- 
000 } 


sands of @ Food Mase. House- motive Drug | dex 
County | Radio 


CITIES Buying Qual- 


Metropolitan Area 


2New York 


Manhattan) aj 1,970.7; 1.2638 656.9 100.0 [3,235,542 1.4159 1.668 5,003] 4,459,707 2.7265, 6,789 700.057 643.272 293,596 239,967111,197] 1.7767, 142 
2A New York 


Beit 8,022.7) 5.1047/2,494.7 14,553,021) 6.1836 1,789 5,752] 9,830,830 6.0101 2,746, 126 179,758) 661,505 745,443 240,135] 5 aise! 116 


2 The city of New York includes Bronx, Kings, Queens, New York and Richmond Counties 


Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas © SM, 195 


. . Has a greater population within .. Only one medium has dominant 
a 50-mile radius than any other ; The " coverage of the Greensboro 
Southeastern city! * South's 12-County ABC Market, and 
Is one of the most important jo. I —- ae in over half 
distribution centers in the South!.* State... of North Carolina... . 


. . . North recuse ryt 
. - Over 1,000,000 people live within Carolina 4 1E00TU, 
a 50-mile radius of Greensboro! } ; "News and Record 
Detailed Information on Pages ¢ 


* Federal Reserve Bank of Richmond 197 ~~ ~— = on Pages GREENSBORO, NORTH CAROLINA 
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WESTCHESTER 
Journal- American 50.7% 
Two Other Papers 49.3 


“WHAT'S THE COUNT | 
IN NEW YORK’S | 
BLUE CHIP SUBURBS?. 


ore ie , * a : ee | 


« 


FAIRFIELD ‘ 


Journal-American 54.7% 
Two Other Papers 45.3 


en 


NASSAU 
| Journal-American 55.6% 
Two Other Papers 44.4 


BERGEN 


Journal- American 59.6% 
Two Other Papers 40.4 


PASSAIC 
Journal-American 60.7% 
Two Other Papers 39.3 


HUDSON 


Journal-American 61.7°% 


Two Other Papers 38.3 


ESSEX 
Journal-American 51.2% 
Two Other Papers 48.8 


‘UNION | 
Journal- American 52.4% 
Two Other Papers 47.6 
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> 


alee NS 


In every one of New York’s eight best 


suburban counties, more families buy the 
Journal-American than buy the two other 
metropolitan evening papers combined 


F you want your advertising to 

reach heavy-earning, heavy-spend- 
ing families ... and lots of them... 
look to New York's largest evening 
newspaper. 

At newsstands throughout West- 
chester, Nassau, Fairfield, in every 
one of New York's eight best suburban 
counties ... first in retail sales, buying 


power and income tax returns .. . 
the Journal-American outsells the two 
other evening newspapers combined. 

Leadership in these “blue chip” 
counties... plus overwhelming leader- 


ship in total circulation . . . is solid evi- 


dence that the Journal-American best 
combines quality with quantity in the 
world’s most sales-rewarding market. 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


NIAGARA FALLS, N. Y. FINGER TIP FACTS 
cht zone POPULATION—101,794 "Niagara Falls $170,066000 


CITY AND RETAIL TRADING ZONE — 151,594 Miagies Conaty 6235000008 | 
Per Family City $6,183 

A city of diversified industries including hydro electric power, chem- Per Family County $5,747 

icals, electro metallurgical products, paper and paper products, air- RETAIL SALES 

planes, foods and others, employing many skilled technicians and labor. Niagara Falls $122,907,000 


Niagara County $213,234,000 


This Rich Industrial Market Completely Covered 
ADVERTISING LINEAGE 1952 
TOTAL 14,157,752 lines 

NET PAID - ABC RETAIL 10,230,961 


NIAGARA FALLS GAZETTE-31,752 ee eee 


KELLY-SMITH CO. 


By One Newspaper Only 


N E W Y Oo R K — (Continued) The “‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


. : ms : , SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES —-1952 ADVERTIS- 
M 


ESTIMATES INCOME na 
JM Bi GUD estimares—t9s2 ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 

5 | Ur- } in thousands of dollars —add 000) 
CITIES : Total % | Fami- | bani- Net | % Per | Per % ty Buying |Quai- 
(thou- | of | fies | zation} Dollars of | Cap-| Fam- | Power | ity 
sands) |U. S. A.) (thou- % add U.S.A.) ita | ily U.S. A. | General Furn.- Auto- Quota | In- 

sands) | of 000) | Food | Mdse. | House- motive | Drug dex 
County | Radio 


Niagara 18 4 199.9 .1272 658.3) 77.6 335,039 .1444 1,676 5,747 , -1304 3,658 53,857, 18,465 9,543, 35,147 5,076) .1367 107 


Niagara Falls 95.9 .0610) 27.5 170,046! .0733 1,773.6, 183 22,907 30,430, 13,586 6,349| 18,157) 3,057] .0714| 117 
North . 


Tonawanda 


Tonawanda 


13.631 2 901 1,341 8,388 1,208]  .029t! 110 


™ SM, 1953 Before us ng these figures, see explanation page 11. 


To Sell Central New York State You Need the 


Fast-Growing ROME Market 


Upstate Metropolitan Sales Center . . . Consistently leading all New York cities on SM’s High- 
Spot Cities list in monthly sales gains over 1939 . . . 127,500 people with a 1952 total income 
of $210,758,000 is the reason. Here's the results: 


Retail Sales 1952 


Entire Market Area...... $99,096,000 
City of Rome............ $46,063,000 


Only one newspaper provides complete coverage of this key market. . . 


Rome Daily Sentinel 


The Industrial Section . . . pages 49 to 78 . . . helps you set your saies sights on potentials in 19 basic indus- 
pag ps } 5 I 
tries—gives you, for the 100 leading counties in each of these industries, “value added” in 1952, number 


of plants, number of employes. 


SALES MANAGEMENT 


UTICA 


Above New York State Average per Capita Retail Sales 
in every classification shown by Sales Management 


@ Among the six other cities of 100,000 or more Herkimer County farmers (latest Sales Man- 


population in New York State, Utica exceeds 2 in agement estimates) who bring their major 
per Capita Total Retail Sales; 4 in per Capita Food 


Sa les; 


trade to Utica, are the explanations. 
3 in Department and General Merchandise 
Utica Exceeds 

N. Y. State Average 


Total Retail Sales 19% 
Food Store Sales 16% 
General Merchandise Store Sales 26% 
Furniture, Household, Radio 

Store Sales 19% 
Automotive Sales 62% 
Drug Store Sales 8% 


Utica DatLy PREss 


Morning 


Store Sales; 3 in Furniture, Household Appliance 


and Radio Store Sales; 2 in Automotive Sales: 2 in 


Drug Store Sales. 


@ Utica’s new diversification of industry plus 


nearly $50 millions farm income of Oneida and 


Utica OBSERVER- DISPATCH 


Evening and Sunday Gannett Newspapers 


Represented by J. P. McKinney & Son New York ... Chicago ... San Francisco 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


NEW YORK — (Continued) 


SALES AND 
RETAIL SALES—1952 ADVERTIS- 


ay ING 
MiP ESTIMATES CONTROLS 
FIVE STORE GROUPS 


POPULATION 


ESTIMATES 
083 


EFFECTIVE BUYING 
@D> INCOME 
ESTIMATES-—-1952 


COUNTIES 


CITIES 


Lock port 
North 


Tonawanda 


Oneida 


Metropolitan Area 


Ur- 

Total . Fami- | bani- 

(thou- of lies | zation 
sands) U.S.A. (thou- 

sands of 

County’ 


0167 


229.3, .1459 


of |c 


Per | Per 


ap- | Fam- 


. S.A.) ita | ily 


10,803 0176 1, 
0187 1, 


-1632 1, 


563 5,231 


660 5.879 


653 5,726 


in thousands of dollars -add 000 


Auto- 
motive | Drug 
| 


General Furn.- 
Mase. House- 
Radio 


2,158 9,543, 1,008) 


4,215 60 


20,061 ‘ 34,438, 4,915 


Buying Qual- 
Power | ity 
Quota | in- 

dex 


0197 


0172 


- 1854 


Al tica 101.8 0648 30.3 58,275 0725 1,653 5,554 144,552 i 14,412 8,747 23,076) 3,118 0757 
Aone 43.1] .0274 1 74,3 0320 1,724 6,576 46,062 2 5,170 1,697 5,713) 1,000) 0209 
A and A See end of state for SM Metropolitan County Areas ™ SM, 1953 


Before using these figures, see explanation page 11 


Write today for 
SALES MANAGEMENT'S 
1953 


COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 
27” by 41”. .. in 6 colors. . 
indicated by county color 


Million to $100 Million 


. all metropolitan areas clearly defined . . . differences in retail sales volume 
. Green for counties With $50 
$25 Million to $50 Million . 


$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


. . . Red for counties with $100 Million or more . . 


. . » Yellow for counties with . . Blue for counties with 


More than 1570 cities with $20 Million or more sales . 
PRICE: $3.50 @ single copy .. . $3.00 each for two or more. 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


. . City population indicated, as of January 1, 1953. 


MAY 10, 1953 


WSYR ¢ 


in Central NewYork & 


\ | 


po | 


Uo to 239% More rt 


Weekly Daytime* Audience Families than any other local station 
According to SAMS 1952 According to Nielsen 1952 


29.8% more than Station A 194.4% more than Station C 47.0% more than Station A 157.5% more than Station C 


72.7% more than StationB 239.1% more than Station D 55.0% more than StationB 212.2% more than Station D 


There it is—the leadership revealed by BMB in 1947 still continues. 
WSYR is your advertising buy in rich Central New York. 


*And the nighttime figures show approximately the same leadership 


Write, Wire, Phone or Ask Headley-Reed 
WSVPR’ WSYR-AM-FM-TV— the Only Complete Broadcast 
570 KC 


Institution in Central New York. NBC Affiliate 


N E W Y Oo k K _— (Continued) The ‘SM’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 SM ESTIMATES 1952 yD ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000 
Total ‘ Fami- | bani- | ¢ Per Per ty Buying |Qual- 
thou- of lies = zation of Cap- Fam- of Sales Power | ity 
sands) |U. S. A. (thou- % . S.A. ita | ily -S.A. Per General Furn.- Auto- Quota | In- 
sands of 000 Fam- Mase. House- motive dex 
County ily Radio 


CITIES 


Metropolitan Area 


Onondaga 353.8 .2251 104.1 79.7 ~ 2601 1,706 5,798 -2629 4,131 62,126 20,280 67 ,237 ; ‘ 13 
ASyracuse 125.2) .1433) 65.6 1804 1,653 5,675 2169 50,483. 18,836) 60,261 9,247 739 12 
Ontario 61.7 .0393 17.6, 42.3 .0360 1,354 4,748 -0429 3,986 5,177 3,595 11,119 J ° 99 
Geneva 17.6 .O112 5.1 O111 1,467 5,063 13.242 020 9,15 3,426 1,979 4,184 ‘ 0139, 124 


Canandaigua 8.3 0053 2.4 2 0056 1,563 5,407 O47 mal 907 O5¢ 707 4,130 200 125 


A and A See end of state for SM Metropolitan County Areas © SM Before using these figures, see explanation page 11 


Canadian section including Population, Sales and Income estimates, for 1952, similar to those 
given for all counties and cities in the United States section, for every province and county, 
and for every city that showed $4 Million of Retail Sales in the 1941 Canadian Census, starts 


on page 683. 


SALES MANAGEMENT 


. and $372 Million is a lot of money — 
that’s at least how much Central New York 
will spend this year for what you have to Sell! 


CENTRAL NEW YORK FAMILIES see eens ene 
CONTINUE TO SPEND MORE-MORE-MORE $372 MILLION 


Take A Look At The Record Per Capita $1,653 
Per Family $5,675 


19.9% This impressive increase of natural, healthy 

: growth of the market is reflected in the rise of 
27.3% spendable income due to sustained employment. 

GEN’L MERCHANDISE .. UP 11% No “hypo”... no unnatural government spend- 

ing.) Whether launching a test campaign or 

FURNITURE, RADIO planning expansion of sales, the way to cut your 

& HOUSEHOLD 17.3% slice of melon in this important market is through 
35.3% the Syracuse Newspapers. 


m FOR COMPLETE MARKET COVERAGE 
AUTOMOTIVE* . 2.1% of Central New York’s 181,650 FAMILIES 


AT ONE LOW COST! 


“National Sales Down 4.5% 


All retail sales totals and SYRACUSE NEWSPAPERS 


buying income data taken 
from 1951 and 1953 issues 
of Sales Management 


Survey of Buying Power. SUNDAY .... 324,634 


HERALD JOURNAL — POST STANDARD 


(Evening) (Morning) 
'SLOCAL! - HERALD-AMERICAN POST-STANDARD 


(Sunday) (Sunday) 


ALL BUSINESS 


NEWHOUSE NEWSPAPERS ¢ General Advertising Representatives e« MOLONEY, REGAN & SCHMITT 
MAY 10, 1953 483 


A NEW Standard Metropolitan Area 


Sales Management has now set up a “Metropolitan 
Area” for the important mid-Hudson market compris- 
ing nearly 300,000 population, with retail sales of over 
$371 millions. Will you, too, now add it to your list of 
Metropolitan markets? 


On the usual basis of designating as “Metropolitan” all 
communities of 50,000 or more population both the 
Newburgh-Beacon and Poughkeepsie markets have each 
deserved the term for some time. 


Based upon Sales Management's Survey, below are the 


RETAIL SALES 


relative figures for each of these two components of the 
new “Area.” 


These figures clearly indicate how uniform and equally 
important are both of the communities around which this 
new Metropolitan Area of two counties, Orange and 
Dutchess, is made up. 


The Newburgh-Beacon part of the area is dominated 
by the evening News with 84.4% coverage, and cannot 
adequately be reached by any other newspaper. 


1951 MER- JEFFECTIVE BUYING INCOME 


POPULATION a= 
NT 
ESTIMATES WHOLE- ESTIMATES— 1951 


SM ESTIMATES 
1/1/82 
- SALER 


COUNTIES SALES 
FIVE STORE GROUPS 
CITIES in thousands of dollars —add 000 1951 


Fami- 
Total lies Furn.- Net Per Per | Buying 


Met thou- of thou- | Dollars of General | House- | Auto- Estimates | Dollars of Cap-| Fam- | Power 
Area] sands) U.S.A. sands) | (add 000) U.S.A. Food Mdse. Radio | motive Drug | (add 000) | (add 000) |U.S.A.| ita ily | Quota 


Newburgh 


Beacon } 0305 ; 80,975 .053¢ 7, 3 22 . 753 28 902 $8,860 .031%11,458| 4,849) .0377 


Poughkeepsie 2.3 273 13.1 83,190 O4550 7 $2 ral 1,921 M304 0202 1.520 4,908 O365) 


The Newburgh-Beacon News 


4 Gannett Newspaper 
Represented by J. P. McKinney & Son New York e@ Chicago @ San Francisco 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


NEW YOR K— (Continued) 


POPULATION 
SM ESTIMATES 
1/1/83 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES 1952 


RETAIL SALES— 1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


COUNTIES 

Ur- Coun- 
/ Fami- bani- ¢ Per | Per ty Buying Qual- 
of lies = zation of Cap- Fam- of Sales Power | ity 
- S.A.) ita | ily 000 - S.A. Per General | Furn.- Auto- Quota | in- 
Fam- Food Mdse. House- | motive dex 
| ily | | Radio 


CITIES 


3 Metropolitan Area 


Orange 234,837) 1012 1,517 5,116 199.491, .1220 4,346 55,190 12,744 10,251 33 453 . - 1069 
A Newburgh | 
Beacon 4 ? , 80,332 0346 1,724 5,738 86 942 0631 29,217 7,417 956 5,84 j 5 0392 
,Newburgh 2 0204 52,403 0226 1,638 5,138 66,463) .0406 18,557 6,493 ; 0276 
Middletown 2% O145 : 37,739 0163 1,655 5, 990 40,511 -0248 10,895 3,240 y ; 0185 
Port Jervis 0060 Q 13,938 0060 1,483 4,356 16,995 0104 5,620 962 yl 3s 0073 
Orleans B84 ° 0194 39.828 .0171 1,306 4,237 32.938! .0201 3,504 9,133 2,103 ‘ ° 0184 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 


The WAY to the HEART of an IMPORTANT MARKET 


= ith the 


ONEONTA STAR 


Here’s the story ... 


Population 13,700. 
Retail Sales 26,845,000. 
Food Sales 6,498,000. 
Drug Sales 831,000. 


Address all inquiries to: OTTAWAY NEWSPAPERS, 
General Advertising Office, 911 E. Main Street, Endicott, New York. 
SALES MANAGEMENT 


in figures that add up to the fact that the 
ONEONTA STAR, Circulation: 13,724 is 
your best coverage of this important lucra- 
tive market! 


TROY new york NET INCOME UP 
CITY ZONE 19% 


EMPLOYMENT GAINS IN 1952 MAKE TROY A RICHER MARKET! 


@ Job placements in the TROY CITY ZONE were up 11.5% in 1952 over 
1951—passing even the World War II peak, despite strikes. 


© 60,000 wage earners are now employed in the more than 200 varied, 
year-round plants in the Troy Market. 
These gains are reflected in the 1953 SM figures as follows: 


NET INCOME: $204,193,000 FOOD SALES: $44,255,000 
($170,959,000 in ’52) ($42,075,000 in ’52) 


RETAIL SALES: $149,687,000 PER FAMILY INCOME: 
($145,377,000 in ‘52) ($4,709 in ‘52) 


BE SURE TO INCLUDE THIS RICHER MARKET! 


THE RECORD 


$5,625 


123,300 
36,270 
99% 
46,219 


(Sept. 30, 1952) 
A.B.C. audit 


Population: 


Families: 


NEWSPAPERS 


- THE TROY RECORD - 
- THE TIMES RECORD - 
TROY, N. Y. 


Coverage: 


Circulation: 


- s Ss 2 inal, xtlu- . 
ye ectinates ty SALES MANAGEMENT N E W Y '@) R K ——_ (Continued) 
SALES AND 


POPULATION ADVERTIS- 


JM ESTIMATES 


1/1/53 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES~— 1952 


RETAIL SALES 1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars—add 000 


ING 
CONTROLS 
COUNTIES 

Ur- 
bani- 
zation 


Coun- 
CITIES Total 
thou- of 


sands) U.S. A. 


Fami- 
lies 
thou- 
sands of 
County 


Net 
Dollars of 

add 

100 


Per Per 
Cap- Fam- 
U.S.A.) ita | ily 


Dollars 


Buying Qual- 
add 


Power ity 
General Quota 


Mase 
| 


Auto- 
motive 


Furn.- 
Kouse- 
Radio 


In- 


Food dex 


Metropolitan Area 


Oswego 23.1 47.4 


Oswego 23 6.5 


0431 1,257 4,327 


0130 1 


22,046 
306 4,641 28,1 0172 9,180 


Fulton i QU92 44 22, OAS 0095 1,531 5,011 21,645 U132 5,768 


11,416 0455 
4,651 733 0146 «699 


0106 115 


3,926 3,921 


Otsego 
Oneonta 
Putnam 


52.1 .0331 16.2 32.1 
14.0 OO89 4 
20.2 .0129 6.5 


63 832 
19,410 
30,598 


-0275 1,225 3,940 
0084 1,386 4,514 


0132 1,515 4,707 


61,494 
28,447 
29, 766 


16,148 


6,890 


-0317 
O12, 126 


9,123 160 


2Queens 


Rensselaer 
A lroy 
2Richmond 
Rockland 
Nyack 


G4 2 


A 3/99a 
A 2)99a 


a} 1,627.3 


135.5 
73.2 
197.3 
93.6 


6.1 


0354 


0862 
0466 


1256 


0695 


502.5 100.0 
40.7 71.2 
21.2 

54.8 100.0 


23.6 48.8 


1.8 


3,200,120 


221,678 
114,631 
377 427 
153.874 


9 833 


3787 1 ,967 6 368 


-0955 1,636 5,447 
0494 1,566 5,407 
- 1626 1,913 6,887 
0662 1,644 6520 


0042 1,612 5,463 


1,559,531 
146,051 
171, 883 

80,430 


20,290 


2 The city of New York includes Bronx, Kings, Queens, New York and Richmond Counties 


A and 
MAY 10, 


i953 


A See end of state for SM Metropolitan County Areas 


558.477 


40,496 
29,037 
68 810 
28,247 


96,108 101,787 


9,576 
7,871 9,212 
6,607 9,091 
2,093 5,150 


5O0 2 &Hl 


10, 165 


Before using these figures, see explanation p 
© SM 


187 , 351 


25 006 
20,605 
20,033 
13 ,660 


5. RSS 


2,004 


176 


0146 
1825 


0918 
O54¢ 
1379 
0597 


0066 169 


age 11 
, 1953 


485 


Population 
Gain 

Retail Sales 
ain 


Over Effe 
‘ Previou< Clive 
Period of $56 Coping month come pgp ¥9 
'@S dail 
y 


REYNOLDS-FITZGERALD, INC. 
NATIONAL REPRESENTATIVES 


N E W bj Oo R K _— (Continued) The ““SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION tg tls Tag RETAIL SALES —-1952 ADVERTIS- 
INCO 


SM ESTIMATES SM | ING 
1/1/53 ESTIMATES — 1952 ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars — add 000 
Total ‘ Fami-  bani- ‘ Per Per y/ Buying Qual- 
(thou- of lies zation F of Cap- Fam- Power | ity 
sands) U.S.A. (thou- “; S.A. ita | ily S.A) P General Furn.- Auto- Quota = In- 


sands of 000 Food Mase. House- motive dex 
County i Radio 


CITIES 


Metropotitan Area 


St. Lawrence 0639 «8627.0 46.6 ; 0523 1,209 4,495] ‘ ; 28,471 8,855 4,633 13,614 -0572 
Massena O87 1.5 a, 0092 1,563 4,944 18,981 5,681 1,547 1,082 3, 808 .0098 
Ogdensburg O14 4 2, 0006 1,354 5,418 18,366 5,507 2,016 1,222 1,439 .0102 
Potedam 7 OO4S 1 ; 0048 1,467 6,104 13,387 4,705 1,733 1,008 1,385 0058 
Gouverneur § 0032 1 of O28 1,289 4,110 13,185 4,298 980 S54 2,551 0045 

Saratoga ; -0498 . ‘ .0600 1,483 4,976 77,738. ° 22,381 3,538 Wt ° .0492 
Saratoga 

Springs 5 o102 } 0090 1,306 4,445 28,655 .O0175 5,511 ,673 , 496 5.: OLS 
Mechanicville 7 0050 -0050 1,483 5,256 12,981, .0079 3,049 793 619 , 353 0059 
Schenectady ' 0950 : . ’ - 1231, 1,913 6,081 186,339 .1139 3, 48 592 641 ' ‘ .1147 


ASchenectady 0591 9, 0732 1,828 5,835 160,972 OOR4 30,558 , 198 7 , 56: ‘. 0779 


Schoharie 0150 ‘ ‘ -0914 1,128 3,787 26,486 .0162 3, 6,312 ° . -0136 
Schuyler 0093 ‘ . 0070 1,112 3,634 15,730, .0086 3, 3,508 ; 0082 
Seneca 0194 . -0189 1,435 5,540 24,456 .0149 3, 6,775 : .0178 


Steuben 0598 = 27 ; 0561 1,386 4,717 97,382 .0596 26 405 F ‘ , 211 -0579 


Hornell 15 
Bath 5 


Q0O8 4.8 ) 0004 1,419 4,551 25,052 O153 6,951 23 2 4,604 641 Ors) 115 


9 

Corning 18.4 O1IT 5.3 $2,323 0139 1,757 6,009 26, 169 O16 6,909 . 77 751 o4i 121 
4 
6 


0036 1.9 103 0036 1,483 4,370 12,64 O77 2,557 ISS 577 3,632 234 0048 13: 


A and A See end of state for SM Metropolitan County Areas ‘ 1953. Before using these figures, see explanation page 11 


To help you figure sales potentials territories and sections, a cross index to states in the same geo- 


graphic area is provided at the beginning of each state table. alongside the state name. 


SALES MANAGEMENT 


For the past 31 years, WGY has been serving Eastern Upstate New York 

and Western New England. This populous and prosperous area contains: 
22 cities over 10,000 population 

2,465,000 people 

9,400 families with 


») 
$3,597 ,692,000 effective buying income 


*The WGY area is so named because its retail sales is exceeded by only 16 states. 


STUDIOS IN SCHENECTADY 
90,000 WATTS 
A GENERAL ELECTRIC STATION 


section. 


If you have something to sell, here's what this progress means 
to you 


Family income in Corning has risen to $6,099 , 

$1,013 above national average; 

There's $32,323,000 in Corning City to spend on your 

products and services . $7,000,000 more than in 

195 

Retail sales in Corning city have climbed to $26,169,000 
an increase of $2,500,000 


The only medium giving you complete penetration of this rich 
market is 


THe EVENING LEADER 


* Seurce: Sales Management, 1953 


CONTACT YOUR 


HENRY I. CHRISTAL MAN 
NEW YORK @ CHICAGO @ SAN FRANCISCO 


They’re rolling up the tracks on Main Street... 


Gleaming shop windows soon will look out upon a broad, new avenue where s $ 
for 102 years, Erie trains pounded through Corning, N.Y.’s main business A Solid 96,394,000 Area Market 


The Corning Trade Area $96,394,000 mar- 
ket is bedrocked in world leading industries 
Corning Glass Works, Ingersoll-Rand, 
Westinghouse 
Put The Evening Leader’s proved selling 
power to work for you! 


Represented Nationally by 
Julius Mathews Special Agency 


Send for your copy: “Meet Jim Foster 


CORNING, N.Y. 


MAY 10, 1953 


— 


Pile Driver /npatt... Mot powse: sf poss. 
WORLD'S GREATEST SUBURBAN MARKET 


than *3 Billion +3 Million Aetail Sales 


(SM- SURVEY OF BUYING POWER 1953) 


With G 5. 74.0 KC-1000 WATTS 
HUNTINGTON, NEW YORK... 


Serving 


NASSAU: SUFFOLK: WESTCHESTER: FAIRFIELD & NEW HAVEN COUNTIES 


N if W Y Oo & K en. (Continued) The ‘‘SM"' symbols mark original, exelu- 


sive estimates by SALES MANAGEMENT. 


SALES ANB 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/83 JM ESTIMATES—-1952 BY1) ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollare — add 000 
Fami- | bani- % Per Per | ty : Buying Qual 
of lies | zation of | Cap- | Fam- | of | Sales | Power | ity 


COUNTIES 
CITIES 


» S.A. (thou- | % ( . S.A.) ita | ily . S.A.) Per General | Furn.- | Auto | Quota = In- 
sands of } Fam-| Food Mdse. | House- motive dex 
| } ily | Radio 


F Metropolitan Area 


Suffolk . 2067 1,612 5,944 b 2022 4,099) 103 , 332 14,768 13,232, 45,439 2019 
Patchogue 2. 3,702) .0059.1,757 5,709) 24,87 0152 | 7,440 4,339 1,038 2,490 0085 
Babylon 5) . 2.0) 220; .0040 1,418.4, 610 3,7. 0084 | 5,698 213 746 2,403 y .0053 

Sullivan ‘ é : . x -0217 1,209 3,886 A -0484 6,094 ,526 2,522 478 10,918 -0307 
Monticello 4 166 0027 |1,402 4,406 .0107 , 133 737 586 4,300 .0051 
Liberty 5 5 71: 0029/1 ,370 4, 196 13,991, .0086 | ,275 463 570 1,156 .0047 


Tioga ae ’ ; .0164 1,225 3,969] 31,246) .0191) 3,255 ; t . .0179 
Tompkins 6. ; : ' .0362 1,321 4,886] 66,618, .0408) 3,873 i ; y ’ .0384 
Ithaca y e 40,; .0174 1,386 5,682 50,211 .0307) > , 64 z,olt 8, P 0216 
Ulster c - t .133)  .0522 1,274 4,106 | .0696) 3,861 x ; , y , .0591 
Kingston 28.9 ( , og 0183/1, 467'4,764 ,72 0335 } 16,079 5,37 3, Ode . -0229 


| 


| | 
Warren 2). 4 50. t .0224 1,289 4,180} ' 0419 6,532) 16,424 ’ ; ; y .0289 
Glens Falls 5 29 , OR: 0129 1,499 4,836 7,05 0288 | 10,980 4,757 f 9, 25: . 0176 
Washington eo . 7) : .0264 1,289 4,480) . .0249| 2,967) 13,370 
Wayne . ; . : .0322 1,274 4,177 j .0376| 3,438 14,402 
Newark 2.! 2 00741,612 6,890) , oad .0101 3,453 


Westchester y ‘ . ‘ 538, -6626 2,396 6,199) ° -4779, 4,167, 252,872 
Yonkers 57 1003 j $26,040 1405 2,069 6,967 Bf O8G6 55,503 
White Plains A. 0204 | 53) .0463 2,328 8,401 20,62 0737 35,928 9,277 | PZ 499 0511 
Mount Vernon 0472 76,481 0760 2,378 8,095) 09 , 38! 0608 34,701 , 22% 886 375) 2,05 0657 
New Rochelle ) O389 2 7,479 0635 2,414 8,574 90,57 0554 21,293 ,916 5, 705 j 746 0562 
Port Chester ‘ 0154 1.6 5,463 0196 1,879 6.888 36 2 0220 11,429 57 3.79 9 712 97 O195 
Peekskill 8.3) .0116 5.2 32,173} .0139'1,758 6, 187 31,207; 0191 004 615 2, ORE 0150 
Ossining F, 0106 ‘ 31, 186 0134 1,879 7,088 72 0139 5,472 ) 3 q 532 0130 

0043 26,376 0114 3,879 13882 7, 0108 77 346 902 08 


1 

Bronxville 3 
0039 933) .0064 2,448 8,784 5,7 0006 3,8 300 13 3, ‘ 0069 

4 

2 


Mount Kisco 
Scarsdale 
Mamaroneck 
Rye 
Larchmont 


OOBS 3.! 54,288 0234 4,051 15511 5,535 0095 304 3 35 0143 
0100 § ,oee 0174 2,569 8,962 5, 0093 6, 146 747 13 55 O135 
OOR! 3.6 ,499 0174 3,189 11250] a OOR5 a hs - 480) O129 
0041 ,273 0105 3,793 13485 3,84 OO85 ( 

0059 18,240 0079 1,983 6,756) soe 0075 | 
.0213 .5, 33.3 244 = .0182 1,257 4,447 . -0209 3,593 
0116 . . .257, .0083 1,064 3,378 Ay -0163 4,671 


Tarrytown 
Wyoming 
Yates 


=O nw 2+ 2 -— @ 


Total Above | 
Cities ,058.8 7.6729 3,681 21,928,560 9.4805 1,81f 5,957]15, 833,657) 9.6797 4,360,759 1,637 , 055 3,259 1,770,441 381,705 


State Total -0 9.6920 4,614 26 872,664 11.5773 1,764 5.824118 196,751 11.1247 3,944 5,057, 1,715,481 599 2,125,430 434 , 090) 


Per Capita Sales 1,196 113 72 140 28 
Per Family Sales 3,944 372 237 461 94 


@ SM, 1953 Before using these figures, see explanation page 11 


488 SALES MANAGEMENT 


*Mewa Records 


MAY 10, 


7,307 535" 


lines of retail food advertising carried by the 
WESTCHESTER GROUP NEWSPAPERS in 
1952... nearly THREE TIMES MORE than 
all the New York City morning, evening, and 


Sunday newspapers combined! 


$252,872,000** 
in total WESTCHESTER food sales... more 
per family than any other major New York 
market! 


With food sales of $1,347** per family .. . 


With a monthly average of nearly 90 independent and chain grocers using a 
grand total of 4,646 ads in the WESTCHESTER GROUP NEWSPAPERS 


With New York State’s highest per family income of $8,199** 
WESTCHESTER is one of America’s most rewarding food markets! 


That's why more than 200 national advertisers placed 4,721,617" lines of food 
advertising in the WESTCHESTER GROUP NEWSPAPERS in 1952. . . again, more 
than all the New York City morning, evening, and Sunday newspapers combined! 


You sell the profitable WESTCHESTER market through its guide for food 
buying when your ad appears in the... 


WESTCHESTER GROUP NEWSPAPERS! 


REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
**Sales Management 


1953 


You ride with the winner when you ride with 
WGR...the most listened-to station all over 
Western New York, Northwestern Pennsyl- 

vania and nearby Ontario. 


herever you 


fo] there’s For instance: WGR's exclusive broadcosts of Notre 
Dame football, Buffalo baseball, Canisius basketball, 
plus all-around sports coverage win top audiences. 


adio 
55 
aa. 
CBS 


sastpark BROADCASTING 
Papen CORPORATION 


Lounsberry 


RAND BUILDING, BUFFALO 3,N. Y. 


National Representatives: Free & Peters, Inc 


NEW YORK— Metropolitan County Areas ive estimates by SALES MAWAGEDENT. 


Sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION Adds BUYING RETAIL SALES — 1952 ADVERTIS- 


ESTIMATES ME 
JM 1/1/53 JM ESTIMATES 1952 @D ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars — add 000 
Per | Per % ty Buying Qual- 
t' of Cap- Fam- Power ity 
sands) |U. S.A. (t % U.S.A) ita ily U.S.A. General Furn.- Auto- Quota In- 
000) Mase. _— motive | Drug dex 
dio 


ING 
CONTROLS 


Albany- 
Schenectady - 


Troy 529.8 .3371 164.6) 60.5 . .4042,1.771 5,700] 692,771 .4235 4,209 167,368 98,028 38,006 107,584 12,571 .3966 118 
Binghamton 191.5, .1218 56.6 78.0 343,249 =.1479 1,792 6,604) 218.973 .1339 3,869 55,471 29,983 13,712 38,758 5,577 -1385 114 
Buffalo 1,129.1 .7185 328.6, 86.1 | 2,002,024 .8625 1,773 6,093] 1,307,748 .7996 3,980 337,272 174,075 65,865 226,918 32,976 -8148 113 
New York-N. E. 

New Jersey a! 9,800.4 6.2358 3,004.5 96.9 118,283,245 7.8768 1,866 6.085]/11,861,982 7.2518 3,948 3,394,582 1.064.583 780,742 1,066,064 287,296] 7.3611 118 
© SM, 1953 


Before using these figures, see explanation page 11 


‘'YONNE SAYS:— y 


VY 
Guess whose CAKE MIX 
SELLS BEST in Bayonne 


Write us for the answers 


WL 


UW, | 


UMMM 


also SEND FOR COMPLETE 10 WEEK STUDIES of 
MARGARINE e@ INSTANT COFFEE e@ DETERGENTS SS 
PACKAGED TEA e TEA IN BAGS = . Bayonne 


cannot be 


THE BAYONNE TIMES @eqme 


from the 
BAYONNE, NEW JERSEY P Se , 
Nationally Represented by BOGNER & MARTIN & ' outside 


Wholesale sales for cities and states begin on page 113. 


SALES MANAGEMENT 


More than ever . . . Greater New York's 


favorite station for MUSIC and NEWS 


50,000 Watts Day... 10,000 Watts Night 
1130 | On Your Dial 
24 Hours A Day 


A $250,000,000 Food Market 


According to a recent survey made by Fact Finders Associates. Inc., the New York City Negro 


market consisting of 747,000 people spent more than $250,000,000 for food last year. That’s a 
good example of the tremendous purchasing power of this special audience. When 8% of the peo- 
ple of New York City spend 11.6'¢ of the food dollars, it's something that should be thoroughly in- 


vestigated by all food manufacturers. 


Such well-known retailers as Bohack. A & P. Einhorn Markets. Pioneer Food Stores and Safeway 
plus hundreds of independent stores used 150.561 lines of retail food advertising in 1952. These 
local stores recognize the sales power of their local newspaper. They will sell more of your product 


if you support their efforts. 


This big New York Negro market can easily be sold through the New York Amsterdam News—it’s 


their home newspaper they make their buying decisions from its pages. 


Write to R. Clyde Hunt. Advertising Manager, for your copy of “Survey of the Negro Market in 
New York City.” You'll be surprised at how much you can sell if you advertise in New York’s only 


A.B.C. Negro weekly newspaper. 


NEW YORK AMSTERDAM NEWS 


2340 EIGHTH AVENUE, NEW YORK CITY 


MAY 10, 1953 


in Central Newo 
Uy to 239% More 


Weekly Daytime* Audience Families than any other local station 
According to SAMS 1952 According to Nielsen 1952 


29.8% more than Station A 194.4% more than Station C 47.0% more than Station A 157.5% more than Station C 
72.7% more than StationB 239.1% more than Station D 55.0% more than StationB 212.2% more than Station D 


There it is—the leadership revealed by BMB in 1947 still continues. 
WSYR is your advertising buy in rich Central New York. 


*And the nighttime figures show approximately the same leadership 


SYA) A C Y, ky F Write, Wire, Phone or Ask Headley-Reed 


WSYR-AM-FM-TV— the Only Complete Broadcast 
570 KC Institution in Central New York. NBC Affiliate 


NEW YORK— @%D Metropolitan County Areas — (Continued) —_—_1*- SM", symbols, mark original. exclu 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES - 1952 


ADVERTIS- 
ESTIMATES INCOME 
1/1/53 JM ESTIMATES -1952 JM 


ING 
ESTIMATES CONTROLS 
FIVE STORE GROUPS 
Ur- 


in thousands of dollars —-add 000 
Tota! Fami- | bani- Net Dollars 


Buying Qual- 

thou- of lies zation} Dollars add Si Power ity 
sands) U.S.A. (‘thou- add U 000 General Furn.- Auto- Quota = In- 
sands of 000 Food Mdse House- motive dex 
County Radio 


AREAS 


Map Code 
Metropolitan Area 


Rochester 163.6 86.0 944.388 .4068 1,682 6,148 604.875 . 150, 860 78,216 36,300 105,440 
Syracuse ; 104 79.7 603,583 .2601 1,706 5,798 430 077 y , 113, 200 52,126 20,280 67,237 
Utica-Rome 85.3 69.5 465.548 .2005 1,596 5,458 308 .056 , 84,133 24 362 16,717 44 642 
Auburn 21 52.4 100.526 .0433 1,402 4,764 77,678 3 19,405 4,434 5,066 11,041 
El nira 27 71.6 137,842 0594 1,515 4,958 118,690 26 27 668 10,514 7,124 23,764 


Jamestown t : 44 60.3 201 ,579 0869 1,467 4,561 173,596 ; 46 , 260 14,059 7,994 30,986 
Poughke »psie 


118 
113 
104 

99 
109 
106 
Newburgh 


Beacon 297 1890 50.2 472,746 .2037 1,591 5,689 371,125 111,921 27,858 17,421 57,297 8,463 
Wateriown 86 0552 d 45.3 111,914 0482 1,289 4,255 106 298 0650 4,038 24,921 10,870 5,012 19.649 2,760 


N Oo R bi H C A R Oo L | N A = (Other South Atlantic States: Delaware, p. 270; District of Columbia, p. 272; Florida, p. 274; Georgia, 


o. 290° Maryland, p. 375; South Carolina, p. 578: Virginia, p. 643; West Virginia, p. 658.) 


N. C. state map—page 505 Po 
NUMBER OF 
GM | FHR 


layetteville Cumberland 
Gastonia Gaston 
Goldsboro Wayne 
Greensboro Guilford 
Greenville Pitt 
Cabarru / 2 Hendersonville Henderson 4) 
Harnett 7 3 5 Henderson Vance 39 
Durham ; Hickory Catawba 44 
Pasquotank (Continued on vage 494) 


Before using these figures, see explanation page 11 


“How 783 Companies Use the Survey,” page 32 


SALES MANAGEMENT 


IN ROCHESTER 432 weekly quarter hour periods are 


Pulse surveyed and rated. Here’s the latest score, — WHEC carries ALL of the 
STATION Station Station Station Station Station top ten daytime shows! 


WHEC B Cc D E F 
FIRSTS 254 147 22 2 0 WHEC carries NINE of the 
TIES 7 5 ] 1 0 “top ten’’ evening shows! 


Station on 


BUY WHERE THEY’RE LISTENING:— "““"°” 


WHEC has consist- 


MEMBER GANNETT 
ently led in Roches- vE RADIO GROUP 
ter audience ratings 4 
since they were first be 
inaugurated in 1944 % 
Material in this ad- 
vertisement is from 
the latest Pulse re ~ NEW YORK 
port before closing 5 000 WATTS 


hewmen EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, San Francisco 


MAY 10, 1953 


13th 
in size, 


—but 


BURLINGTON, « crowinc CITY 


income $1,646.00 


[st 


2nd in North Carolina in Quality of Market 


3rd 


in North Carolina in per capita buying 


Index 


in North Carolina in per family income 


BURLINGTON, NORTH CAROLINA 


$5,828.00 
For Information, Write Chamber of Commerce 


126 


NORTH CAROLINA — (Continued) 


(Continued from page 


City 


High Point 
Kannapolis 
Kinston 
Lenoir 
Lexington 
Lumberton 
Monroe 
Morganton 
Mount Airy 
New Bern 
North 
Wilkesboro 
Raleigh 
Reidsville 


COUNTIES 
CITIES 


Alamance 
Burlington 

Alexander 

Alleghany 


Anson 
Ashe 
Avery 


Beaufort. . 
Washington 

Bertie 

Bladen 


( SM, 1953, 


County 


Guilford 
Cabarrus 
Lenoir 
Caldwell 
Davidson 
Robeson 
Union 
Burke 
Surry 
Craven 


W ilke bs) 
Wake 


Rockingham 


492) Pop 
in 
thous.) 


40.5 
29.5 
2 


5 


1? 


POPULATION 
ESTIMATES 
1/1/53 


| Ur- 

% | Fami- 
of | ties 
. 8. AL (thou- | 
sands)| of 

Cou 


19.3) 41.5 


7.4 
3.5 
2.0 
6. 
3. 
9. 


NUMBER OF OUTLETS 
GM |FHR A D 


18 


18 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES 


1952 


bani- 
zation 


inty 


105 695 
43,127 
10,713 

3,802 


17,373 
10,136 
7,621 


27,255 

8,506 
17,728 
21,526 


. 8. A. 


-0075 


Q% Per | Per 
of | Cap- | Fam- 
ita ily 

| | 


-0456 1,407 5,476 
. 0186 
-0046 
-0016 


1,646 5,828) 
719 3,061 
469 1,901 


648 2,802 
459 1,987 
569 2,458 


729 2,995 


868 3, 076 


659 3,005 


708 3,262 


City 


Roanoke Rapids 
Rockingham 
Rocky Mount 
Salisbury 
Sanford. . 
Shelby. 
Statesville 
Tarboro 
Washington 
Whiteville 
Wilmington 

W ilson 
Winston-Salem 


. Forsyth 


The “SM” symbols mark original, exclu- 
sive estimates hy SALES MANAGEMENT. 


Pop. 
(in 

County thous.) 

Halifax 

Richmond 

Nash 

Rowan 

Lee 

Cleveland 

Iredell 

Edgecombe 

Beaufort 

Columbus 

New Hanover.. 

Wilson 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 


fF 


NUMBER OF OUTLETS 
GM | FHR| 
14 
il 


— oe We es ND NO 
Pe ee 


w Wm bh 
SH hn 


SALES AND 

ADVERTIS- 
ING 

CONTROLS 


in thousands of dollars—-add 000) 


General 


2,420 
1,796 
1,867 
2,785 


j 
Furn.- | 


| motive | 


Buying Qual- 
ity 

In- 

dex 


Power 


Auto- Quota | 


13,370 
10,214 
1,895 
702 


4,140 
1,558 
210 


4,545 
3,884 
5,149 
4,334 


0100 
0111 


57 


Before using these figures, see explanation page 11 


5,000 Watts A B C 
WASHINGTON 
NORTH CAROLINA 


REPRESENTED NATIONALLY BY THE 


“GOLDIE” 


WRRZ 


1,000 Watts A B C 
CLINTON 
NORTH CAROLINA 


WALKER COMPANY 


SALES MANAGEMENT 


‘ 


oR 


* * 
multiply by nine @ @ ee The city of Charlotte is only 1/9th of the 


Charlotte Market . . . . Close-ringed by nine satellite cities, Charlotte is the hub of an 
integrated industrial area... . Over 1,000,000 people live within a 60-mile radius of the 
‘Capitol of the Carolinas.’’ That’s why — for example — Charlotte, 7]st in the nation in 
city population, is 38th in wholesale sales .... For coverage to match the market, you 


must buy the Jefferson Standard stations, WBT and WBTV. 


ARLOTTE . ner 


uvieieo BY WBT avo WBTYV my o charltt 


JEFFERSON STANDARD BROADCASTING COMPANY 


Represented Nationally by CBS Spot Sales 


MAY 10, 1953 


ASHEVILLE'S 


Great, Growing 19-County Market with 


$462,287,000 
N C O M E ets Se rae rae ee 


PLUS The Citizen-Times PLUS anes oat soot 
SELLING SERVICES! 


me tt ee, co on nee 
nave shown. 

A rich market of 508,500 people, newspapers that offer you the only thorough 

coverage—PLUS SERVICES THAT HELP YOU SELL! Tie-ins solicited, route 

lists supplied, surveys made, etc.—generous, effective selling assistance yours 

for the asking. Request full facts and market folder. 


MPANY 
ARMOUR? nq ateseeg oem vARO® 
GENERAL wicaco ® (et! inors 


Cit sieen am “ 
ast erille, ? 


My deer we. Elise: the very close 
1 appreciate us in 

nt you ©0 ynow giving 

Just #8 ae in your 


vartising dep® 
sion your = ee ng er ishing ech 
vari 


1953 Sales Management coopers 
perchandising OF 


Survey of Buying Power papers. 


ne calls peing ade nie atts 


neville ng 
tising 

adver Se ae 

ni Times we ee 


epinion, Ashe 

Tn wy oP for ow 

o ey support 

the citisen © 
saring 15 

xe 4 potieeable result. 


comps! 
count ©! 


ration. 
again, thanks for your coope’ 


ASHEVILLE — BEST for your TESTS 


Let us give information om Asheville’s enviable Test Market position. 


Aherille, 


MORNING 


Ie. 
EVENIN< 


CITIZENSTIMES ) 


SUNDAY CITIZEN-TIMES 


General Representatives 


The BRANHAM 
Company 


Chicago 
Atlanta 


New York 
Charlotte 


Son Francisco 


Detroit 
St. Louis 
Los Angeles 


Dallas 
Memphis 


The “‘SM’’ symbols mark original, exclu- 


NORTH CAROLINA— 


COUNTIES 
CITIES 


Brunswick 
Buncombe 

AAsheville 
Burke 


Morganton 


Cabarrus 
Concord 
I Kannapolis 
Caldwell 
Lenoir 
Camden 


Carteret 

Caswell 

Catawba 
Hickory 


POPULATION 


—— 


JM 


of lies 
. 8. A. (thou- 
sands 


Metropolitan Area 


o109 
O188 
0289 
0052 
-0034 


.0157) 
21. 0135 
0413 


15.6 0099 


1 Kannapolis is in Cabarrus and Rowan Counties. 


GREENSBORO 


NORTH CAROLINA’S 


TOTAL SALES 


NEWS & 


EFFECTIVE & BUYING 

SM ESTIMATES — 1962 
o, | Per | Per 
of Cap- Fam- 
S.A! ita | ily 


0059, 689 3, 

-0689 1, 257/4,731 
-0316) 1,348 4,669 
-0224 1,087 4,715 
-0047 | 1,257 4,375) 


0384 1,357 5,246 
0101)1,377 4,908) 
0203 1,597.6, 04( 


-0341 1,218 4, 
0001/1, 357 4,812 


© SM, 1953. 


12-COUNTY 
GROWING 


GREENSBORO 
MARKET 


‘GAIN! 


RECORD 


.0006° 


Food 


0024 861 
-0696, 3,368 
. 0602 
-0126 1,875 
.0079 


0336 3,229 
.0153 
-0159 
-0152 2,324 


0006 
714 


-0078 2,092 
-0022 
-0301 2,928 


0200 


819 


RETAIL SALES—1952 


JM 


A and 4 


__sive estimates by SALES MANAGEMENT. 
t SALES AND 
ADVE! 


ESTIMATES 
FIVE STORE GROUPS 
in thousands of dollars—add 000) 
ee " Buying Qual- 
Power _ ity 
Quota in- 
dex 


General | 
Mase. 


Auto- 
motive | 


Furn.- | 
House- | 
Radio | 


8,590 


4,112 
See end of state for SM Metropolitan County Areas. 


NORTH CAROLINA’S 


TOTAL RETAIL SALES! 


OVER 


100,000 CIRCULATION 


DAILY 


SALES MANAGEMENT 


The Mirror of the U.S.A. is DURHAM eee 


Test First In This Ideal Recession-proof Market 


For over 30 years Durham, N. C., has enjoyed an unusual dis- 
tinction among American markets. Its economics are free of flash 


booms and spot depressions. 


As the nation’s sales and income rise and fall, Durham reflects the 


trend without distortion. Durham can ride with the punches. 


The reason is simple. Its depression-proof cigarette industry blends 


with the permanent influence of Education and Medicine. Here 


Total Retail Sales now over 


S115 Million 


DURHAM, N. C. 


REPRESENTED BY 
THE KATZ AGENCY 


are main factories of both Liggett & Myers and American Tobacco 
Company. Here are three outstanding schools—Duke, University 
of North Carolina, and North Carolina College. Here is the South’s 


greatest concentration of medical personnel and facilities. 


DURHAM HERALD & SUN NEWSPAPERS 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


" NORTH CAROLINA-— (Continued) 


SALES AND 


EFFECTIVE BUYING ADVERTIS- 


JSM INCOME 


ESTIMATES 


POPULATION 
ESTIMATES 
1/1/53 


RETAIL SALES 1952 
BY) estimates 
“FIVE STORE GROUPS 


ING 
1952 CONTROLS 


COUNTIES 


CITIES 


Chatham 
Cherokee 
Chowan 


Clay... 

Cleveland 
Shelby 

Columbus 
Whiteville 


Craven 
New Bern 
Cumberland 
\ Fayetteville 
Currituck 


Dare 
Davidson 

Lexington 
Davie 


Duplin 
Ourham 


G1 
D1 


ie 1 


E2 
€1 


Metropolitan Area 


44 


Total 
thou- 
sands 


Fami- 
of lies 
U.S.A. (thou- 

sands 


.0266 
0677 


Ur- 
bani- 
zation 


of 
County 


9.8 


35.6 


72.2 


Net 

Dollars 
add U 
000 


, 853 
527 


5, 268 


127 
7,735 
725 
8,592 


715 


224 
75, 382 
18,386 
14,881 


22,538 
148,599 


Per 


of Cc 


Per 
ap- Fam- 


S.A.) ita ily 


-0013 
0285 


0004 1 


0161 


0023 1 


-0225 


0076 1 


-0507 1, 


0209/1 


-0020 


-0018 
-0325 1, 


0079 1, 


789 3,310) 
539 2,332 
698 3,082 


470 2,203) 


998 4 


357 4, 


7193 


197 3, 


135 
751 
, 180 


763 


948 4, 


OO8 3 
038 5 
218 4 


547 
118 


458 


748 2,619) 


768 3,249 
158 4,460 
277 4,597 
948 3,816 


539 2,324 
397 5,423 


Dollars 
add 


0250 


O1b4 


0192 


0095 


0136 


-0041 


-0101 


(in thousands of dollars- add 000 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase. 


1,637 803 
672 


414 


2,322 
1,414 


2,059 


| 
| Drug 


3,322 


502) 


.0705 


20,569, 3,743 


ADurham 19.2 
A and A See end of state for SM Metropolitan County Areas. 


0463 102,318 


407 5,329 


0668 


19,755 


3,616 


Buying |Qual- 

Power | ity 

Quota | In- 
dex 


0293 
-0022 


-0132 
. 0668 
0514 111 


© SM, 1953 
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IN za 
GASTON COUNTY ph ae a 
NORTH CAROLINA .. : * Ist in Per Capita 


food sales 


2nd" Per Capita 


home furnishg. sales 


2 di" Per Capita 
automotive sales * In Gaston County 
with a total EBI 


° P of 
Ath in Per Capita $153,224,000 (net) 
in 1952 
amounted to 


Arh in Per Capita $85,339,000 


drug sales os in 


Ith in Per Family a 


— GASTONIA 


Gi: 8th in Per Capita 
THE JOHN BUDD COMPANY \ income 


REPRESENTATIVE: 


* All figures 
SALES Ceeenaar’s 
19 


The GAZETTE boasts better than 95% coverage of Gaston County homes, with over 97% home delivered circulation. 


GASTONIA RANKED 12TH IN POPULATION 
WITH A QUALITY MARKET INDEX OF PLACE @ 


NORTH CAROLINA— (Continued) sie estimates by: SALES: MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


rc ING 
JM JM ESTIMATES 1952 JSM ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- - in thousands of dollars — add 000) 
Total ‘ Fami- bani- y ‘ Per Per ‘ ty Buying Qual- 
thou- of lies zation é of Cap- Fam- Power ity 
sands) U.S.A. (thou- J i S.A. ita ily 000 x General Furn.- Auto- Quota In- 
sands ot Food Mase. House- motive dex 
County Radio 


CITIES 


Metropolitan Area 


Edgecombe 2 ‘ 11.8 40.7 ° -0216 958 4,260 ° ‘ 2 8,971 3,100 2,430 8,132 -0238 71 
Tarboro } 53 2.) 0,195 0040 1,108 4,379 3,{ 5 2,480 1,926 HOS , 799 0056 
2Rocky Mount 


Forsyth 2 .0962 40.9 65.8 203,741 .0878 1,347 4,981 122,839 . . 26, 16,911 
AN inston 
Salem 01.5) .0582) 26 118,713 .05111,207 4,548] 109,992 72 21,525 16,064 
Franklin .0201 . 21,446 .0092 679 3,021 11,022. . ‘ 1,397 
Gaston 2 A .0751 2 153,224 .0660 1,297 5.176 85.339. ; . 8,022 


Gastonia » 0179 7.3 38,140 = 0164 1,357 5,225) 51,944 3 ,39 5,928 


Gates . 0062 4,259 .0019 439 1,936 2,344. ° 396 
Graham y 0045 4,177 .0018 588 2,457 2,714 . ° 1,009 
Granville y 0208 21. 28,390 .0122 868 4,175 14,40 ; , 2,123 


Greene . 0116 ; 12,530 .0054 688 3,386 4,907 . , 1,481 -0060 


2 Rocky Mount is in Edgecombe and Nash Counties Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas © SM, 1953 


SALES COME EASIER— i. GROWING GREENSBORO MARKET 
1 VA NORTH CAROLINA'S \creenenoro” 7 1 y NORTH CAROLINA'S 


TOTAL SALES GAIN! NEWS - RECORD TOTAL RETAIL SALES! 


OVER 100,000 COPIES DAILY! OVER 400,000 READERS DAILY! 


SALES MANAGEMENT 


IN CITY-ZONE 


POPULATION 


Only one paper serves this busy, prosperous 


city which is the hub of a 9-county trading area. 


with 


$256,907,929° 


Retail Sales 


*N. C. Dept. of Revenue, Fiscal Year Ending June 30, 1952 


WINSTON-SALEM TWIN CITY 


You can't cover North Carolina without the JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 


Starting on page 124 . . . Data on the 200 leading counties in the U. S. in each of these categories: Popula- 
tion, Total Effective Buying Income, Per Family Income, Per Capita Income, Total Retail Sales, Food Sales, 
General Merchandise Sales, Furniture-Household-Radio Sales, Automotive Sales, Drug Sales. 


Only ONE Station DOMINATES 
This Rich, Growing 
15-COUNTY MARKET 
With Retail Sales of $625,075,000* 


Sales Management 1953 Survey of Buying Power 


WBC Affiliate 


MAY 10, 1953 


7h 
TENANT 


in a growing market 


< 


£E 3° Sai wy. 
A ZALY | 
WY 

A PRAT FAAS 


ee 


primary coverage of 16 counties in 
the rich industrial Piedmont Section of 
North Carolina and Virginia. In this area 
of over 900,000 population with an 
effective buying income of over $1 bil- 
lion, WBIG has been for 26 years the 
BIG buy for advertisers. 


GREENSBORO, N. C CBS AFFILIATE REPRESENTED by HOLLINGBERY CO. 


The “SM” symbols mark original, exclu- 
_Sive estimates by SALES MANAGEMENT. 


NORTH CAROLINA-— (Continued) 
- : 7 ; TR x SALES AND 
mp terimares | gory income N° i ie 
GD 1/1/53 BYD ESTIMATES. 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS Gna | 

Ur- in thousands of dollars add 000 

CITIES : % Fami-  bani- % Per | Per Dollars Buying Qual- 
of lies zation é of Cap- Fam- add lower | ity 

. 8. AL) (thou- ¢ S.A.) ita | ily 000 S.A. General Furn.- Auto- | Quota 


sands of 000 a Mase. House- | motive 
} County 


COUNTIES 


Guilford ‘ . 1282 52.4 66.0 ° 1230 1,417 5 243,827 ’ 59,024 , 39,445 , .1318 
Alirecensboro 04904 20.3 7 1,457 5,57! 170,512 5 
Alligh Point § (W258 11 54,57 135.1,3 787 $2,527 ya] 2,683 4,32 3,877 11,292) 2, 0265 
Halifax 0379 13 5 2 40,129 2 ° : 4 ° 7,467 1, 0255 


Roanoke 


26,356, 3, 0655 


Rapids ; 0053 
Harnett 0313 
Dunn O42 
Haywood 0246 
Henderson 0206 
Henderson ville OO41 
Hertford 
Hoke 
Hyde 
tredell 


0050 1.397 137 (Wve 2 1,3 3,654 0065 
0195 ; 28, 2 ’ ; 150 ° -0212 
OO! . 0053 
0191 1, ; 22, ’ . . . 0186 
-0125 ° ’ ' ' , ’ -0150 


0029 


on, 
i — i 


0063 
0035 
0013 
0268 


Quo 


=> eee @ 


Statesville 
Jackson 
Johnston 
Jones 
Lee 


100 2, 
244 
2,015 


nm — 
oe eo 


545 


1 
Sanford ° 1 408 
Lenoir 0184 : .0260 ; 7,482 2. ‘ 1,254 
i, 


Kinston 25.2 0160 7.0 27 3K OLS 1.087 3 55.333 0216 5,7 5,635 786 02) 1,164 


A and A See end of state for SM Metropolitan County Areas ‘ Before using these figures, see explanation page 11 


ceoeooaeaxecoaoo+wn 


0059 1.267 ) 0098 1,778 


> 
Nn 
a 
ay 
-_ 
eo 


Southern Furniture 
¢ E t Build 
The Reason Why ait xposition Building 


HIGH POINT, N. C. High Point, N. C 
is A RICH, BUSY MARKET 


Busy, prosperous people with money to spend—that's the 
market story of this industrial center in the county that is— 


Ist in Retail Sales Per Family* 


*1953 S. M. Survey of Buying Power 


Effertively Covered ONLY by High Point's ONLY Daily Newspaper 


THE HIGH POINT ENTERPRISE 


EVENING and SUNDAY Represented Nationally by the JOHN BUDD COMPANY High Point is the hub of the greatest con- 
s centration of wood furniture manufactur 
ing in the world! 


SALES MANAGEMENT 


eee S. M. Surveys—1953 and 1952 


METROPOLITAN COUNTY AREA 
$243,827,000 $30,841, 000. 


TOTAL SALES GAIN 


IN NORTH CAROLINA'S IN NORTH CAROLINA'S 

nd METROPOLITAN MARKETS METROPOLITAN MARKETS 

(Only $823,000 less than Charlotte (Over twice the gain of all 5 
Metropolitan County Area!) other markets combined!) 


Sales Met. County Rank in N. C. Met. County Rank, Met. 
Classifications Sales Met. Counties Gain County Gain 


FOOD $47,860,000 | $6,706,000 | 
GEN. MDSE. $59,024,000 | $5,168,000 1 
FURNITURE $16,425,000 1 $2,655,000 l 
AUTOMOTIVE $39,445,000 2 $3,565,000 l 
DRUG $ 6,177,000 2 $ 674,000 1 


Detailed Information on Pages 197 through 211; and on Page 505 


Only medium with 

om. nai covera 100,000 24 Io 

in a Circulation 6, Le ¢ H Sb OTO 
County A8C Daily 


Neel italien gg News and Record 


halt N. 
poll forth Car. Readers 


Daily GREENSBORO, NORTH CAROLINA 
ieee ae BES Represented by Jann & Kelley, Inc. 
MAY 10, 1953 


THE CHARLOTTE OBSERVER 
is the largest daily newspaper 


— advertising and circulation — 


in the Carolinas. 


Alone, it effectively covers the 
GREATEST RETAIL MARKET 
between Richmond and Atlanta 


and at a milline rate 


among the lowest in America. 


Represented Nationally By 


SAWYER-FERGUSON-WALKER CO. 
New York *% Chicago & Philadelphia & Detroit 


Atlanta *& San Francisco % Los Angeles 


NORTH CAROLINA-— (Continued) 


COUNTIES 
CITIES 


Lincoin 
McDowell 
Macon 
Madison 
Martin 
Mecklenberg 
ACharlotte 
Mitchell 
Montgomery 
Moore 
Nash 
2Rocky Mount 
New Hanover . 
AWilmington 
Northampton 
Onslow 
Orange 


Metropolitan Area 


POPULATION 


ESTIMATES 
JM 


Ur- 
bani- 
zation 


Fami- 
lies 
thou- 
sands of 
County 


Total 
thou- of 
sands) U.S. A, 


.0179 
0171 
0105 
-0130 
-0183 
. 1338 
0913 


19.7 
21.9 


Pore vnaeaneonwuaae= 


18.2 
26.7 


~ 
~~ 
nn 


2 Rocky Mount is in Edgecombe and Nash “Counties, 


A and 
502 


gy he ow 


BY) 


ESTIMATES 1952 


, Per Per 
of Cap- Fam- 
S.A. ita ily 


898 3,709 
998 4,114 
578 2,447 
439 1,957 
659 3,152 
547 5,819) 
, 597 5, 686 
578 2,426 
768 3,161 
908 3.634 
948 4,193 
288 4,645 
118 4,045 
197 4,458) 
609 2,923) 
698 3,610) 


935, 257 948 4,197 


A See end of state for SM Metropolitan County Areas. 


Che Charlotte Observer 


RALPH NICHOLSON, President and Publisher 


Dollars 
add 


16,645 
15,057 
6,367 
5,345 
15,885 
244 650 
225,677 
6,103 
10,733 
25,243 
48,294 
49,139 
70,824 
60,950 
10,275 
22,238 


__ 19,858 


RETAIL SALES 


BY 


The *‘SM” 


symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT 


1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


General 


Food Mase. 


1,897 


-0122 2,364 


Auto- 
motive 


Furn.- 
House- 
Radio 


41 806 

1,603 

3,129 

3,929 

7,697 

10,496 

12,121 

3,349 11,926 
240 943 
1,611 5,109 
856 2,847 


372 
948 


745) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power _ ity 
Quota In- 

dex 


51 
55 
87 


Before using these figures, see explanation tae 11. 


, 1953. 


SALES MANAGEMENT 


H METROPOLITAN MARKET ARER.. 
WILMINGTON, N.C. 


NOW for 
THE FIRST TIME 
ONE of the 225 METROPOLITAN MARKETS 


As Certified by $.M. 


Schedule Wilmington N.C. on Your List 


Represented by 


THE BRANHAM CO. 


STAR - MEWS MEWSPAPERS 


NORTH CAROLINA— (Continued) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


POPULATION 


RETAIL SALES 1952 
JM ESTIMATES 
1/1/53 


SM ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars — add 000 


EFFECTIVE BUYING 
NCOME 


ESTIMATES. 1952 


COUNTIES 
Ur- 
bani- % Per Per 
zation ‘ of Cap- Fam- 
S.A. ita | ily 


Coun- 
CITIES Total 
thou- of 


sands) U.S.A. 


Fami- 
lies 
thou- 

sands of 


Dollars ty 
add of Sales 
S.A. Per 
Fam- 


Buying Qual- 
Power | ity 
Auto- Quota 


motive 


Furn.- 
House- 


General 
Mase. 


In- 


Metropolitan Area 


Food Drug 


Pamlico 
Pasquotank 
Elizabeth City 
Pender 
Perquimans 
Person 
Pitt 
Greenville 


Polk 
© SM, 1953. 


52.1 


-0029 638 2,630 
-0103, +948 3,619 
0059 1,058 
569 2,486 
588 2,378 
868 3,820 
798 3,555 
3,611 


748 2,849 


3,526 


GIR 


-0012 
-0148 3,669 


-0024 
-0037 2,503 
-0088 2,611 
0291) 3,267 


County ily 


787 


O13 


922 


0167 


.0033 1,737 


919 
5,861 
1,818 
1,279 
1,229 
2,466 


Radio 


451 91 
2,322 


159 


0106 
-0044 


Before using these figures, see explanation page 11 


BUSINESS IS BETTER 


Rocky MOUNT, N. C. 


THAN 3 VER IN “The Heart of Tobaccoland”’ 


We are gratified and proud that the past year has shown a further upward trend in retail sales and spendable income in Rocky 


Mount. This issue of Sales Management shows that business in this market is better than ever with substantial gains over the 
preceding year. 


— Retail Sales — — Effective Buying Income — 
1952 — $49,193,000. 1952 — $36,697,000. 
1951 — 45,639,000. 1951 29,949,000. 1951 — 3840. 


SECURE YOUR SHARE OF AVAILABLE SALES IN THIS RICH MARKET BY 
USING THE ONE MEDIUM THAT OFFERS COMPLETE - EFFECTIVE COVERAGE 


THE TELEGRAM Pe 


EVENING AND SUNDAY duchies oni 


— Family Income — 
1952 — $4645. 


BRANDON 


‘ 


10, 1953 


Greater Salisbury includes Spencer and 


East Spencer. Combined population 25,676. Vigorous ! 


POST circulation over 
16,000 


Combined circulation of metropolitan newspapers in 
Rowan County less than 3000 


POST PUBLISHING COMPANY, Salisbury, N. C. 


You can’t climb over—You can't crawl under 


You “gotta” come in through the o O S 


The ONE medium that influences all of Rowan County 


Cooperative Service & Merchandising Dept. 
Creative ! 


Fertile Responsive Test Market. All vital 


Sales-stimulating. essentials for success. 


Write for your 
copy of the 
1953 FOOD 
PREFERENCE 

SURVEY 


THE SALISBURY POSTE 


Sai. shu/¥> Noth Carolina 


Ward-Griffith Co., Representatives 


NO RTH CA R C) LI N A— (Continued) _ 


POPULATION 


ESTIMAT 
SM ATES 


1/1/53 
COUNTIES | "xe 


} } Ur- 
CITIES Total | % | Fami- | bani- 
(thou- | of lies | zation 
sands) ¥ S. A. 


rene Spee 


SH 


Net Tw 
Dollars lw? 
(add = |U.S. 
7 

-|- 


(thou-| % 
sands) of 
\County 


.0336| 


A) ita | ily 


mS 

, 5 |- 

Randolph , 13.7, 16.2 
Asheboro... . 

Richmond 
Rockingham 

Robeson 
Lumberton 


58,902) 
11,210] 
48,091) 
8,733] 
68,328 .0298) 

oa 
-0338 1 
0068! 1 


Rockingham 
Reidaville 
Rowan... -0436 1 
Salisbury 0125 1 
1 Kannapolis | 
Rutherford -0180) 
Sampson. . 0119) 
Scotland | ‘eos 
Stanly 0187/1 
Albemarle -0072)1 
Stokes 0080 
Surry -0206 1 
Mount Airy. -0039)1, 
| Sed 
-0054 


ESTIMATES—1952 


% pe Per 
of | Cap-| Fam- 


11814, 299 
3677/4, rm 
|1,187)4,761 
,098/3, 111 
748 3,486 
128 4,051 


| 
1684 , 589) 
28/4 ,525 
,307/4,894 
ated baa 


698 3,883 
539 2,371 
729 3,249 
118 4,159 
,357 4,638 
868 3,643 
017/4,131 
197|4,276 
859 2,381 
789 3,321 


‘The * “SM” symbols mark original. exclu- 
sive } estimates: by SALES h MANAGEMENT. 


] SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
JH ESTIMATES 


~~ FIVE STORE GROUPS 
in thousands of dollars —add 000) 


| 
General E Furn.- | 
| Mdse. | House- 


Auto- 


Food motive 


8,037| 
3,883| 
10, 225| 


14, “o1sl 
54, 030) 
37, 718) 


28,065! 
19,751) 
17,448 
25,394) 
19,826} 

4,966) 
36,389 
19,398| 

4,391| 

9,767) 


-0015 
-0190 
-0080 


Before using these figures, see explanation page 11 


1,500) 
30,059) 
22,565 


© SM, 1953. 


0012} 639 2,337 
0159) 849 3,533 
.0051/1,137/4,423 


lL Kannapolis is in Cabarrus and Rowan Counties. 


PEOPLE—1,275,000 


The WBBO market is bedrocked on a remarkable balance 
of industrial wages and farm income. Many industrial 
plants .... large and small . . . produce textiles, furni- 
ture, paper, leather products. Agricultural activities are 
diversified among cotton, tobacco, corn, livestock, dairy- 
ing, orchards and truck crops. 


On top of that a substantial tourist and vacation trade 
the year round adds a big buying power bonus. 


This whole market tunes into WBBO as a favorite station 


SELLS THIS RICH INDUSTRIAL AND 
AGRICULTURAL AREA OF THE CAROLINAS 


INCOME—$1 533,849,000 


RETAIL SALES—$955,984,000 


because of its neighborly programming. News and enter- 

tainment, of course . . . but local people and happenings 

get priority, and public service is stressed. To sell the area 

at amazingly low cost—be sure WBBO is on your list. 
780 KC 1000 WATTS 


WBBO :: 
. 93.3 MC 1500 WATTS 


FOREST CITY, North Carolina 


504 


SALES MANAGEMENT 


let's look at the 1952 


SALES 


PICTURE 


| 
| 


North Carolina’s | 


METROPOLITAN 
COUNTY 
AREAS 
In the South’s No. I State! 


TOTAL 
RETAIL SALES 


Charlotte .. 
GREENSBORO 
Raleigh .... 
Winston-Salem . 


.$244,650,000 
$243,827,000 
$141,570,000 
$122,839,000 

.$115,321,000 
$1 13,827,000 


TOTAL 
RETAIL SALES 


GAIN 


GREENSBORO . $30,841,000 


Durham .. .$19,016,000 
Winston-Salem . _...$ 4,903,000 
Raleigh .$-1,287,000 
Asheville -$-1,395,000 
Charlotte _. $-7,209,000 


Asheville ___. 


"IT TAKES A MAJOR MARKET 
TO PRODUCE MAJOR SALES" 


Details on Pages 197 through 211; also Page 50! 


Greensboro 
Neu's and Record 


GREENSBORO, NORTH CAROLINA \ XL 
Represented by Jenn & Kelley, lac 


l 


49A0 pud 


UONW 6'6E$ OF YOU CL$ EES 


UOUTIW 67S OF LOULLW OPS = 


UOUIIW 6 EP LS OF YOUNW OLS Basie: 


SOW ED Ajajowmosddy sjonbz youj auOD 


uoN|IW CL$ yO awodu) Buldng aayreyy 


sau Buiany asouy a1D UMOYS SatyI> 


UOIITIW OS L$ 4° SS92xO Uy ee 


aworu Burdng 20422043 49N OS6L 


VNITOYV)S 
HLUON 


Source: $. M. Surveys—1953 and 1952 
MAY 10, 1953 


Sales Management reports these new figures for 
only those counties within WPTF’s established 
primary coverage: 
50-100°7 

NCS Index 
Pee sk ee ee ee 2,165,000 
DE 2? oa” a eae ee, 497,100 
Eff. Buy. Inc.. . . . . . ~ $1,960,283,000 
Retail Sales . ... . . . $1,451,016,000 
Food Sales. . ... . . - $ 319,912,000 
Gen. Mdse.. . . .. . . . $ 197,285,000 
Furn. H.H. Radio. . . . . $ 85,458,000 
Automotive. . . . . . . . §$ 285,716,000 
Diet... 2 oe os os ole eS) oe 


IS NORTH CAROLINA’S 
No. 1 SALESMAN 


AFFILIATE for RALEIGH - DURHAM 
N BC and Eastern North Carolina 50,000 sacha 
National Rep. FREE & PETERS, Inc. 680 kc. 


N Oo e T H € A R Oo L | N A =—* (Continued) : The ‘‘SM’’ symbols mark original exelu- 


sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 JM ESTIMATES - 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 


Ur- in thousands of dollars —add 000) 
Total ‘ Fami- | bani- Net ‘ Per | Per 


(thou- of lies zation] Dollars of Cap- Fam- 
sands) U.S.A. (thou- = ‘ 
sands 


COUNTIES 


CITIES Buying Qual- 
Power ity 
S.A. ita | ily A. General | Furn.- Auto- Quota = In- 
of i Food Midse. House- motive | Drug dex 
County Radio 


Metropolitan Area 


Vance ° 07 8 34.3 , -0139 988 4,142 ° : 5,250 , ,122 
Henderson 7 } A 0055 1,137 4,145 75 0129 3,115 3,152 , 122 


5, 

] 

Wake ‘ P 8 53.1 ’ -0801 1,297 5,343 : - 0865 26 , 860 ‘ ’ 29, 
23, 

1, 


Aktaleigh f 7.! , 0466 1,557 6,182 0682 18,762 


Warren , , . ‘ -0059 569 2,729) m -0059 1, 2,365 


Washington . J E 7 . -0049 858 3,863 7 . 
Watauga ' ‘ ! i j .0037 459 2,020 4 ‘ c -0055 
Wayne , d ‘ J .0223| 778 3,354 : F r : A ‘ -0293 

Cioldaboro 22.5 1.3 57 0102 1,048 3,743 3 O148 


Wilkes ; ° ‘ , ‘ -0137| +688 2,924 ; d 4 t r ; , .0169 
North 
Wilkesboro 0028 : : 0021 1,087 3,680] 13! 780 453 0043 154 
Wilson Fl , 0360 13.1 . , -0223. 938 3,945 . . ° ‘ ; .228 1,176 -0259 74 
Wilson ‘ 0153 6.6 7,7 0120 1,158 4,211 : 7,294 O48 0153 100 
Vadkin ic 1 0146 5.6 ‘ -0084 858 3.495) d 2,033 82 -0084 58 


A and A See end of state for SM Metropolitan County Areas © SM, 


Before using these figures, see explanation page 11 


WSOC is your BEST BUY in the 
CAROLINA S GREATEST MARKET!!! 


Consistently Delivering MORE AUDIENCE at the 
LOWEST COSTI!!* Ask the H-R Man For FULL DETAILS! 


NBC AM 
WSOC: 
CHARLOTTE FM 


See SAMS 1952 Station Audience Report, City of Charlotte, 6 or 7 Times Per Week 


SALES MANAGEMENT 


ONE BIG NEWSPAPER 
SELLS THIS 


Eff. Buying Inc... $1,269,007,000 


Retail Sales 
Food Sales 


Automotive Sales 


115,404 Morning 
ABC Audit, Dec. 


The Rabia, 


News and Observer 
MORNING & SUNDAY 
Raleigh, North Carolina 


REPRESENTED BY THE BRANHAM COMPANY 


The “SM” 


symbols mark original 


960,655,000 
210,697,000 
188,285,000 


A-1 Market for 


Every ““A Schedule” 


General Mdse. 
House-Furn.-Rad. 
Drug Sales .... 


Farm Income 


130,219,000 RALEIGH, North Carolina 


54,653,000 . 
26,673,000 
532,408,000 


§M 5/10/53 


* 


A 


exclu- 


sive estimates by SALES MANAGEMENT 


COUNTIES 
CITIES Total 


sands 


Metropolitan Area 


Yancey 


Total Above 


( ites 
State Total 


Per Capita Sales 
Per Family Sales 


Asheville 
Charlotte 
Durham 
Greensboro- 
High Point 
Raleigh 
Winston-Salem 
A Fayetteville 
ZL Wilmington 


© SM, 1953 


NORTH GAROLINA’S 
TOTAL SALES GAIN! 


GREENSBORO 


MAY 10, 1953 


thou- 


POPULATION 
ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


Fami- 
lies 


County 


-) 2.6915 1,023.1 33.7 


NEWS & 


Metropolitan Pop. 136,450 
(US Census, 1950) 


First City in North Carolina 


for the 4th Straight Year! 
Per Family 7" $6182 


ncome . 
$ 3,635,000 2ndinN. 
111,606,000 3rd in N. 
23,404,000 3rd in N. 
7,510,000 4th in N. 
108,191,000 4th in N. 
18,762,000 5th in N. 


5/10/53 


122,220 Sunday 
31, 1952 


Drug Sales 
Retail Sales 
Automotive ; 
Hse.-Furn.-Rad. 
Eff. Buy. Inc. . 
Food Sales 


CHICAGO NEW YORK + DETROIT - ATLANTA - CHARLOTTE + DALLAS 
ST. LOUIS . MEMPHIS - SAN FRANCISCO - LOS ANGELES 


NORTH CAROLINA -— (Continued) 


SALES AND 
ADVERTIS- 


IN 
CONTROLS 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES 


RETAIL SALES 


BY) 


1952 


1952 ESTIMATES 


FIVE STORE GROUPS | 

in thousands of dollars— add 000 

Buying |Qual- 

Power | ity 

Quota | In- 
| dex 


Coun- 
Net 
Dollars 
add 


Per Per 
Cap- Fam- 
ita ily 


Dollars ty 
add of Sales 
U.S.A. Per 
Fam- 

ily 


of 
U.S.A. Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase. Drug 


50 


5,703 .0035 1,541 1,058 137 604 61 -0052 


-0040 569 2,505 


1,516,744 6532 1,346 4,879] 1,866,121) 1.1409 46, 164 125,921 583,991) 53,730) 8126) 113 


1.8521 1,016 4,194 


75 


4,299 002 582,744 83,335 


709 159 45 138 20} 
2,924 655 398 185 568 81 


NORTH CAROLINA— Metropolitan County Areas 


159,908  .0689 1,257 4,731 113,827 
325,307 .1402 1,5475,819] 244,650 
148,599 .06411,3975,423} 115,321 


671,545 189 987 2.0141 


2,997,199 1.8324 2,924 


-0696 3,368 
1496 
.0705 


17,747 
35,102 
16,180 


18,997| 
43,404 
20,589 


-0715, 88 
-1418) 106 
-0668 99 


285 ,572 
185,919 
203,741 
117,725 


1230 1,417 5,450 
-0801 1,297 5,343 
-0878 1,347 4,981 
.0507 1,038 5,118 


243,827 
141,570 
122,839 

85,438 


1491 
0865 
0751 

-0522 


59,024 
17,590 
16,911 
12,646 -0655 77 


39,445 
29,162 
21,094 
16,927 


1318 
.0843 
.0857 


103 
93 
88 


76.449 .0329 1,118 4,045 70.824 .0433 12,121 


6,545 -0381, 88 


Before using these figures, see explanation page 11. 


e& NORTH CAROLINA'S 
TOTAL RETAIL SALES! 


OVER 


12-COUNTY 
_GROWING 


GREENSBORO 
MARKET 


RECORD 100.000 CIRCULATION DAILY! 


“T TOWNER | CAVALIER 


1950 Net Effective Buying Income 


BEBE 0 oxc0ss 0f $150 million 
f | $75 Million to $149.9 Million 


! | $40 Million to $749 Million and over 


Cities shown are those having net 


Effective Buying Income of $15 millic 


For explanation of map symbols, see “State Maps,” 


p— 
E | $15 Million to $39.9 Mill r 


A | if F 


page 220 


NORTH DAKOTA—' Counties and Cities — 


| Pop ‘ 
(in NUMBER OF OUTLETS } 


GM |FHR A D 


(Other West North Central States: “towa, p. 333; Kansas, p. 345; Minne- 
sota, p. 414; Missouri, p. 427; Nebraska, p. 442; South Dakota, p. 585.) 
Pop 
tin 
thous.) 


NUMBER OF OUTLETS 


City County thous.) City County GM |FHR' A D 


Bismarck Burleigh d 2 1 10 23 Jamestown Stutsman 19 


Devils Lake 
Dickinson 
Fargo 
Grafton 
Grand Forks 


COUNTIES 
CITIES 


Adams 
Barnes 

Valley City 
Benson 


Billings 
Bottineau. 
Bowman 


Ramsey 
Stark 

Cass 

Walsh 
Grand Forks 


BY) 


| 

Total 
thou- | 
| 


sands) |U 


Metropolitan Area 


POPULATION 


-0160 


0171 
0123) 


— 


Ur- 
bani- 
zation 


| Fami- 
lies 

| (thou- 
sands of 

Cou ty 


$ 
7 
} 
1 
5 
® 


7 12 


12 
29 
9 


24 


Ag bse 2 are 


JM 


$9,049 


31,516 


S.A 


-0030'1 
-0080 1, 


0043 1 
-0008 1 
-0059 1 
0021 1 


-0033 1, 
0168 1 


.0168)1, 
0136/1 


ESTIMATES 1952 


A) Per 
of Cap- 
ita 


Per 
Fam- 
ily 


-463 5,729 
150 4,114 
0039) 1,281'4,075 
,019 3,996 


-005 3,820 
, 201 4,280 
, 267 4,940 


189 3,941 
568 5,680 


gy L OL@ 
457 4,943 


,633 5,730 


M 


inot 


Valley City 


W 
W 


Dollars % 


(add 
000 


ahpeton 
illiston 


| 
Coun- | 


ty 
of | Sales 
S.A) Per 

Fam- 

ily 
-0042 5,713 
-0108 3,954 


OU86 


0032, 2,067 


-0001, 260 
-0061, 3,155 
0039, 6,342 


.0033) 2,817 
0245 5,803 


Ward 
Barnes 
Rix hland 
Williams 


RETAIL SALES 1952 
JM ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars — add 000) 


Furn.- 
House- 


Auto- 
motive 


General 
Mdse 


1,492 
3,215 
2, “055 | 

397| 


1,058! 
1,453! 


887/ 
11,148 


185 
,837 


2,615 
1,659 


a 445 


5,525 


13,847 
10, 663 


154 
1,137) 


1,442) 


1, 137 


17| 

11 

11) 

15) 
SALES AND 
ADVERTIS. 

ING 
CONTROLS 
| 
| Quat- 

ity 
In- 
de» 


Buying 
Power 
Quota 


0190) 119 


0210 


0163 


123 


133 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


Students at North Dakota Agri- 
cultural College conducted = an 
independent survey among 3,969 
farm families in a 22-county area 
around Fargo. Each family was 
asked, **To what radio station does 


your family listen most?” 3,120 
of the families named WDAY; 
only 174 named Station “B”! 
W DAY was a 17-to-1 choice over the 
next station — a 3\4-to-l favorite 
over all other stations combined! 


WDAY « nac «+ 970 xnocrcs «© 


The ‘“‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


5000 WATTS © FREE & PETERS, INC., Exclusive National Representatives 


NORTH DAKOTA-— (Continued) 


COUNTIES 
CITIES 


Metropolitan Area 


Cass.... 
AFargo 


é 


Cavalier 
Dickey. . 
Divide 


Ounn 
Eddy 
Emmons 


Foster 

Golden Valley. . 

Grand Forks 
Grand Forks 


Grant 
Griggs 
Hettinger 


Kidder 
La Moure 
Logan 


McHenry 
Mcintosh 
McKenzie 


McLean 
Mercer 
Morton 
See Bismarck- 
Mandan 


Mountrail 
Nelson 
Oliver 


Pembina 

Pierce 

Ramsey 
Devils Lake 


Ransom 

Renville 

Richland 
Wahpeton 


Rolette 
Sargent 
Sheridan 


Sioux 
Slope 
A and 
MAY 10, 


1953 


POPU! ATION 
JM ESTIMATE3 
1/1/53 
Ur- 
Fami- | bani- 
of lies | zation 
. S.A.) (thou- | % 


sands of 
County 


-0365, 16.1) 65.0 


0251 11.2 


-0070 
-0056 
0035 


7 


2.3' .0015 5 


A See end of state for SM Metropolitan County 


EFFECTIVE BUYING 
SM INCOME 
ESTIM «TES 195 


> | Per | Per 
of Cap- Fam- 


. S.A.) i 


-0420 1, 
0306/1, 


-0054 1, 


, 201 4,405 


110 4,442 
215 4,768 
032 4,522 


058 3,668 
. 384 4,430 
542 5,698) 


0190-1, 


-0031 1, 
-0025 1, 


-0040 1332/5, 106 


385 5,406 


-0040 1, 
0080 |, 
OO41 1, 


0037 1, 
0034 1, 
0108 1 
0030 1 


0039 
0032 1, 
0026 1, 


-0012 


00121, 


Areas. 


ta | ily 


698 6,055 
803 6,343 


123 4,261 
914 3,256 


607 6,033 


058 4,232 
163 4, 236 


914 3,719 
902 3,343 
927 3,974 


098 4,082 
914 3,658 
176 3,960 


502 5, 597; 


346 5,269 


293 4,477 
058 4,176 
384 6 692 


372 5,173 
163 4,430 
372 5,182 


489 5,017 


032 3,725 
477 6,217; 
319 4,729 


293 5,273 
862 3,935 
032 3,966) 
189 4,572 


862 3.940 


241 5,708 


© SM, 1953 


RETAIL SALES -1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000) 


Auto- 
motive 


Furn.- | 
House- 
Radio 


General 


Food Mase. 


- 
| 


89,819 
73,401 


11,287 


10,377 


3,829 
3,603 


19,205; 2,712 
16,630) 2,492 


O449 


1,441| 
2,613) 
1,348) 


9,413 
10,466 


-0057 
.0064 
0035 


501 
429) 
345 


165 
280 
132 


0031 
-0034 


102 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Qual- 
ity 
In- 
dex 


Buying 
Power 
Quota 


| 123 
135 


.0013) 68 
0008, 60 


Before using these figures, see explanation page 11. 
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NORTH DAKOTA — (Continued) 


COUNTIES 
CITIES 


Stark 
Dickinson 


Steele 

Stutsman 
Jamestown 

Towner 


Trail 

Walsh 
Grafton 

Ward 
Minot 


Wells 
Williams 
Williston . . 


Total Above 
Cities 


State Total. 


Per Capita Sales 
Por Family Sales 


Metropolitan Area 


POPULATION 


ESTIMATES 
1/1/53 


Fami- 
lies 

thou- 

sands) 


of 
S.A 


0101 


0050 


. 1053 


Ur- 
bani- 
zation 
of 
County 
46.3 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES — 1952 


Per Per 
Cap- Fam- 
ita ily 


of 
. S.A 


Dollars 
add 


a The “SM” symbols mark original, exclu 

Sive estimates by SALES MANAGEMENT. 
SALES ANO 
ADVERTIS.- 


ING 
CONTROLS 


RETAIL SALES—1952 
ESTIMATES 
FIVE STORE GROUPS 
in thousands of dollars add 000 


General 
Mdse. 


Auto- 
motive 


Furn.- 
House- 
Radio 


Food 


20,640 
11,209 


6,522 
31,304 
20,910 


7,048 
14,380 


25,228 
10,041 


14,696 


265,612 


791,015 


OO48 1, 


-0028 1, 
-0135 1, 
.0090 1, 


-0030 1, 


-0062 1, 
-0109 1, 


0043 1, 


-0235 1, 


0159\1, 


-0052 1, 
-0118 1, 
.0063 1, 


11451, 


34121, 


306 5,160 


437 5,095) 


359 5,017, 
332 5,397 
515 5,228 
215 4,699) 


319 4,793 
281 5,485] 
477 8,368 
568 5,510 
593 5,662 


201 4,450) 
477 4,818 
633 5,652 


607 5,787 


320 4,937} 


0105 


. 1946 


-4323| 4,408 115,329 


4,408 


NORTH DAKOTA— Metropolitan County Area 


AFargo 


City 
Akron... 
Alliance 
Ashland 
Ashtabula. 
Athens. . 
Barberton . 
Bedford . 
Bellaire 
Bellefontaine. .. 
Bowling Green... 
Bucyrus. . 

‘ambridge 
‘anton 
‘elina 
hillicothe.... 
‘incinnati 
‘ircleville 
‘leveland., . 
Cleveland 

Heights. 
Columbus 
Conneaut.... 
Coshocton. .... 
Cuyahoga Falls 
Dayton 
Defiance 
Delaware. . 
Dover.... , 
East Cleveland.. 
Fast Liverpool... 
Elyria... 
Euclid 
Findlay. . 
Fostoria 
Fremont. . 
Galion 
Gallipolis. . 
Greenville. . 
Hamilton 


J... 3 
OH | O — Counties and Cities — 


Ohio State map—page 518 


.Summit 
. Stark. . 
- Ashland 
.. Ashtabula 
. Athens. 
- Summit . 


{199} 57.4 


| Pop. 
(in 
County thous.) 


Cuyahoga 
Belmont 
Logan..... 
Wood... 
Crawford. 
Guernsey 


. Stark 


Mercer.. 


- Ross. . 


Hamilton. . 
Pickaway... 
Cuyahoga... 


.Cuyahoga... 


Franklin 


- Ashtabula 

. Coshocton... 
-Summit.. P 
.Montgomery.... 
-Defiance....... 


Delaware. . 
Tuscarawas... 
Cuyahoga 
Columbiana 
Lorain 


.Cuyahoga... 
Hancock... .. 
. Seneca 

. Sandusky. . 


Crawford. . 


. Gallia. . 


Darke 
Butler 


NuMBER OF OUTLETS 


GM | FHR 
45 
11 
8 


Nun ws Os 


-0365) 16.1| 65.0 | — 97,478! .0420,1,696,6,055] —89,819| .0549, 5,579 


(Other East North Central States: Illinois, p. 304; Indi- 
ana, p. 321; Michigan, p. 400; Wisconsin, p. 665.) 


Hillsboro. .. . 
Ironton. 
Jackson. 
Kent. 

Kenton 
Lakewood 
Lancaster... . 
Lebanon 


Highland. . 


40,526 


1,405 


1,070 


37,932 


62,593 


11,020 


County 


Lawrence. . 
Jackson. 
Portage 
Hardin. . 
Cuyahoga 


. Fairfield. . . 
. Warren 


Allen 
Hamilton... . 


Logan... 
London 

Lorain : 
Mansfield. . 
Marietta. . 
Marion.. 
Martins Ferry.. 
Massillon . 
Medina 
Middletown 
Mount Vernon.. 
Napoleon. . 


New Philadelphia.’ 


Newark. 

Niles ‘ 
Norwalk... 
Norwood ° 
Painesville. .. 
Piqua 
Portsmouth 
Ravenna 
Reading : 
Rocky River.. . 
Salem 
Sandusky.... 
Shaker Heights 
Shelby 

Sidney 
Springfield. 


Hocking... 
Madison . 
Lorain . 
Richland 
Washington 


.Marion.... 


11,287 


Belmont.... . 


Stark... 
Medina. . 
Butler. 


. Knox 
.-Henry. 
Tuscarawas.. 


Licking 


. Trumbull 


Huron 


.Hamilton... 


. Lake 


Miami. 
Scioto 
Portage... 


.-Hamilton... . 
. Cuyahoga 


Columbiana. 


. eee 


Cuyahoga. 


Richland. ....... 


Shelby . 
Clark 


4,889 


3, 875 


537 
7,144 
6,862 


1,022 


1,927 
3,997 
2,671 
11,810 
10,518 


1,231 
5,201 
4,849 


_ 3,828, 19,205, 2,712] 


Pop. | 


(in 
thous.) 


a wo 


ow 


mu 


Buying Qual 
Power | ity 
Quota in- 

dex 


-0117 
.0051 
-0263 

0191 


0057 
0130 


0448 


NUMBER OF OUTLETS 


F |GM|FHR| A 


— — 
Ut &e Neue Nwns 


| 
| 


no tet 


ee) 


= Ge 


N One ee UP RK Ee Uw Ow 


a) 


co 


=) = 
AnNOUN & eK Sh UI ww 


oe 


aor co 


(Continued on page 516) 
Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


© SM, 1953 
510 


Alliance Review 
Ashland Times-Gazette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 


Bowling Green Sentinel-Tribune 


Bucyrus Telegraph-Forum 
Cambridge Jeffersonian 
Celina Standard 
Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Defiance Crescent-News 
Delaware Gazette 

East Liverpool Review 
Elyria Chronicle-Telegram 
Findlay Republican-Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal News 


‘\ 


\ 


Mount Vernon News 
Newark Advocate 

New Philadelphia Times 
Painesville Telegraph 


Piqua Call 


Portsmouth Times 
Ravenna-Kent Record 


Salem News 


Sidney News 


Tiffin Advertiser-Tribune 


Troy News 


HOLE 


-~ 


- 


*®& Would you pass up a state as important as 

Kentucky, Tennessee, Oklahoma or Kansas? 
That's exactly what you’re doing when you con- 
fine schedules to the metropolitan centers of Ohio. 
Retail sales in Ohio cities and towns of less than 
100,000 population are greater than any one of 34 
states. 


it takes both halves to do a job! 


Ohio is the fifth largest market in the nation, if 
you cover both halves! A vital group of well-read home 
dailies covers the non-metropolitan area of Ohio, rich in 
potentialities and serviced by aggressive, wide awake 
dealers and distributors. A letter, a wire or a phone 

call will bring an Ohio Select List representative 
to tell you about this easy-to-reach market. 


ONE ORDER — ONE CHECK! 


tronton Tribune 

Kenton News-Republican 
Lancaster Eagle-Gazette 
Logan News 

Marietta Times 

Marion Star 

Martins Ferry Times-Leader 
Marysville Journal-Tribune 
Middletown Journal 


Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Warren Tribune Chronicle 
Washington C. H. Record-Herald 
Wilmington News-Journal 
Wooster Record 

Xenia Gazette 

Zanesville Times-Recorder & Signal 


SELECT LIST 
Youspipee 


ULLEN CO. 
ano ono 


OHIO 


arenesenteo ev 


soHN W. © 


ctver 
ye TERIA’ rowe® 


cHicaGo 
ax 
new TO 


The ‘SM’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


OH | O — (Continued) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


POPULATION 
SM ESTIMATES 
1/1/83 


EFFECTIVE BUYING 
INCOM 


| 1 


JM 


1952 
ESTIMATES 


FIVE STORE GROUPS 
Ur- (in thousands of dollars. add 000 
bani- % Per Per} Dollars 
zation of Cap- Fam- 
thou-  % .S.A. ita ily 
sands of 
Cou 


COUNTIES 
CITIES Fami- 
of lies 

SA. 


Buying Qual- 
Power | ity 
Auto- Quota | In- 


motive 


Furn.- 
House- 
Radio 


General 
Mase. 


Metropolitan Area 


Food Drug 
Adams 
Allen 
ALima 
Ashland 
Ashland 


-0132 
-0585 
-0329 
-0215 


0005 


-0062 695 2,332 
-0637 1,609 5,378 
-0373) 1,675 5,378 
-0192 1,317 4,238 
0096 1,479 4,438 


.0080 
-0673 
0543 
-0224 
0139 


2,828 933 694 
26,286 14,625 5,468 
20,630} 13,828] 4,009! 

8,482 2,593 2,008 

5.446 2,471 1,660 


2,636 
18, 102| 
16,130 
6 , 606 | 
4,374) 


Ashtabula 
Ashtabula 
Conneaut 

Athens 
Athens 

Auglaize 


.0512 ° . -0558 1,609 5, 266 ° o 21,503 6,938 3,122 1.30 
0153 0185 1,790)5,804 10,365 4,605 1,988) 6,892 
0067 .0079 1,756 5,269 4,185 1,097 448) 1,122) 
0288 -0173' +888 3,295 8,518 1,589 2,042 7,681) 
0074 .0048, 962 3,309 


3,694 800 1,682 6,174 
.0177 1,302 4,285 8,688 2,385 1,726 7,057) 


Belmont 
Martina Ferry- 
Bellaire 
Bellaire 
Martins Ferry 
Brown...... 
Butler 
AHamilton 
A Middletown 


-0500 1,340 4,515 2,979 


| 

20,435 3,707 9,685 
8,917 1,801| 1,468 
4,711 1,441 828 
4,206 360 640 
3,218 423 
47,641 10,225 
24,585 5,571 


16,038 4,292 


166 36 , 5S 0167\1,418,4,518 
0080 .0071 1,323 4,241 
0085 .0086 1,508 4,775 
0143 -0072| 740 2,449 
.0985 -1162 1,742 6,157 
0387 0461/1,759 5,876 
.0306 2,010 6,822 


20,056 
16,651 
269, 662 
106,947 
70,953 


855 
11,838 
6,597 
4,345 


to Ge mm we & & 


0225 


Carroll 
Champaign 
Urbana 
Clark 143 
) ASpringfield 


0125 
-0173 
(W054 
.0735 7 73.7 


0517 


22,214 
32,187 
11,319 
195,595 
24.9 144,389 


-0096 1,139 3,967 2,920 1,228 404 
0138 1,183 3,878 6,080 1,069 1,517 
.0049 1,332 4,353 sf 3,722 516 1,033 
-0843 1,692 5,637 32,019 13,798 7,244 

337 13,633 7,008 


0622 1,776 5,7! ! 3 26 


34.8 


21,716 0624 


A and A See end of state for SM Metropolitan County Areas. 


MAY 10, 1953 


Before using these figures, see explanation page 11 


511 


The Cleveland C&RTZ’s 138,000 CATHOLIC families contain 566,000 
members—a group larger than the TOTAL population of Cincinnati! 


Each Cleveland weekday 30,227 COPIES 
newspaper reaches some 51,716 COPIES PLAIN DEALER 
of these 138,000 families: * 64.815 COPIES 


BUT . . . NONE provides the coverage obtainable with the Catholic UNIVERSE BULLETIN: 


> eed 


82,207 COPIES - oo. 
For most products, Catholic families . . U B 


with more members and higher effective The Cathoj]; 

buying income .. . are better prospects. ° chee J ° 

To reach them adequately . . . far more six * ll 

intimately and effectively ... you need Universe a Bu etin 

the Universe Bulletin, chosen AMERICA’S ‘ : : 

BEST Catholic newspaper twice. 1027 Superior Avenue, N. E., Cleveland 14, Ohio, SUperior 1-7700 
Member ABC * Listed in Consumer SRDS 

* Total circulation—latest ABC Audit Report—prorated to Catholic population. 


; , “sm” Is mark original, exel 
O H | O — (Continued) } ; ave estimates by SALES: MANAGEMENT. 


ty thay . ees Spas RETAIL en 
STIMATES IN STi $ IN 
JM 1/1/83 JM ESTIMATES-— 1952 JM CONTROLS 
COUNTIES l FIVE STORE GROUPS ee 
in thousands of dollars —add 000 


__| Buying |Quai- 
Power 


| Ur- 
CITIES Total | % | Fami- | bani- Net | % | Per| Per 
(thou- | of | ties |zation| Dollars of | Cap- | Fam- | | | | 
U.S. A.| (thou- | % (add =|U.S.A.) ita | ily . $8. A.) Per | | General | Furn.- | Auto- | 
| sands)| of 000) | | -| Food | Mdse. | House- | motive | Drug 
} County | 
Clermont 4) 0283) 12. 51,874) .0224 1,168 4,053 163). ’ 9,313) 1,323) 2,061) 4,802) 701 
Cliaton 4) .0168| ; ‘ 28,116 .0121'1,065 3,429 497, ° 7,086) 1.407 , 184) -940) 450) 
Wilmington | 0049]: 10,254} .0044/1,332'4, 102 ’ : | 3,658 814) , 3, 939 
Columbiana .0} 0642) 30.2| 59. 159,075} 0685 1,575 5,267 458} 0614 3, 26,545, 8,853 ' 996) 2,600 
Kast Liverpool | 0155} 40,455} .0174'1,658 5,323 61 y | 10,418} 5,420] 2,756] ,778| 1,025) 
Salem ‘ 0083) 24,388, .0105/1,876 5,948 24,462! | | 6,772 2,277 ,632 ‘ 660} 0114) 137 
| | | | | | | | 


Coshocton 0075) 16,235; .0070 1,376.4,059 2, ° | 5,052! 2,913 ° ,839) 571 
Crawtord 8} 0261; 12.4) 64. 62,602} .0226/1,332/4,242 513) 670, 11,136] 1,762) 2, : 943] 0247} 98 
Buoyrus 006s 3.4 14,401} .0062/1,346 4,236 485] .0107| | 4,235 300 1,024), 458] 0077! 113 
Galion 3} 0006) 3.3 14,626} .0063/1,420 4,432 926). | 4,159] 949 327] .0076| 115 
Cuyahoga 427.4 9082) 425.1 98.1 | 2,840,383 1.2237 1,990 6,682) 1,803,864 1.1028 4,243 487,941] 265.797, 93,912| 285,304) 68,480] 1.1243) 124 
© SM, 1953. 


0092) 123 


| | | | | | | | 
Coshocton . -0201 ° ° 37,749) 0163 1,198 3,852 12) «. O11) 6,853) 3,511) 301) , ol 0176) 88 


Before using these figures, see explanation page 1) 


Cleveland s CHIEF Station 
in Sells Ohio's Richest Market 


Get your share of more than five billion dollars effective 
Quvenee buying income in the 17 rich Ohio counties served by W]W! 


Akron & ar | 
¥ 
cial 


Elyna 


Chief Says ~~ CLEVELAQD’ STATION 


5000 W. BASIC ABC 


“WIW advertisers get WIW BUILOING CLEVELAND 15, ONIO 
fast sales results!” REPRESENTED MATIONMALLY OT H.R REPRESERTATIVES, tC 


SALES MANAGEMENT 


the PLAIN DEALER goes... 
Y 


whow the MONE 


Aad Cleveland’s money has been flowing in even bigger and better fashion into the 

retailer's coffers during 1952...according to Sales Management's new figures given 

below. The Plain Dealer influences a booming, compact market of over $5,000,000,000, 

for, in addition to being a household word in Cleveland...it also blankets the 

adjacent 26-county area, thus serving a double-rich, 2-for-1 market! Start some of 

this money flowing your way through the pages of the Cleveland Plain Dealer. 
(Cleveland) 26 Adjacent 
Cuyahoga Cy. County Area* 
Total RetailSales . . . . $1,803,864,000 $1,466,720,000 
| 487,941,000 376,096,000 
Gen. Merchandise Sales . 265,797,000 115,023,000 
DrugSales ..... 58,480,000 35,890,000 
Furn., Hsld., Radio Sales . 93,912,000 68,849,000 
Eff. Buying Income . . . 2,840,383,000 2,269,476,000 
* Akron, Canton, Youngstown not included Figures —Sales Management Survey, May, 1953 


yrreaeats 2 
wis” 


CLEVELAND =@0 em 


PLAIN DEALER 


Cleveland’s Home News paper 


Cresmer & Woodward, Ine., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


MAY 10, 1953 


7S CLEVELAND 


iw 


Represented by Headley-Reed Company 


° The ‘““SM"' symbols mart original, exclu- 
OH | O — (Continued) sive estimates by SALES MANAGEMENT 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/83 JM ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total bani- Y Per Per] Dollars Buying Qual- 
thou- zation of Cap- | Fam- ( Power __ ity 
sands) U % - S.A. ita ily 000 S.A P General _ Furn.- Auto- Quota In- 
of 000 Food Mise. | House- motive dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Alleveland 2) . 7396 1,857 6,270 o1, 708 75 360,483, 258,434 79,693 206,51! ii3 7537 
lakewood 0440 22 : 0706 2,371 7,414 6, O405 20,674 3,665 2,605 455; 3, 0563 
(Cleveland 

Heights 0384 3 0747 |2,869 9, 469) BAS 0341 26 , 386 592 3, . d 33 0553 
hast Cleveland 0262 7 0301 2,206 6,617 39,36 0241 12,227 548 777 . 2,173 0320 
Shaker Heights 20.5 O1R8 0495 3,807 12632 063 0172 9,992 242 76 ve 19 0337 
huchid yy. 204 { , 0472'2,371 8,492 7 0153 10,8 §27 ¢ . 57 0341 
Hedlord 0.4 0061 ¢ OO78 1,801 6,260) f 0003 , 167 296 »27 507 OO79 
Rocky River } 0074 3 i 0159/3, 184 10259 ‘ 0081 ), 677 2 < . 32% O119 


Darke 0271 . ‘ - .0226 1,228 4, , ° ° ‘ ° . .0259 
(ireenville 9.2 0059 0057 1,450 4 7 , , 256 5, 52 OOR6 
Deflance -0169 o : . -0160'1,317/4, . . ° é , ° .0167 
Defiance 7 0074 3.! 7, -0074)1,464.4 43 , 67 : l 5, g 0091 
Delaware .0197 , : uM, -0148 1,109 3, : ‘ ° ° ‘ ° 0167 
Delaware 2.2 0078 3.4 .0062 1,183 4 , O5E 76 003 62 : OORS 


Erie .0348 . ' ; 0419 1,776 5, » ‘ J ° . ; ° .0390 
Sandusk y 0193 9.6 5f 023901, 8265 : ,67 3, 3,235 5,7 7 0242 
Fairfleld .@340 ; ° . .0335 1,457 4, , ° A . ‘ " é -0316 
Lancaster 2 OLS 13 0174 1,625 5 ; , ii , 103 7,03 .0181 
Fayette 0146 . 26, 0114 1,154 3, : . 1, " 0132 
Washington 
Court House 10.9 0069 3.4 +543 OSS 1,242 3,98 186 3,97 2,079 975 3 35% 0082’ 119 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 Before using these figures, see explanation page 11 


Leading 200 Cities in the U. S. in 10 categories . . . pages 149 to 166 


SALES MANAGEMENT 


all business is local 


Retail sales in the Cleveland Metropolitan Market are greater than in 
any one of 20 different states. Food store sales amount to more than in 
any one of 24 states; drug store sales are higher than in any one of 22 
states. 


here's how local retailers sell this market: 


@ in the important FOOD classification—including local food chains and 
independents—the CLEVELAND NEWS is second year after year 
among Cleveland’s three daily newspapers. 

In the important DRUG classification— including local drug chains and 
independents—the CLEVELAND NEWS is second year after year 
among Cleveland's three daily newspapers. 


ote If retail stores in the Cleveland Market sell your product, 
whether it’s food, drugs, or any other commodity . . . do as 
FINAL your dealers in Cleveland do: Use The NEWS. It reaches 


* Curveranp News _ 
tens panes 10 GOOD 10 Wiss! 


Knock Out 
LATEST NEWS ee acer 


se Hamano OR» Sho No hates oe ee 


Operators Me oe 


an audience too good to miss! 


CLEVELAND [News 


KELLY-SMITH CO. 


National Representatives 


MAY 10, 1953 


FAST FACTS ON THE WBNS-COLUMBUS MARKET... 


30 WBNS is the No.1 
; RADIO STATION because... 


More people listen to WBNS Radio than any 

other station in Central Ohio! Popular local talent 

é combined with CBS network programming con- 
/ os) sistently treats listeners to the 20 top-rated pro- 
; grams day and night (PULSE). WBNS gives you 
an amazing low cost-per-listener, too! When Cen- 

tral Ohio is in your market, WBNS is your most 

effective medium. See John Blair for rates and 


ats ratings. 
ASK 


1952 POPULATION— JOHN BLAIR 


1,164,700 STRONG e 
> adie 


CBS for CENTRAL OHIO COLUMBUS, OHIO 


K TAIL SALES TOTALED $1 110.770,000 IN 1952 Source: NBC Research Dept. and S.M. 


. The ‘“‘SM"’ symbols mark origiral, exelu- 

OH | O — (Continued) . sive estimates by SALES MANAGEMENT. 
(Continued from page 510) Pop er 4 ; 7 | Pop is 
(in NUMBER OF OUTLETS | (in |_ NUMBER OF OUTLETS 


County jthous.) yy |}GM/FHR| A | D City County thous.)] F GM | FHR| A 


City | 


Steubenville Jefferson . 36.0 29) 27 12 | Washington 
Tiffin Seneca 19.6 | 23) 28 8 || Court House.. .Fayette |} 10.9 
Toledo Lucas 316.0) | 183) 148) 137 Wilmington... ...Clinton.... | 7.7 
Troy Miami 11.1 d 6| 10 5S | Wooster.. Wayne. 14.3 
Urbana Champaign | 8.5 ; 12) 15) 6 | Xenia... Greene. . | 13.9 
Van Wert Van Wert | 10.5 2] | 42) 19 4 | Youngstown Mahoning 171.2 
Warren Trumbull... | 52.4 10; 29) 39 20 || Zanesville ....Muskingum......} 41.6) 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 
SM ESTIMATES SM INCOME SM ING 

1/1/83 ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES | | | FIVE STORE GROUPS 
| Ur- | | | | (in thousands of dollars —add 000) 
CITIES % Fami- | bani- | —— a : Buying Quai- 
| ties | zation | | Power | ity 
% 000) . S.A. | General | Furn.- | Auto- Quota | In- 
000) | Mdse. | House- | motive | Drug | dex 

| | Radio | 


} } 


Franklin J - 156.4 87.8 R 4267 1,859 6,333 260, 3667) 3,825, 132,811 91,062 31,740, 100,703) 18,782 -3909) 118 
AColumbus : .2504) 116.6 405) 3125/1, 843/6, 221 543, 3324) | 116,287 90,517 30,556 97,772) 16,946 3061) 122 
Fulton . pl 7.8 13.7 974, .0146 1,302)4,356 d -0190 3,978 6,662 1,144) ¢ 6,373, 581 -0163; 98 
Gallia ¢ | d 6.5 31.6 a ° 784 3,016 ,671| 0096) 2,411 3,711 1,148 3,659 284 -0103; 65 
Gallipolis | 1.9 ‘ 0035 1,006 4,235 3,116) .0080 2,466 1,000 3,445 284 .0052, 102 


Geauga F3 ; : 7.8 453). ,479 5,443 , . 2,734 1,024 3,870) 352] .0167| 91 
Greene B 6) 3 18.3) 66.1 740! . ,609 5,286 , r ; 3,255 : 10,464) 1,774] 0389) 98 
Xenia : 0088, 4.3 9,7! 85 1,420.4,590] 29,270 " 2,632 8: 7,667) 655 0114) 130 
Guernsey FS A 0244) (11.4 38.3 ' ; 962 3,239] 31,562) . t 3,649 : 6,091, 663] .0186 76 
Cambridge 00904 4.9 06 0073 1,154 3,463 24,306 9} . 3,260 5,199) 464 0100; 106 


A and A See end of state for SM “Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well 


as IBM listings of data in the “Survey of Buying Power’, regrouped according to your 


sales territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, 


New York 16, N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


what they buy 


where they buy 
i | when they buy 


| 


in Columbus 


Here’s the very latest on buying habits, 
brand preferences, and the purchase plans 


of people in central Ohio’s key city — re- 


liable indicator for the entire 12-county 
Columbus market. Over 200 consumer items 
surveyed — Foods, Soaps, Toiletries, Bever- 
ages, Appliances, Automotive and General. 
Yearly comparisons, too. 

If you want to know what’s happening in 
the minds and to the buying habits of typical 


Americans, here’s how. 


Agencies and national manufacturers can obtain copies 


by writing the general advertising department. 


The Columbus Aisputch 


Ohio’s Greatest Home Newspaper 
National representatives: O MARA & ORMSBEE, Inc. 


New York Chicago Detroit Los Angeles San Francisco 


Ohio's "Good Morning” Newspaper 


National representatives: SCOLARO, MEEKER & SCOT New York, Philadelphia. 
Chicago, Detrou. DOYLE & HAWLEY Los Angeles, San Francisco 
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whiiams 


MARION 


1950 Net Effective Buying Income 


se In excess of $150 Million 


1 $75 Million to $149.9 Million 


ie $40 Million to $74.9 Million 


r 


E]s 5 Million to $39.9 Million 


Cities shown are those having net 
Elective Buying Income of $15 million 


and over 


Scale of Miles 


One inch Equals App 


sumotely SS Miles 


Copyright by 


Sales Moeagemnenl 


G 


SALES MANAGEMENT 


Total: 187,088 


Other: 20,675 


7: 41,278 


City Tone: 
125,135 


10, 


COMPARATIVI 


Total: 155,426 


Other. 9.026 


CIRCULATION 


Total: 147,880 
Other: 4,683 
R Tr. 7: 19,609 
City Zone: 
125,588 


SOO8 
CYiQra® 


. a 


It adds up! More and more national advertisers are 
recognizing Cincinnati as a morning-newspaper town 
Proof? More lines of national advertising are carried 
exclusively in the Daily Enquirer than in any 


other Cincinnati daily. (Source: Media Records. ) 


Represented by Moloney, Regan and Schmitt, Inc 


THE POST’S LEAD 


ABC CIRCULATION 9/30/'52 


CITY ZONE 


RETAIL TRADING 
LONE 


ALL OTHER 
TOTAL 


OHIO— 


COUNTIES 
CITIES 


Hamilton 
4Cincinnati 
Norwood 
Reading 
Lockland 

Hancock 
Findlay 
| Fostoria 

Hardin 
Kenton 


Harrison . 

Henry 
Napoleon 

Highland 
Hillsboro 


Hocking 
Logan 

Holmes 

Huron 
Norwalk 


jackson 

Jackson 
Joftersen 

Adteubenville 
Knox 

Mount Vernon 


D5 


TIMES- 
STAR 


123,588 


post 
124,419 
21,981 


9,026 
155,426 


19,609 
4,683 
147,880 


(Continued) 


CINCINNATI'S 

LARGEST 
EVENING 
NEWSPAPER 


IS 7,546 COPIES PER DAY 


77% of the Post’ 5 Circulation is Unduplicated Each Evening 


FOR ACTIVE CINCINNATIANS 


The Cincinnati Post 


ROBERT K. CHANDLER, Manager, General Advertising 


Represented by 


The General Advertising Department of Scripps-Howard Newspapers 


POPULATION 
SM | ESTIMATES 
1/1/53 


| 

| Ur- 
bani- 
zation 


| 
Total | % | Fami- 
(theu- of lies 
sands) |U. § 


4761) 235.1) 92.5 
-3276 
re 


O80 


EFFECTIVE BUYING 
JM | ESTIMATES 1982 


| | i 
| | 
Net 4 | Per | Per 
Dollars of | Cap- | Fam- 
(add =U. S.A.) ita | ily 
000) } | | 


-5611 1,740 5,540 
3823 1,724 5,369 
0284 1,838 5,546 
-0061/1,707 5,904 
0042 1,642 5,697 
-0301 1,541 4,792 
0173 1,642 5,342 


302,401 
887,422 
66,001 
14,170 
9,685 
69,961) 
40,065 


29, -0128 1 
0042 1 


021 3,376 
124 3,372 


0091 1,124 3,728 
-0123 1,273 4,192 
0033 1,405 4,293 
-0108 858 2,724 
0026 1,154 3,530 


-0081 

0034 1,: 
-0083 1, 
.0241 1, 


0066,1,479 4, 


0114 
0037 1, 
07181 
02941 
.0196 1 


OOR0 1 


932 3, 

302 3,905 
725 6.120 
893 6, 490) 
. 258 4,165) 
479 4.4 


Dollars 
(add 
090 


The “SM” symbols mark original, exclu- 
___sive estimates by SALES | MANAGEMENT. 


-5452| 3,793 


-0319, 3,579 
-0157, 2,918 
-0087 


-0157 


.0162 


0093 
-0065 
0258 
0136 
-0524 


0245 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
GLD estimates 


FIVE STORE GROUPS 
(in thousands of dollare—add 000) 


| General | Furn.- 


Food Mase. 


127,676} 
124,285 


225, 575 
4460 172,449] 
0270 | 12,595 
0090 574 
0074 | 2,319] 
11,885 


0250) | 9,208 


00092 


OOR2 


0072 
0076 


0102 0077) 


val 

0050) 119 
.0639| 104 
0300) 131 
1,462) 0218) 98 
1,002 0106) 133 


2,744 
0076 955) 
4,649) 


3,675} 


3,152 
0358 4,439 
3,817 


3,662 


3,673 


OLAS 


1 Fostoria is in Hancock, Seneca, and Wood Counties. 
A and A See end of state for SM Metropolitan County Areas. 


520 


1953. 
SALES MANAGEMENT 


Before using these figares, see explanation page 11 
© SM, 


FOR THE FIRST TIME 


A special staff spends more than two months in tabulating 4,000 questionnaires 


a consumer analysis survey of greater Cincinnati 


Now ready is the First Consumer Analysis of 284,786 
Greater Cincinnati households. Here are THIS year’s facts about 


how many Greater Cincinnati families buy your type of product 
how many of them buy your particular brand 

when and where they prefer to shop for groceries 

retail distribution by brands 

income and rental data 

home ownership 

travel and vacation plans 


All in all, there are the answers to more than 260 questions in seven 
broad classifications—food products, soaps and allied products, drugs 
and toiletries, beverages, homes and appliances, automotive, and 
general. 


For an accurate, up-to-the-minute picture of how your brand and 
your competitor’s brand are doing now in the important Greater 
Cincinnati market, write for a copy of the Consumer Analysis. Please 
address the Times-Star office nearest you. 


in cincinnati... it's the times-star >... 
NEW YORK 17: 60 E. 42nd St.; CHICAGO 1: 228 N. LoSolle St.; WEST COAST: Jehn E. Lutz Co., 435 N. Michigan Ave., (hiiago 1) 
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Surrounding Toledo is a market area of over 4 million people—who spend almost 
FIVE BILLION DOLLARS each year in retail purchases. This 36th market offers 
advertisers the RIGHT AVERAGE 


the perfect balance between industrial, white 


collar and agricultural purchasers—meets the most rigorous requirements neces- 
sary for a top TEST MARKET or regular SALES MARKET of constant, uninterrupted 
year round buying power. Toledo’s a market of SALES—and it’s SOLD on WSPD 
For 32 years, WSPD, Ohio’s Pioneer Station, has been a dialing habit of North-, 
western Ohio—every survey proves its superiority continues to grow. WSPD-TV 
only TV station in the area now gives advertisers a double impact on potential 
with PERFECT DQUBLE COVERAGE on sta 
Sell Toledo on WSPD and WSPD-TV 


buyers. Heré’s the perfect market 
tions that have helped build its prosperity 


because Toledo’s SOLD on them 


VM ) 


r oe ~ AM-TV 


Represented Nationally 
by KATZ 


Storer Broadcasting Company 


The “‘SM"’ symbols mark orig nal, exctu- 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


(Continued) 


POPULATION 
ESTIMATES 
1/1/53 


EFFECTIVE BUYING 


JM INCOME 


ESTIMATES 


RETAIL SALES 


JM 


1952 


1952 ESTIMATES 


COUNTIES FIVE STORE GROUPS 


Ur- in thousands of dollars add 000 


CITIES Total Fami-  bani- Net Per Per 


Lake 
Painesville 
Lawrence 
Ironton 
Licking 
Newark 
t 
Logan 
Bellefontaine 
Lorain 
Al orain 
& Abilyria 
Lucas 
ATloledo 


Map Code 


B2 


thou- 
sands 


Metropolitan Area 


s 


a 
a 


407.3 


6.0 


149) 
' 


U 


of 
S.A 


0535 


HOO 


0317 


O07 


0465 


033 
0205 
2592 
2011 


lies 
thou- 
sands of 


zation 

County 
56.7 
41.6 


52.3 


122.7 89.3 


05.8 


Dollars 
add 
000 


of Cap- Fan- 
U.S.A. ita ily 


746 5,962 
672 5,633 
124 4,036 
,346 4,433 
457 4,706 


675 5,157 


109 3,494 
346 4,106 
773 6,185 
RIS 6.941 
977 6 563 


574 


Dollars 
add 
000 


611 


General 


Food Mdse 


6.910 
5,802 


3,229 


031 


61 


801 
12,252 
5,575 
6,145 
69,774 


4 


Auto- 
motive 


Furn.- 
House- 
Radio 


.374 


10.908 


99,732 


4, 

2 0O8 
1,449 
15, 103 


14,365 


Buying Qual- 

Power ity 

Quota In- 
dex 


108 
147 
79 


0191 
-1103 

i4l4 
3195 


2596 


\ See end of state for SM Metropolitan County Areas “ SM 


A and 
522 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


Here are 11 ways in which 
Toledo newspapers provide 


LOCAL SUPPORT 


and cooperation to national advertisers... 


Teee Grocery Inventory—a continuous audit 
of a panel of stores which provides accurate and cur- 
rent sales data on a wide variety of branded grocery 
items monthly. 


2... Tie-in Advertising—The Blade will vig- 


orously solicit tie-in advertising at the local level. 


3... Market data—almost any form of mar- 
ket data is available or will be individually prepared 
on request. 


4... Distribution checks—made on 


request 
prior to a campaign. 


5... Result checks—. follow-up at the com- 
pletion of the campaign, including personal interviews. 


6...Personal assistance—The Blade will 
provide letters of introduction and other personal 


Printed information giving 


assistance to visiting representatives. Personal calls 
on the trade if requested. 


7 wee Reprints and Schedules—reprints of 
national ads along with the local schedule will be 
cheerfully sent to the trade. 


8... Bulletin Service—a weekly mailing to 
grocers and druggists. 

9...Group Presentations — talks, films, 
slides, and easel presentations will readily be made 
to sales groups. 


10... Letters and Cards—mailed to trade on 
request. 


hoe. Photographs— pictures will be taken of 
special displays. 


FACTS and FIGURES on the Toledo Market 


Market Maps— map folder of Toledo’s Retail Trad- 

ing Zone with a wealth of marketing information, including 
dollar sales in leading retail categories, population of 
cities, counties and towns in the area, income, and news- 
paper coverage. Much of this data is also included for all 
of Ohio’s eight major markets. 


Census Tract Map—a detailed map of Toledo, broken 
up into census tracts. Much information from the 1950 
census, including rental values for each census tract and 
major shopping areas, is provided. A revised edition of this 
map, with up-to-the-minute data, will soon be available. 


City Map—a complete indexed map and street guide of 
the City of Toledo. 


Grocery Route List—routes and sales areas of all 
grocery outlets in Toledo and the 14-county Retail Trad- 
ing Zone. Pertinent data on the marketing area are also 
included. 


Drug Store Route List—a booklet covering routes 
and sales areas for the drug outlets in Toledo and 14 
counties in Ohio and Michigan. Included are names and 
addresses of drug stores along with data on wholesalers 
and chains. 


Liquor Route List—a book giving routes and sales 
areas in Toledo and 18 other counties in northwestern 


Ohio. Data includes names, addresses, and type of permit 
held by each outlet. 


TOLEDO 22, 


BLADE - TOLEDO Yornng 


Liquor Influence Study—a detailed study of the ac- 
tual influence of each of Ohio’s newspapers on liquor sales 


in the state. 


Liquor Consumer Survey—a study based on person- 


al interviews showing how much the purchasers of liquor 
know about the product they buy. 


**Qhio’s Best Beer Markets??—an annual analysis 


of the beer market in each of Ohio’s eight largest counties. 


Beer Sales Reports—a monthly summary of beer 
sales by brand within Lucas County. 


Beer Outlet Route List—a book covering routes and 
sales areas for all beer outlets in Toledo and Lucas county. 


You may be interested in this .. . 
“‘TRY TESTING TOLEDO’’ 


A booklet describing the characteristics of a 
good test market, as determined by Sales Man- 
agement with the help of executives of 162 
advertising agencies, and explaining how well 
Toledo fits these qualifications. Sales Manage- 
ment, in its issue of November 10, 1952, ranks 
the Toledo Standard Metropolitan Area 8th in 
the nation ineffective buying income per capita. 


TIMES 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, | —— 
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in Youngstown 


WFEMJ 


OH | O — (Continued) 


COUNTIES 
CITIES 


POPULATION 


SA 


ESTIMATES 
1/1/63 


Ur- 
bani- 
zation 


Fami- 

of | ties 
thou- 
sands of 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1952 


% | Per | Per 
of |Cap- Fam- 
-$.A) ita | ily 


Dollars 


(add 
000 


——<——— 


Sells Merchandise 


NBC and bright Local Programs, 
AP and UP News, with Local News 


from the Youngstown Vindicator 


The “‘SM"’ symbols mark original, exclu- 


RETAIL SALES-—-1952 


JSM 


ESTIMATES 
FIVE STORE GROUPS 


(in thousands of dollars— add 000) 


| General | Furn.- | Auto- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 
ee 
Buying |Quai- 
Power | ity 
Quota | In- 


Metropolitan Area 


Food | Mdse. | House- 
} i Radio 
-0116 1,183 4,477 
.00311,346 4,543 
.2047 1,809 6,519 
. 1384 1,876 6,833 


motive 
Couniy | | 


Madison 
London 


-0144 6.0) 23.4 
.0084 1.6 
1672 72.9) 82.8 
1089 47.0 
0326 18.7 67.7 
0221 10.7 


5,579 1,217 
2,300| 29| 414 
77,133 14,322 
63,909 13,090 
.0340 1,541 5,025 | 14,437) 3,049) 
0238 1,591 5, 160 , | a 38 | 2,726) 
A 
0267 |1 464 4,812 ‘ 0278) 10,587) | 1,622! 
0035 1,553) 4,843 3,190 550! 
0088} 872 3,002 4,083 470| 
“0171 1,378 4,849] 6,132 1,344) 7,128) 442 
0089 1,523/4,993 679) 4,819) 280 
-0455 1,658 5,353 3,031, 13,601] 1,728 
.0130' 1,658 5,029 1,601 6,079! 812 
0091/1,910 5,889 294). ‘ 733} 2,312) 617 
1,021 81 


0036) 607 2,088) __7.241/ 0048 1.684 1,450! 1,098) 284 
Before using these figures, see explanation page 1 
© SM, 1956 


5,855) 
3,832 
49,815 
48,739 
10,847) 
10,048) 


12.9 32.3 
5.8 1.7 
23.4) 6.8 30.6 
28.9 8.2) 20.1 
5.9) 1.8 


| 
7,887) 
4,391 
3,452, 434 


19.7, 61.2 
18.2 


0116) 6.0 
11.1 0071 3.6 
, F 6 14.8 .0094 4.3 
> 


2 Youngstown is in Mahoning and Trumbull Counties. 
A and A See end of state for SM Metropolitan County Areas. 


WFMJ-TV 


SERVING AMERICA’S 30th 
MOST POPULOUS AREA 


BASIC 
NBC 


affiliate 


UNITED PRESS 
MOVIETONE NEWS 


STUDIO 
30’ x 50’ 


WFEMJ and WFMJ-TV, 101 W. Boardman St., Youngstown, Ohio 
or call HEADLEY-REED CO. for Availabilsties 


SALES MANAGEMENT 


Fact No. 1 


Fact No. 2 


MANUFACTURERS’ 
SALES BRANCHES’ 
SALES 


FOODs wa 


REtCHSE 


ae] 


FOODS 


ees 


Fact No. 3 


THE MEDIUM 


BIG FOOD FACTS 


About The 


YOUNGSTOWN MARKET 


Retail food sales of the Youngstown *metropolitan area for 
$1951 totaled $142,746,000, ranking 34th among those of 
all the nation’s metropolitan areas. Retail food sales in the 
city of Youngstown for +1951 amounted to $62,185,000, 
ranking 54th among those of all the nation’s corporate 
cities. This is higher than might be expected from Youngs- 
town’s 1950 census ranking of 57th in population nationally. 


Youngstown is strategically located close to a population 
of over 2,500,000 in twenty-one counties of Ohio, Pennsyl- 
vania and West Virginia. It is only two hours away to the 
most distant county, with numerous first-class highways 
providing quick delivery from warehouse to retailers’ 
shelves. National food manufacturers (such as H. J. Heinz 
Company, Standard Brands, Kraft, Swift, Armour, Cudahy, 
Carr-Consolidated Biscuit Company, National Biscuit Com- 
pany) maintain branch sales and warehouse facilities in 
Youngstown to service this convenient and _ profitable 
twenty-one-county wholesale market. 


Manufacturers’ food branches (with stocks) located in the 
Youngstown metropolitan area did a total sales volume in 
*1948 of $19,700,000. This volume was exceeded in Ohio 
only by the Cleveland, Cincinnati and Columbus metropoli- 
tan areas. 


Local business relies on local advertising to make selling 
effective. In Youngstown local business is served evenings 
and Sunday by one newspaper—the YOUNGSTOWN 
VINDICATOR. A single newspaper, a single campaign, 


at a single low cost, will do the job you need in this major 
food market. 


Houngstown Vindicator 


KELLY-SMITH CO., National Representatives 


MAY 10, 1953 


Source: Department of Commerce 


tSales Management’ 1952 Survey of Buying Power 


NO W— Ohio's ninth largest trading area has TV! 
 —_ / check the Zanesville market 


the only TV station in Southeastern Ohio 
7: isolated from all other major markets 
city zone population of 50,000 


“ Janesv Ohio 166,000 families in WHIZ-TV area 
990,000 population in WHIZ-TV area 
1952 retail sales of $479,000,000 


represented nationally by 
John E. Pearson TV, Inc. 


. The “SM” bol k « I, | 
6) H | @) ae (Continued) she oinae a SALES nee ae 


SALES AND 
POPULATION EFFECTIVE Spee RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCO ING 
1/1/53 JM ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES 
CITIES 


FIVE STORE GROUPS i oe 


Ur- in thousands of dollars —add 000) 
Total ‘ Fami-  bani- Per Per 


thou- of lies zation of  Cap- Fam- é - 7 ae 
sands) U.S.A. (thou- d S.A. ita | ily S.A) P General | Furn.- | Auto- 


sands of Food Mdse. | House- | motive | Drug 
County i | Radio | 


Buying Quai- 


Metropolitan Area 


124.1, 84.3 815,276 .3512 1,926 6,570 516,333 . ; 127 , 288 75,004 25,337, 82,704 18,41 
ADayton 2! ;' 75 186,668 .2097/1,9106,420] 433,298 98,217} 73,771) 22,207 aa espn 
Morgan : P 10,330 . 813 2,583 9,092, . 5 1,902 492 195 1, 714| 164 
Morrow ‘ . 18,231 — ,036 3,575 11,838 =. ° 2,726 239 1, 958! 162 
Muskingum : ; 108,089 . 428 4,741 71,080 . . 16,823 6,389 ; 15, 099) 2,195 
A Zanesville 265 64, 862 279'1,5594,989] 58,927) .0360 13,670} 5,387 ; 12, o44| 2,005] .0301, 114 


~ 
NN 


Montgomery 


Noble ‘ ° 4 9,272 . 813 2, 5.815 . . . 0045 63 
Ottawa , ‘ ; 47,688 ,553 5, 28,297, . ¢ . , 420) ° 99 
Paulding . J 17,759 168 3, 10,110 — ° ° . ° 73 


Perry ‘ . ; 29,937. 036 3, 19,789 
Pickaway , ‘ : 33,388. 1244, 27,380 

Circleville x 57 11,192 258 3,997 16,831 
Pike ° 19,743 .0085 1,109 4, 8,361 


Portage . ‘ . ’ 92,538 .0399 1.3614, 
Ravenna-Kent ¢ 148 2 I, 343 0144:1,431 
Ravenna } 0067 , 15,679 0068 1,47 
Kent 2.7 OOS 1 ; 17,6 OO76 1,3 

Preble 28. -0180 . ‘ 0156 1, 

Putnam 25. 0161 ‘ , 0130 1, 


Richland . J » . .0732 1, y 103 ,871 
Mansfield } 0293 } - 0379 1,910 6, 76,843 
Shelby OO53 7 5,75 0068 1,876 5, 13,828 
Ross -0357 . ° . -0289 1,198 4, 45,153 
Chillicothe 22.6 .O0144 7 33,42 0144 1,479 4,643 36,281 
Sandusky -0282 ’ , . -0282 1,479 4, 50,814 


Fremont 7 O19 5.8 wit 01161, 568 4,87 


Scioto . ‘ ; : 0549 1,478 5, , d , t ; 4,364 717) 1,81 
Portamouth 2 0272 13.5 mts 0294 1,593 5,125 59, 0F 0361 | 8,21% 4,124 ae 1,675 
Seneca ° ° 8 . . -0381 1,625 5,585) e -0340 3, ° . 2,749 : 1,315 
Tiffin f 25 f 33,496 0144.1,709 5,677 26,100 0160 AT 2, 1,576 5,7 656 

1 Fostoria 7 ' { 27 ,092 O117 1,843 6,020 19,196 O117 24 mr 905 451 

‘ .0160 1,273 4,408 29,300 .0179 3, . ’ 1,374 371) 631 
Sidney ( ? 3 72 0072 1,405 4,400 19,038 0116 5, 2,2 1,044 442) 546 


.2246 1, 062 323,480, .1977 3, 82, . 20,663 & 7,570 
& ACanton 9.2 O758 209 , 673 0903 1,759 5,808 181,356 1109 44,600 22,§ 13, 100 24,5. 4,503 
| Massilon ; O107 9.2 53,47! 0230 1,725 5,813 47,424 0291 13,230 ,823 2,367 477) HOR 

Alliance 27.4 O74 8.3 27 W202 1,7 5,642 39,920 0244 9,290 3,546 571 955 


1 Fostoria is in Hancock, Seneca, and Wood Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas © SM, 


526 SALES MANAGEMENT 


advertising dollars 


x 
produce 43. 


MORE SALES 


in the 
Canton, Ohio 


REPOSITORY 


54839 


CANTON 


\ ANNUAL AVERAGE 
$3382 = |\ TAMILY 
NATIONAL 


ANNUAL AVERAGE 
SALES PER 
FAMILY 

_ 


es 


Y YY, 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


Families in Canton, Ohio spend an additional 
$1457.00, or 43% more than the national average 
on all classes of merchandise. Consequently, 
the advertising dollar you invest in The Canton 
Repository reaches a market 43% richer than the 
average. On a cost-per-sale basis, then, every 
advertising dollar invested in The Canton 
Repository does 43% more work. By the same 
token, it costs 43% less to secure national 
average sales through Canton’s only daily news- 
paper—The Canton Repository. Get 43% 

more for your advertising dollars—be sure your 
schedule includes The Canton Repository: 

100% city zone coverage; 98.8% home delivered. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 


MAY 10, 1953 


METROPOLITAN AREA 


Television 


YOUNGSTOWN, OHIO 


A GREAT MARKET 


WKBN has the 
radio audience is 


Year after year is now a well established 


greatest share of 

Youngstown. 
MORNING 42.6 
AFTERNOON 41.8 
EVENING 48.5 


C. E. Hooper inc. Dec.-Jan 


WKBN 


$000 watts 570 ke. 
represented by Raymer 


source 


1953 


CBs 


POPULATION: 
542,600 
RETAIL SALES: 
$565,948,000 
EFFECTIVE BUYING INCOME: 


$935,864,000 


source: SM Survey of Buying Power 1953 


market 
with 


WKBN-TV 


channel 27 
producing local studio programs 
and affiliated with 
CBs ABC 
DuMont 


represented by Raymer 


advertising medium in the Youngstown 


OH | O — (Continued) 


POPULATION 


COUNTIES 


CITIES 
of lies 
S.A. 


Summit 2726 
AAkron 1801 R4 
Barberton O188 
Cuyahoga Falls 

Trumbull 
Warren 


0206 
. 1057 
0333 
Niles Ot 
2 & Youngstown 
Tuscarawas 0453 
New 
Philadelphia 
Dover 
Union 
Van Wert 
Van Wert 


0085 
0064 
0133 
0174 


(067 


-0067 
0261 
OO3S1 
0280 
0104 


Vinton 

Warren 
Lebanon 

Washington 
Marietta 


127. 


ESTIMATES 
JM 1/1/53 


Fami- 


thou- 
sands) 


0 


9 


ME 
BY) ESTIMATES 1962 


EFFECTIVE BUYING 
INcCO 


% Per Per | Dollars 
of Cap- Fam- add 
-S.A.) ita | ily 


-3463 1,876 6,330 485.875 
2308 1,803 6,310 ’ 671 
0234 1,843 6,322 35,723 
0308 2,211 7,362 30,819 
.1271 1,776 6, 263 
0424 1,876 6,383 5, 504 
0136 1,809 6, .327 


0399 1,302 4, 


0079 1,376 4,256 
0057 '1,317 4,156 
0098 1,095 3, 
0159 1,346 4, 
0066 1,450 4,3! 


-0030 666 2, 
-0243 1,376 4, 
0032 1,523 4 
0196 1,036 3, 


OURS 1,257 3,942 


0211 
OORS 
0218 


0166 


RETAIL SALES — 1952 


JM 


ESTIMATES 
FIVE STORE GROUPS 
in thousands of dollars--add 000) 


Auto- 
motive Drug 
| 


| | 

General | Furn.- | 

Food Mdse. | House- | 
Radio | 


92,457) 13,038) 
74,320) 10,507 
6,848 1,148) 
7,742 792 
25,825, 3,282 
14,818) 2,155) 
3,312 425) 


21,389) 
17,247} 
1,696 
1,286 
7,247| 
4,696) 

853) 


129,012) 
100, 157 9,788] 
10,598 , 558) 
10, 686 481 
43,915 
23,742| 
5,910} 


74,476, 


13,036 1,707 
3,260 593 
5,309) 358 
3.178, 353 
5,578 565 
4,256, 384 


413 72 
; 5,010 750 
224 ‘ } 3,190 291 
,021 ° 121) 6,110 778 


SALES AND” 
ADVERTIS- 


ING 
CONTROLS 


Buying lquar 
Power | ity 
Quota | In- 


dex 


- 3168) 
2227] 
0220 

0252) 


1124) 
0437 


0124) 


,560 6 ; } 5,636 694 
| 


0388 

0091 
0168 
0389 


Wayne 
W ooster 
Williams A2 
Woed B83 
Bowling Green 


0354 1,346 4, 
OOR87 1.4204 
.0138 1,213 3, 
0351 1,332 4,684 11,410 
0059 1,139 5,302 19,319 J 2,939 3,689 
1 Fostoria } 


10,729 1,433 
6,004 850) 
4,731) 582 


0080) 104 


© SM, 1953 


Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas 


Fostoria is in Hancock, Seneca, and Wood Counties 
? Youngstown is in Mahoning and Trumbull Counties. 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 
The exclusive estimates of population, Effective Buying Income, retail sales, buying power 
quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC. 


SALES MANAGEMENT 


A rich $990 million 
market where its 
sole newspaper gives 
you 995% coverage 


at one low cost! 


. 7 AKRON 
wwe sees / BEACON JOURNAL 


the ideal test city 


for new products, JOHN S. KNIGHT, STORY, BROOKS & FINLEY, 
PUBLISHER agi REPRESENTATIVES 


<a it 


ik; WEEE 1 23 


new ad plans! 


MAY 10, 1953 


MORE JOBS a. 
Employment at all-time high BUS 
of 651,000 

MORE MONEY sf t aa 
Buying income now up to ‘ 


$7,495,37 1,000.00 reaches 


MORE PEOPLE ; 
Boosts WGAR's market to Fi MORE LISTENERS 


4,517,900 persons 


MORE CONVENTIONS * MORE OFTEN 


Will bring $15 million extra 


spending in 1953 MORE QUICKLY 
MORE EFFECTIVELY ! 


stile, ; : 
RADIO . . . AMERICA’S GREATEST WGAR Clevelond - 50,000 warts - CBS = ©) % Represented Nationally by The Henry !. Christal Co. 
ADVERTISING MEDIUM 7) EASTERN OFFICE. 665 FIFTH AVE, NEW YORK CITY wy In Canada by Radio Time Sales, Lid. Toronto. 


Wen dsJ 


° The “$M symbols mark original, "exclu 
@) H | ©) —_— (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
' 


— ING 
J] ESTIMATES-—-1952 @D ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
| Ur- | (in thousands of doliars - add 000) | 
CITIES : Total % Fami- | bani- Net Q% Per Per | / ty | ora a Buying |Quai- 
thou- | of lies |zation| Dollars | of | Cap-| Fam- i 
sands) U.S.A. (thou- | add =U. S.A. ita | ily . SA. General | Furn.- Auto- 
sands) | of 000) | | Food Mdse. House- motive Drug 
‘County’ | } Radio 


Wyandot.. ae .0129 6.0 38.7 24,510 .0106 1,213 nen 17,221 .0105 2, 3,983 598 866 3,502 400 
Total Above 
Cities 4,720.5) 3.0040 1,431.4 8,654,894 3.7286 1,833 6,046] 7,041,491 4.3046 1,733,435 970,121 385,666 1,262,771 204,962 


State Total 8,217.5) 5.2287 2,435.0 70.2 113,763,382 5.9296 1,675 5,652| 8,970,090 5.4839 3,684 2,284,987 1,043,614 452,252 1,552,569 246, 148 


Per Capita Sales “ 1,092 ve 278 127 55 189 30) 
Per Family Sales 3,684 938 429 186 638 101 


OHIO— @&D Metropolitan County Areas 


Canton 1886) 86.0 71.2 521,368) .2246)1,759\6,062] 323, 400) 1977 3,761) 82,361) 33,721) 20,663) 52,248) 7,570) 2084) 111 


22 . 

Cincinnati 29) . -5924) 291.6) 91.1) 1,614,389! .6954)1,734)5,536] 1,035,997) .6333 3,553) 276,211, 137,420) 61,651) 162,652) 31,371 -6561, 111 
30) 
33 


Akron 1 . -2726) 127.0) 85.9 803,866| .3463/1,876 6,330] 485,775! .2971| 3,826/ a 74,476; 21,369) 92,457] 13,038 ~ 3168] 116 


Cleveland -9617| 449.7) 96.0) 2,987, 037/ 1.2869|1,976/8,642] 1,887,482) 1.1539, 4,197 512,106 272,707' 96,286 299,765 60,568] 1.1819 123 
Columbus -3390' 156.4 87.8 990.475; .4267 1,859)5,333] 698,260 .3657 3,825 132.811 91,062 31,740 100,703 18,782 -3909 115, 


@ SM, 1953 Before us ng these figures, see explanation page 11. 


Sales Management's exclusive “Pictographs” on income and retail and store group sales 


appear on pages 97 to 112 


SALES MANAGEMENT 


} 


WZ (0 shit "W . Miipetsr, ase 


« 7 a * 
Z iS more effective buying income 


than any one of mein 


23 States 


EAST SOUTH 
CLEVEJAND EUCLID 


CLEVELAND 
HEIGHTS UNIVERSITY 


There is only ONE daily paper that 
adequately covers this wealthy area 


The Cleveland Press 


MAY 10, 1953 


: 
<a ‘ 


Mes 


"enfjoy™. 
PORFECT RESULTS 
under 


EXCEPTIONAL CONDITIONS 
in the 


“DAYTON MARKET 


100% coverage of Ohio’s highest paid workers in the heart of the rich, 
sdles producing Miami Valley is an exceptional condition for any advertiser in ay 
market. Yet that is the Dayton story in a nutshell! 
in 1952 Dayton workers led every Ohio city in earning power. In fact, other Ohio- 
cities trailed Dayton folks by as much as $13.34 per worker per week. 
Rate Ohio's cities by average weekly earnings and Dayton tops the list. 
Complete newspaper coverage of every home is the other part of Dayton’s 
exceptional story. ° 
Your schedble in Dayton newspapers reaches 215,000 homes in a mornings 
evening combination producing profitable, repeat sales results. 
3 


ONIO CITIES 1952 AVERAGE WEEKLY INDUSTRIAL PAY! 
, Dayton, $83.55 
Cleveland, $81.39 Youngstown, $78.79 
Toledo, $79.47 Columbus, $70.32 
Akron, $79.26 Cincinnati, $70.21 


THE DAYTON DAILY NEWS 
Evening and Sunday 


THE DAYTON JOURNAL. nenaid 
+ Morning except Sunday 


OHIO— Metropolitan County Areas (Continued) 
SALES AND 


on ween - rene SS BUYING RETAIL SALES—1952 — 
has AT IN 
JSM JM ESTIMATES 1952 ESTIMATES CONTROLS 


| | FIVE STORE GROUPS 
Ur- | in thousands of dollars —add 000) 
Fami- | bani- % Per | Per é % : Rat, _____] Buying |Qual- 
of lies | zation of Cap- | Fam- | Power | ity 
. 8. A.) (thou- % ( . S.A.) ita | lly U.S.A. General Furn.- Auto- Quota | In- 
sands of 000 | Mdse. | House- | motive | Drug dex 
County . 


Metropolitan Area 


Dayton 80.7 912,016 .3929 1,871.6,405 b d j ’ 78,259 ; 93,168 20,189 
Hamilton- | 

Middletown , 8) 70.6 269,662, .11621,7426,157] 171,431) . t A 11,838 : 29,183 4,218 
Lima 79 d 5 60.9 147,882, .0637 1,609 5,378] 110,139 . ' . 14,625 ; 18,102) 2,560) 
Lorain-Elyria, a d 0) 69.3 278,333. + .1199 1,773.6,185} 165,927, . 687) A 12,252 : 26,674 4,623 
Springfield " d 7) 73.7 195,595) .0843 1,6925,637) 128,885) . A t 13,798 ; 23,821, 4,004 
Toledo . . .7 89.3 805,232, .34691,9776,563) 513,611 . ; 125,454 69,774 ; 99,732 15,103 
Wheeling- | 
Steubenville ' e 8) 60.6 618,303 .22341,4825,193] 290.276 . 2,909 86,570 30,777 : 43,470 6,807) -2094 94 


— 
~“ 


© SM, 1953. Before using these figures, see explanation page 11. 


TWO TOP QUALITY MARKETS ON YOUR OHIO LIST 
1671 CITY IN OHIO 18TH CITY IN QHIQ 


NET SPENDABLE INCOME NET SPENDABLE INCOME 


$97,524,000 $87,860,000 
LORAIN con =| MANSFIELD coun” 


, Lorain hos 45% of the B... $165 ,927,000 Mansfield has 74% of the County’s $103,871,000 
retail sales. retail sales. 


THE LORAIN JOURNAL MANSFIELD NEWS JOURNAL 


National Representatives, National Representatives, 
Shannon & Associates. Shannon & Associates. 


SALES MANAGEMENT 


... for three decades, the great audience and fine 
facilities of WLW, the nation’s most merchan- 
dise-able station, have afforded advertisers sales 
depth unavailable anywhere else. Additionally, 
the WLW-Television stations in Cincinnati, 
Dayton and Columbus offer advertisers this same 
leadership. For the finest facilities, greatest cir- 
culation and market dominance, buy the WLW 


stations—best buy... year after year. 


The Nation's Most Merchandise-able Stations —- WLW « WLW-T « WLW-D « WLW-C 
Exclusive Sales Offices: Cincinnati, Dayton, Columbus, New York, Chicago, Hollywood 


MAY 10, 1953 


OHI O— @&D> Metropolitan County Areas (Continued) 


7 


Total | % 
(thou- of 
sands) |U. S. A. 


Youngstown. . 

AManefield . .. 
Portsmouth 

* Zanesville 


453 


0649 
0482 


75.7 


OKLAHOMA— Counties and Cities — 


Oklahoma state map—page 536 


TION 
y ESTIMATES 


Fami- | 
lies 
thou- 


152.2 70.8 
28.2 64.1 
25.0, 53.3 
22.8 54.4 


JM 


Ay les Flea 
ESTIMATES 1952 


Net % | Per | Per 
Dol'ars of | Cap- | Fam- 
add =U. SL A) ita | ily 
000 ' 


935,864, .40321,725'6, 149 
169,963, .07321,776\6 027 
127,637, .0649'1,478,5,101 


108,089) 0466 1 ,428'4,741 


p. 228; Louisiana, p. 


-3458, 3,718) 153,858 
-0635, 3,683, 22,521 
-0442) 2,889) 
71,080 .0435) 3,118 


103 ,871 
72,215 


(Other West South Central States: Arkansas, 
362; Texas, p. 600.) 


RETAIL SALES —1952 
@D ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars —add 000) 


Furn.- | Auto- | 
House- | motive 
Radio 


General 
Food Mdse. 
| } 
62. 3 
13,376 | 
8, ™ 
6,389 


30,067 
5,891 
4,364) 
4,765 


17,695 
12,717 
15,099 


19,106 
16,823 


Pop. 


Drug 


98,524, 12,702 


2,267 
1,810 
2,195 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power ity 
Quota | In- 

ex 


108 
WI 
94 
96 


Pop 


> (in NUMBER OF OUTLE 


(in NUMBER OF OUTLET 


City 


Ada 
Altus 
Alva. . 
Ardmore. 


Bartlesville. . 
Blackwell... 


Chickasha 
Clinton 


Duncan. 
Durant.... 


Guthrie. . . 
Guymon. 


Adair 
Alfalfa 
Atoka 


Beaver 

Beckham 
Elk City 

Blaine 


Bryan 
Durant 

Caddo 

Canadian 
El Reno 


Carter 
Ardmore 

Cherokee 

Choctaw 


Cimarron 
Cleveland 
Norman 


Coal 


Comanche 
Lawton 

Cotton 

Craig 


Creek 
Sapulpa 

Custer 
Clinton 

Delaware 


Dewey 

Ellis 

Garfield 
Enid 


Crvin 
Pauls Valley 
Grady.. 
Chickasha 
Grant 


© SM, 1953. 


County 


Pontotoc. .. . 


. Jackson . 


Woods. . 
Carter. 
Washington. . 
Ray... 
Grady. 
Custer 
Payne... 
Stephens 
Bryan..... 
Canadian 
Beckham 
Garfield . 
Logan.... 


Texas. 


thous.) 


16.0} 
9.7 
6.7 

18.9 

20.0} 
94 

16.3 
7.6) 
8.8 

17.3 

10.2 

11.2 
8.3 

37.8 
9.9 


10. 1| 17.7 
7.6 42.9 


GM 


FHR A 


11 23 26 
19 
15} 
36 
26 
15) 
32| 
19 
18 
35 
24 
17 
20 
48 
17 

8 


0027, 4181568] 


0049 1,096 3,420 
0035, 587 2,1 


.0044 1,389/4, 

.0118 1,220 3,88 
0050) 1,412 4,341 
sat ons 3,382) 


0082 678)2,322 
.0039) 892'2, 844 
.0139| 927 3,201 
.0142/1,266 4,330 
0068) 1401/4, 128 


po 3,642 
.0007/1,197 3,592 
.0044| 531 2,049 
0044) 620 1,886 
| | 
.0034|1,593 5,688 
.0193| 991 3,963 
.0140 1,072)4, 465 
.0018| 684 2,216 


-0321 1,213 4,407 
0268 1, 486/4,753 


City 


Lawton 
McAlester 
Miami... 
Muskogee 
Norman.. . 


Oklahoma City 


Okmulgee 
Pauls Valley .. 
Ponca City 
Sapulpa. 
Seminole . 
Shawnee. 
Stillwater... 
Tulsa 
Woodward.... 


5,098 
10,330 
6,756! 


« RGRTR. c0e 


.Cleveland..... 
.Oklahoma 


. Garvin. .. 


County thous.) > | GM 
41.9) 
18.3 
11.9 
38.6) 
30.4 

254.6 
18.6 

7.0) 
21.0) 
13.0} 
12.4 
27.5 
20.9) 

211.3 

6.1 


Comanche. 
Pittsburg. . 


Muskogee 


Okmulgee. . 


a 
Creek 
Seminole 
Pottawatomie 


194 
245 


1,484, 
2,590 


14,171 
13,641 


6,550 
4,212 
6,985 
5,845 
1, 223 


FHR 
21 
19 
13 
28) 
15} 

140) 
16) 
11) 
14 
12 


814 
355 


A 


Before ‘using these figures, see explanation page ll. 
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SALES MANAGEMENT 


JUST RELEASED! In newest market retcritae Wa a oc Company Says: 


WKY Now Serves WKY Now Serves 


ht 261,280 


Families in Daytime Families at Nighttime 


Newest WKY station coverage data just released 
by A. © Nielsen Company Marketing Research, Chicago 


WEEKLY 
Depth of No. of WKY CIRCULATION Total Homes| Radio Homes 


Coverage | Counties} Daytime Nighttime in Area in Area There are 665,620 Radio 

Homes in Oklahoma... 

75-100% | 30 | 262,190| 226,870) 296,200 | 290,940 Yes, only 2.2% less than All 
- Oklahoma Homes have at 


50-100°%| 42 | 312,210) 265,200 | 386,300 | 379,370 a _ set! All facts add 
up to this: 
25-100° | 61 | 337,990) 281,280) 495,900 | 486,060 


10-100% | 68 | 340,060] 281,280| 513,100 | 503,090 a ee 


RADIO ADVERTISING 
Worciccy 
NIELSEN) COPYRIGHT A. C. NIELSEN CO., JAN. 1953 MEDIUM IN OKLAHOMA! 


[COVERAGE | 
KSERVICEY 


' 4 AD | Affiliated with WKY-TV 
THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 
9 3 ON YOUR N BC THE FARMER-STOCKMAN 
DIAL Oklahoma City, Okla. 


See The Katz Agency 
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Manufacturers are finding 
it more economical to 
monufacture products in 


Oklahoma ond ship not 


INCOME 
only to the immediate PAYMENTS 
crea (500 mile radius) 
but to the Rocky Mountain $50 
and West Coast Areas a 

BILLION 


Serve the 
Southwest, Midwest, 
South and West 
FROM OKLAHOMA 


Located within a 500 mile radius of 


RETAIL SALES 
$34 
BILLION 


For a special report 
on Oklahoma's Strategic 
Market, write... 


central Oklahoma are 37 million 
people with annual income payments 
of $50 billion dollars (1951) and bank 
deposits of over $33 billion dollars. An 
abundant supply of natural resources 
provides industry with low cost fuel 
(natural gas, coal and petroleum 
products), economical power and raw 
materials. Oklahoma manufactured 
products made by young skilled, will- 
ing to work labor, shipped by fast 
transportation services are found 
in all major markets. These same 
advantages await you . 


Oklahoma... TODAY! 


. . Investigate 


Write — Czar Langston, Director 
State Capitol Bidg 
Otlchome City, Otle 


t BANK DEPOSITS 
$33 
BILLION 


<a 


POPULATION . 4 
a ES 
MILLION 


tony JIN OKLAHOMA 
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OKLAHOMA — (Continued) ; “The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


‘ SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 @D ESTIMATES. 1962 GD ESTIMATES CONTROLS 
COUNTIES 4 3 FIVE STORE GROUPS 
: in thousands of dollars-—-add 000) 
CITIES Z Net % Per | Per : Buying Qual- 


ty - 

Doliars of | Cap- | Fam- of | Power | ity 
add §6U. S.A. ita | ily S.A. General Furn.- Auto- 
000, Food Mase. House- motive 

Radio 


10,350 .0045, 9892.3,044 ; : 
9,106} .0039 1,153.3, ’ ; . y 295, 2, .0046| 
7,721; .0033/1,266 4,289 106}. , ; ; .0037) 


| 8,504 .0037 644 2,577) . d J ¢ -0045 
Hughes ; 8) 30. .0060| 700|2,403 j : 376, 3, : ; 0081) 
See Seminole | | | 
Wewoka | | | 
Holdenville } | | 
Jackson Oo . . ° 21,4765, .0092 1,074 3,464 ° -0141 x : d ’ -0113, 
Altus 7| 3.3 10,849} .0047|1, 11813, 288 t 0113 3,85 56 ; 39% .0070 


Jeflerson , A . - 8,826 .0038 825)2,847 A -0049 2, -0048 
Johnston y ° A 5,761, .0025, 5542,058 ° -0020| 1, ° | -0031 
Kay Yy -0323 ° ‘ 77,927, .0336 1,534 4,840) ’ -0316 3,204 ° ° -0327 
Ponea City ‘ 0134 g 38,703 .0167)1,843'5,609 0186 | 4 746 ’ 0166 
Black well .0060 3 645 0063) 1, 558)4,724 0080 , 3,436 0068) 

| 


Kingfisher ‘ J -0082 J ; -0060 1 ,084,3,4 } -0102 
Kiowa e -0120 . ° , 0084 1028/3, A 0125 
Latimer -5| .0060 . ‘ -0026 644/2, 


Le Flore . 0219 y ; -0094) 633'2, 
Lincoin ‘ -0138 : ’ -0075, 802)2, 
Logan .0| .0140 J 3 .0087| 926/2, 

Guthrie ( .0063 K f 0045) 1,062 3 , 3 


Sane BSE 


Love 6 + .0048 
McClain ‘ -0091) 
McCurtain ‘ 0196 


22 


Mcintosh . .0110 
Major .6| .0067) 
Marshall J -0050' 


Mayes ‘ .0124 . A -0060 712 2,491 
Murray .7, .0068 ° . 5 -0041, 870 2,822 
Muskogee 1) .0427) ; : 939) .0310 1,072/3,652) 

Muskogee : 0246) 12.6 2,164) .0225/1,351/4, 140] 


Noble ; -0077) . ‘ -0058 1, 130 3,598 ‘ 
Nowata ° -0081 ‘ ’ -0052) 938 3,054 , ° ° 515 
Okfuskee , 0104 ° , y 0045, 644 2,334 4 A . 754 


Oklahoma . 2262 ° d - 2488 1,632 5, 167 * ; . 58,123 
AOklahoma | 
City 1620 ; 424,164 1827 1,666 5,038 375,18 ‘ | 67,628 56,684 , 277; 13, - 1926) 
Okmulgee ° 0284 ° x 43,722, .0188) 983 3,312 , d - 8,647 3,327 . . 0211) 
Okmulgee OLS 19,335) .0083)1,040/3,223 y 4,365 2,339 ‘ 5,2 o101! 
Osage , 0209 , , 40,141 .0173 1,220 4,055) é ‘ J 4,971 1,576 ’ 0161 


Ottawa J .0203 . . 35,424, .0153\1,107 3,578) ( .0171 
Miami ‘ 0076 17,074 0074/1, 435/4, 164 ,577 0120 
Pawnee . 0086 ° 10,747 .0046 802 2,621 , 0053 
Payne A 0311 : . 61,277, .0221 1,049 3.716) ; .0231 
Stillwater 20.6 0133 f 21,424 0092,1,025 4,201 a. i 0137 
Cushing 0056 : 12,815 0055 1,456 4,272 , 425 0076 2, 93% , 454 3,653 


Pittsburg , 0269 ‘ ‘ 34,497 .0149 848 3,000 ‘ -0208 2, ° ° A 7,779 
McAlester q 0116 §.3 20,676 0089 1,130 3,901 27 ,06 0165 5,67 3,663 7,420 
Pontotoc . .0192 . , 32,427 .0140 1,074 3,563 ' .0187 , ° F 11,124 
Ada 0102 5. 20,601, .0089 1,288'3,962 06 0165 4,822 2, 10,692 
Pottawatomie .0276 3 , 47,950 .0207 1,107 3,688 , .0248 
Shawnee 27.! 0175 8.! 35,251 0152 1,282 4,147 34,04! 0208 


Pushmataha 5.0073 2 20. 6,109 .0026, 531 1,909 
Roger Mills 2 0045 me 6,752) .0029, 938/3,215 
Rogers 9 .0127 5.8) 28. 16,640 .0072| 836.2, 869 


Seminole , .0249 , ° 45,969 .0198 1,175 4,216 
Seminole 
Wewoka 
Holdenwille 265 0164 $1,699} .0137\1,233 4,064 ' 0213 5 1 0185| 101 
Seminole 2.4 0079 : 16,531} .0071 1,333 4,350) 16 , 887 0103 92 147 , 466 0082) 104 

Sequoyah G2 ’ 0124 . 11,025 . A 5,873 .0036 , -0068; 48 

Stephens E3 6.0227 . . 46,648). : . 42,927, .0263 3, ’ 1,358]  .0225| 99 
Dunean 7.3 0110 27,551, + .0119 1,503 5,009 31,222 | 6 652 992 0139) 126 


A and A See end of state for SM Metropolitan ‘County Areas. © SM, 1953. "Before using these figures, see explanation page 11. 
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Sunday Circulation in the Southwest 
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The Sunday Oklahoman 
single-handedly delivers the 
biggest market in the South- 
west. Because it reaches more 
people, it sells more people. 
So, for BIG saies results in a 
BIG market, use this BIG 
medium ... the BIGGEST 
in the Southwest. 


The Oklahoma Publishing Company 
Farmer Stockman - WKY and WKY-TV 
Represented by THE KATZ AGENCY, INC. 
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‘TEST it in TULSA 


The MAGIC EMPIRE 


A Billion Dollar Market Completely 
Covered by The OlL CAPITAL Newspapers 


=WORLD=TRIBUNE 


Morning e Evening ¢ Sunday 
Represented by 


THE BRANHAM CO. 


J 

wits 
Raw 
- 


ng aa 
3 


. esti 4 r ae a 
7 = - 
= 
reo. - i ee pee : 
oe oe —- 2 =e 


. The “‘SM’’ symbols mark original, e clu- 

@) K LA H 1@) M A _ (Continued) sive estimates by SALES MANAGEMENT. 
"2 : SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES-—1952 ADVERTIS- 


77— ESTIMATES INCOME ING 
JM Br BY ESTIMATES— 1952 BYLD estimates CONTROLS 


COUNTIES FIVE STORE GROUPS | 
| Ur- | | in thousands of dollars add 000 
CITIES i / | bani- Net | % Per | Per Hf ty __] Buying Qual- 
i Dollars of |Cap- Fam- Power ity 
add =U. S.A. ita | ily -S.AL P | General | Furn.- | Auto- Quota | In- 
000) | Food | Mase. _— motive Drug dex 
adio 


Texas... . a 28,746). 5,081, 991| —1,030 126 
Guymon... ' 10,163). . 2,632} 742/ = 767 
Titiman. .. 2; 0108). 17,292). 4,708, 1,428) 
Tulea Oo . a) 467,421). 69,818, 42,524 
ATulsa 211.3) . 374,183) 7 25,442). | 64,901) 41,385) 


| | 

Wagoner... Y . 10,565. ‘ 2,353, 
Washington ‘ee . 68,145). t ’ ‘ 9,021) 
Bartlesville 2 30,776) . 9896, 32,653. | 7,015 
Washita 3) 0110) ; ; 17,589). Y , d ; 2,871 


| 
Woods.... .. 01 . . ° 19,655 . ° ’ ’ 0113 2,996 1,080 | ° 100 
Alva.. ‘ 0048 8,703, .0037 . | ,0088 2,237) 930) K -0054) 126 
Woodward .. (01 . . | ° . 17,121, . 0092 3,417) 1,190) -0083| 91 
Woodward..... 8,272) .0036'1,356 4,354 13,114) .0080) 2,894 1,008 306 of y 0050. 128 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11. 
540 SALES MANAGEMENT 


KVOO Lowest Cost Per Thousand 
Covering Oklahoma's No. 1 Market 


ns Zs 


Tulsa N. E. Oklo. 
and in an 30 Cos. Plus 
N. E. Okla. . 


Counti Counti 14 Cos. of 
30 Counties potas — Kans., Mo., Ark.* 


PERCENT OF 
77 COUNTY 
OKLA. LAND 
AREA 34.8% 


POPULATION 
% OF OKLA. 46.6 


RETAIL SALES 
% OF OKLA. 43.5 


EFFECTIVE BUY- 
ING INCOME 
% OF OKLA. 43.8 


BANK DEPOSITS 
% OF OKLA. 48.0 75.8 


*Percent is of total Oklahomo figure for 77 counties 


NIELSEN 7” gest Ba” PULSE 


Shes Gis womenety THE PULSE, INC. 100% YARDSTICK THE PULSE OF TULSA 


NCS Total Radio Radio Station Audiences by Time Periods November, 1952 
Market Area Homes Homes 


Index* in Area in Area MONDAY-FRIDAY 
50-100% 488,800 477,130 Station 6 AM - 12 Noon 12 Noon - 6 PM 6PM -8PM 
25-100% 845,700 825,580 KVOO 40 42 
10-100% 1,131,100 1,095,530 “B" 22 27 
*Depth of Market Penetration by Station, Day or Night, in a Month -_ , 4 15 
1009—AlIl Homes by NCS areas “py 
E 6 6 
oD 5 4 
NCS weekly circulation by NCS market areas Misc. 3 5 
NCS No. of Total Percent 100 100 100 
Market NCS No. of | Weekly NCS Circulation Average '%4 hour 
— wl —e neon Home using radio 19.1 20.8 23.7 
—~ — conte gn pin nye “a” Di not broadcast for complete six hour period and the share of 
loes st for com ix hou i 

50-100% 29 55 349,160 275,670 audience is unadjusted for this situation. 

25-100% 52 121 395.900 349,070 + no on ai, 

10-100% 74 208 405,560 378,900 These figures are percentages indicating the relative popularity of the stations 
during the day. The base, total quarter hour mentions, is the sum of the number 
of stations listened to during the periods. This base, divided into the total men- 

NCS weekly circulation by daily listening frequency tions of each station gives the figures listed above. 
Weekly NCS Circulati KVOO leads substantially in every quarter hour covered by this Pulse Report 
D k D a y S Nichttin save one, and in this quarter hour one other station merely equals the KVOO share 
‘ays per wee jaytime ig ime of audience. 
6 or 7 days a week 277.720 168 650 STATION INFORMATION: 1170 clear channel full-time 50,000 Watts day and 


night. Standard and World transcription library, U.P. news. Operating time: 24 
3 or more days a week 347,780 267,120 hours a day. Owned and operated by Southwestern Sales Corp. Philtwoer, Tulsa 3, 


Okla. Wm. B. Way, General Manager; Gustav Brandborg, Assistant General and 
1 or more days a week 405,560 378,900 Commercial Manager. NBC Affiliate. 


TULSA, OKLA. 
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receiving enthusiastic praise from 
both readers and advertisers! 


_meese “> NEW PAGE SIZ 


you It was love at first sight with rural families of the 
’ sd Southwest when they got their first copy of the Farmer- 

hip ° Stockman that sported the new small size. 

rate * 


To prove it, women of Oklahoma and Texas ordered 
seven times as many needlework patterns from the 
Farmer-Stockman in January, 1953, as they did of the 
same pattern, with the same promotion, in January, 1952 


Men wrote that they liked the “meaty” articles that 
are so well geared to their reading profit and pleasure. 
All in all, the new format is proving to be mighty popular 


401,000 Subscriber Families 


Separately aritloly 
_—_ Ta 


THE FARMER-STOCKMAN OKLAHOMA CITY, OKLA DALLAS, TEXAS 


© High reode” 


42 years experience 
in serving the 
Southwest 


@) K L A H OM A —_— (Continued ) The “SM” symbols mark ‘original, extlue 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
@D 1/1/83 ESTIMATES -1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
| Ur- in thousands of dollars —add 000) 
CITIES % | Fami- | bani- Net % Per | Per % ‘ : _____] Buying |Qual- 
of lies | zation] Dollars of | Cap- | Fam- es | Power | ity 
S.A.) (thou- | add | U.S.A.) ita | ily ) U. S.A. General | Furn.- Auto- Quota I 
| sands)| of 000) Food Mdse. House- | motive Drug dm 
| County Radio | 
Total Above 


sands) |U. 


Cities 946.8 6026, 304.4 1,448,708 -6239 1,530 4,750) 1,397,390 8542 278,337) 171,090 81,935 348,327) 48,240) -6889, 114 


State Total 2,290.8 1.4576, 681.8 51.0 [2,723,427 1.1734 1,189 3,995] 2,105,954 1.2875 3,089 475,538 ’ 111,027, 479,582, 73,167 


Per Capita Sales 
Per Family Sales 


© SM, 1953. 


919 208 48 
3,089 s 163 


Before using these figures, see explanation page 11. 


* “GRASS ROOTS” TEST: KTUL and KFPW have 
wissen Seem, Seer. . more LOCAL PROGRAM SPONSORS than ANY 
OTHER Network stations in these TWO RICH 


IN TWO MAJOR MARKETS! TRADE ZONES. 


% Tap the billion-dollar buying power of TULSA 
and Northeastern Oklahoma — PLUS Western 
Arkansas’ rich Shopping Center, with .... . 


*% ONE OPERATION * ONE NETWORK — CBS 
RADIO 


ONE REPRESENTATIVE (Avery-Knodel, Inc.) 


KTUL-KFPW 


TULSA FORT SMITH 


JOHN ESAU, Vice Presidont-General Manager 
Affiliated with KOMA, OKLAHOMA CITY 


SALES MANAGEMENT 


Oktahoma City 
Tulsa 


“Oregon state map—poge 544 | 


City 


Albany 
Astoria 
Baker 
Bend 


Baker 
Baker 
Benton 
Corvallis 
Clackamas 
Oregon City 
Clatsop 
Astoria 
Columbia 
Coos 
Coos Bay- 
North Bend 
Coos Bay 
Crook 
Curry 
Deschutes 
Bend 
Redmond 
Douglas 
Roseburg 
Gilliam 
Grant 
Harney 
Hood River 
Jackson 
Medford 
Jefferson 
Josephine 
Grants Pass 
Klamath 
Klamath Falls 
Lake 
Lane 
AEugene 


A and A 


PULATI 
ESTIMATES 


SH 


| Fami- 
lies 

(thou- 

sands 


Total % 
(thou- of 
sands) U.S.A. 


Metropolitan Area 


-2252) 111.8 
-1725| 85.1 


354.0 
271.0 


(in 
County thous.) 
Sin, ? 11.5 
Clatsop 
Baker 


Deschutes 


2 


.0040 
0062 
.0041 
.0140 
0075 
0020 
0406 
0063 
-0017 


e-<c swe: 


su=-coc@eo@o 


-0186 
.0055 
-0265 
.0102 
-0041 
-0877 


0246 


187 


Pop. | y 


i) KLAHOMA— _ Metropolitan County Areas 


Ur- 
bani- 
zation 


oO 
€ 


of 


86.4 
82.3 


50.6 
29.1 
42.8 
30.6 
60.0 


42.6 
39.9 


See end of state for SM Metropolitan County Areas. 


EFFECTIVE Ff aurina 
JM | ESTIMATES 1982 


| 


% | Per | Per 
| Cap- Fam- 
~ 4 A ita | ily 


Net | 

Dollars 
(add 
000 


577,622 .2488,1,632 5, 167] 


467,421, .2013 1,725 5,493 


(ote Pacific States: California, 
: Washington, p. 


NUMBER OF OUTLETS 
GM |FHR, A D 

17) 18 
2 17 

17 


| 


20} 
-0079 1,185 3,578 
0053 1,298 3,978 
-0180 1,228 4,271 
.0101 1,327 4,968 
-0551 1,355 4,239 
.0052 1,468 4,208 
-0229 1,454 4,349 
0095 1,595 4,524 
-0129 1,298 4,090 
0287 1,538 4,668 


0097 1,785.5, 110 
0049 1,792 5,377 
-0068 1,595 5,581 
-0028 1,030 2,866 
.0139 1,468 4,548 
0082 1,609 4,867 
0024 1,736 5,049 
-0381 1,383 4,556 
0068 1,595 5,262 
-0015 1,341 3,486 
-0056 1,481 5,014 
-0038 1,439 4,619 
-0072 1,284 4,173 
-0376 1,341 4,143 
0134 1,505 4,641 
-0039 1,312.4,311 
-0141,1,114 3,321 
-0048 1,284 3,491 
-0275 1,538 4,847 
-0114,1,651 4,892 
-0041 1,482 4,741 
-0940 1,583 5, 100} 


63,042 0272 1,629 5, 167 


Dollars 
(add 
000 


411,220 
332,401 


City 


Coos Bay.. ° 
Corvallis 
Eugene 


95 822 


© SM, 1953. 


RETAIL SALES-- 1952 


SM 


| Coun- 


> | 

of | Sales | 
S.A.) Per ban | 
Fam-| Food | Mdse. | 


ily 
.2514 3,678 78,916 
.2032, 3,906 69,818 


58.123 
42,524 


County 

Coos 

Benton 

Lane 

(C Continued on page 544) 
c 679) 
3,048 
6,737 
4,802 
17 ,682 
5,240 
11,182 
5,892 
6,903 
14,955 


1, 899, 
1,526 


0162 
0116 
0352 


0206 
0160 
-0055 
-0037 
0229 
-0129 
0084 


7,122 
4,825 
2,646 
1,948 
7,900 
4,971 
2,124 
21,426 
6,443 
524 
1,871 
1,701 


3,213 
2,617 
5,276 


0224 
-0024 
.0050 
.0050 
-0088 4,008 
-0512 20,027 
.0339 9,242 
-0040 1,259 
0242 9,735 
0181 6,234 
.0364 12,879 
.0296 8,589 
-0061 2,045 
-0924 36,271 


O586 14,542 


6,020 

306 
2,803 
2,389 
6, 188 
5,843 

766 
17,614 
15,069 


ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars— add 000) 


| 
Furn.- 


House- 
Radio 


25,377 
20,211 


Pop. 
in 
thous.) 


Auto- 


motive | Drug 


93,398) 14,948 
_77,133, 10,650 


—@ R E GON —Counties and 


NUMBER OF 
F | GM|F ~ 


11| 


10,484 
534 

1,857 

2,679 

2,721 

19,583 

16,253 
669 

7,049 

5,907| 

14,563 

14,314 

2,344 

27,614 

21,818 92,241 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying 
Power | 
Quota 


Qual- 
ity 
In- 
dex 


2449) 108 
-1961, 114 


| Cities 


OUTLETS 


130 
88 
110 


0126 
.0081 


158 


0089 
-0300 
-0166 
0047) 
0922 


0361) 147 


Before using these figures, see explanation page 11. 


PLACE YOUR ADVERTISING WHERE IT WILL ATTRACT THE MOST 
CONSUMER DOLLARS, THE EUGENE—SPRINGFIELD TWIN CITIES 
MARKET.* OREGON’S LARGEST . . . OUTSIDE OF PORTLAND! 


KERG csiéon 


KERG offers this rich and important Eugene - Springfield Market of 48,600 PLUS a 
responsive coverage area containing 220,200 population, doing $226,188,000 annual 
retail sales (1951).** CBS affiliation and local programming assure maximum listen- 
ership. Ownership by the Eugene Register-Guard, Oregon’s largest Daily outside of 
ree means effective and continuing promotional help. 

* Twin es ; 


1280 
EUGENE 


3 miles apart 


ner Markets 


MAY 10, 1953 


| 


Avore 


l ¢ | D 
"Ya, OREGON 


LFF LRSON 


MALHEUR 
DESCHUTES 


North Bend 


Coos Boy 


JACKSON 


@ Kiomath Falls 


1950 Net Effective Buying Income Cities shown are those 


Scole of Miles 


7 having net Effective Buying 
oa In excess of $150 Million ey | $40 Million to $74.9 Million income of $15 million ° 30 7s Copyright by 
7 os a 
ae $75 Million to $149.9 Million FES] $15 Million to $39.9 Million and over One Inch Equols Approximately 60 Miles Salt Managed 


A ~— a | Cc | D | E | F | G 


For explanation of map symbols, see “State Maps,” page 220 


OREGON — (Continued) 


(Continued from page 543) Pop. | Pop. : 
in NuMBER OF OUTLETS (in NUMBER OF OUTLETS 
City County thous )}] F GM |FHR! A D City County thous.)} F GM | FHR 


Grants Pass Josephine 
Hillsboro Washington.... 
Klamath Falls Klamath 

La Grande Union 


11 19 Oregon City. Clackamas.... . 8.2 10 

6 17 Pendleton. . .....Umatilla 12.9 5 
25 30 Portland... .....Multnomah 394.8 7; 127) 
10 12 ; Redmond. ... Deschutes kB 3 4 
Lebanon Linn 11 11 Roseburg. . Douglas. 9.9 7 
McMinnville Yambill 8} 16 : Salem.. ....-Marion... | 46.7 7 7 
Medford Jackson : 25 28 The Dalles. . Wasco 8.4 
Ontario Malheur x 6 10 . Tillamook Tillamook 4.1 


Nuss | 


oun 


SALES AND. 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 


ESTIMATES NCOME ADVERTIS- 
| 
BUD 1/1/53 CYP Estimates—1952 BY) estimates CONTROLS 


COUNTIES 


» | FIVE STORE GROUPS 
- | 
CITIES 


| Coun- (in thousands of dollars —add 000) | 
Total % Fami- | bani- Net ¢ Per | Per ‘ ty : = Buying Qual- 
(thou- of lies zation] Dollars of Cap- | Fam- of Sales Power | i 
sands) |U.S.A.| (thou- | add =|U.S.A.| ita | ily .S.A.) Per | General | Furn.- | Auto- Quota 


sands of 000 Fam- | Mdse. House- | motive | Drug 
County | ily | Radio | 


Metropolitan Area 


Lincoin ° .0144 7.8) 15.2 24,982) .0108 1,101 3,203 ° -0152, 3,196 ° 4,617 421 -0129 
Linn . .0390 18.9 36.1 84,657 .0364 1,383 4,479 ° | .0484 4,191 ° ° ° ,457 -0405 
Albany 0073 3.¢ 17,1908 .0074)1,495'4,410 38,873 .0238) | 723 -0123 
Lebanon i) 0042 \ 11,082 0048 1,679,5,833 7, 66: .0108 } 408 0065 
Malheur . 0150 . ° 27,307, + .0118 1,157 4,076 ° -0198) 4,833 a ’ 795 0148 
Ontario 0031 7,111; .0031/1,481)5,079 19 -0105 X 419 0053) 171 
Marion iC 2)213 ° .0672 ° ° 147,840; .0637 1,400 4,678 a .0759) 3,927 ’ , ’ 28,862 2,948 -0681, 101 


} 
1A Salem 0297 76,074 0328 1,629 5,211 7 0557 5, 42 2 25,623; 2,261 0391) 132 


1 Salem is in Marion and Polk Counties. © SM, 


Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. 


544 SALES MANAGEMENT 


See for yourself! THE OREGONIAN IS... 


FIRST 


IN BUYING 
POWER 


In Circulation ... your customers. . 
The Oregonion is the leader! 


DAILY CIRCULATION 
COMPARISON 


100,000 


Portland City 
Circulation 


oRE GONIAN 
- 85,000 


440000 
City and 
Retail Trading 
Zone 
Circulation 


1220000 


— 225,000 


Total 
Circulation 


THE SUNDAY OREGONIAN | 
LEADS BY 72,592 


THE DAILY OREGONIAN 
LEADS BY 33,172 


FIRST IN SALES RESULTS because FIRST in 
@ ADVERTISING (Retail, General, Total) 


FIRST 


IN SELLING 
POWER 


In Advertising... placed by your retailers 
...- The Oregonian is the leader! 


ADVERTISING LINAGE 
COMPARISON 


— 12,000,000 
LINES 


Retail 
Advertising 


9,000,000 


~ §£,000 000 — 


General 
Advertising 


3,000,000 


24000000 
Total 
Advertising 
THE OREGONIAN 


LEADS BY 
4,182,327 LINES! 


Largest Circulation in the Pacific Northwest 


the Oregonian 


PORTLAND, OREGON 


®@ CIRCULATION (City, City and Retail 
Trading Zone, Total) Daily and Sunday 
225,421 DAILY + 283,744 SUNDAY 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


MAY 10, 1953 545 


According to tabulated mail response 


your message on KEX can now reach 


433,520 = rm 


in fast-growing areas of Oregon and Washington alone! 


@ For spot action in the Pacific Northwest, you'll 
be ahead with KEX, Oregon's only 50,000-watt 
station. A WESTINGHOUSE station—ABC affiliate. 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ + WBZA - 


KYW - 


KOKA + KEX + WBZ-TY 


National Representatives, Free & Peters, except for WBZ-TV; for 


WBZ.-TV, NBC Spot Sales 


OREGON — (Continued) 


POPULATION 
SM ESTIMATES 
1/1/83 
COUNTIES [ 


CITIES Fami- 


(thou- lies 
sands) U. ( 


Morrow. ' 
Multnomah 
A Portland 
Polk 
1Salem 


Sherman 

Tillamook 
Tillamook 

Unatilla 
Pendleton 


Union : 
La Grande 
Wallowa 
Wasco 
The Dalles 0053 


1 Salem is in Marion and Polk Counties, 


Fl 
ic 1 


Ur- 
bani- 
zation 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES 1952 


/ Per Per 
of | Cap- | Fam- 
U.S.A. ita | ily 


0029 1,368 4,789) 
- 3908 1,846 5, 396 
3440 2,022 5,858 
-0154 1,298 4, 199) 


-4634 
-4276 
-0116 


-0015 
0137 

0092 
-0319 
0177 


-0015 1,552 5,099 
-0119 1,383 4,370 
0027 1,510) 4,763 
-0275 1,397 4,465 
-0088 1 ,581)5, 229 


15,055 
52,072 
28,917 


0096 1,270 3,854 
-0052 1,383 4, 150) 
0037 1, 200 3,872 
0097 1,341 3,951] 24,718 
0055 1,510 4,375 21,345 

© SM, 1953. 


20,201 
15,608 


7,182 


-0123 
0095 
0044 
0151 
0130 


A and A See end of state for SM Metropolitan County Areas. 


The “‘SM"’ symbols mark original, exclu- 


RETAIL SALES—1952 
ESTIMATES 
FIVE STORE GROUPS 
in thousands of dollars —add 000) 


Autc- 
motive | 


Furn.- 
House- 


General | 


Food Mdse. | Drug 


1,267 
165,509 
140, 237 

5,444 


978} 75 
139,257) 15,709 
134,532) 14,065 

2,261, 471 


773) 
3,747 
3,515 

10,851 1, 
8,349 


3,453 
2,959) 

843 
6,576 


6,576 517 


sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power ity 
Quota in- 

dex 


-0015 
-0126 
.0046 
-0291 
-O114 


0107 
-0066 
-0041 
-0115 


0077, 145 


Before using these figures, see explanation page 11. 


The 225 Metropolitan Areas 


starting on page 212. 


ranked in 20 Population, 


Income and Sales Categories, 


SALES MANAGEMENT 


In companies . . . 


-———_—— 


spending $1,000,000 


in national 


advertising . . . 


SALES 
MANAGEMENT 


or more... 


opens an... 


average of . 


9.5 doors per . . 


company .. . 


MAY 10, 1953 


Is it possible 
for your sales- 
men ever to 


achieve this 


penetration ? 


Wouldn’t they 


welcome this \ 


kind of support? \ 


Giles Monngement 


THE MAGAZINE OF MARKETING 


386 Fourth Ave., New York 16, N.Y. 
333 N. Michigan Avenue, Chicago ], Ill. 
15 East de la Guerra, Santa Barbara, Calif. 
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OREGON — (Continued) 


COUNTIES 
- 
CITIES 


Washington 
Hillsboro 

Wheeler 

Yamhill 
MeMinnville 

Total Above 
Cities 


State Total 


Per Capita Sales 
Per Family Sales 


OREGON— ) Metropol 


Portland 
AEugene 
ASalem 


Penna 


City 


Abington 
Township 
Aliquippa 
Allentown 
Altoona 
Ambridge 
Beaver Falls 
Berwick. 
Bethlehem 
Bloomsburg 
Braddock. 
Bradford 
Bristol 
Brownsville 
Butler. . 
Canonsburg 
Carbondale 
Carlisle 
Carnegie 
Cha ambersburg . 


© SM, 1953. 


state map—page 556 


POPULATION 


-4289 


1,618.3 1.0297 


4766, 249. 
.0877| 
0672) 31. 


mW 
187] 
213) 


749.1) 
137.9) 
105.6) 


Pop 
(in 
County 


Montgomery. 
Beaver. . 
Lehigh. . 
Blair... . 
Beaver. 
Beaver 
Columbia 
Northampton 


. Columbia. ... 


Allegheny . . 
McKean. . 
Bucks 
Fayette... 
Butler... . 
Washington 
Lackawanna 
Cumberland 


. Allegheny 
.Franklin 


@ ESTIMATES 
1/1/53 


522. 


8) 75.2 
42. 


thous. ) 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1952 
| Per | Per 
Cap- Fam- 

ita | ily 


Net | % 

Dollars of 
add U.S.A. 
000) 


-0402 1,383 4,377 
0034 | 1,397 3,792 
-0018 1,327 3,980) 
-0173|1, 157 3,707 
-0040 1,298 4,189 


1,231 ,638 5309 1,826 5,438 


2 53.9 | 2,463,685 1.0614 1,622 4,718 


8) 39.9 
6 45.3 


218,296) .0940/1,583 5, 100 
147,840} .0637,1,400 4,678 


NUMBER OF OUTLETS 
GM |FHR) A D 


itan County Areas 
1,289,070, .5554 1,721 5,160) 


-0332 2,544 


19,697 

1,659 
37,603 
17 ,333 


-0120 
.0106 


1,309,714 8558 


2,003,176 
1,238 
3.836 


956,778 
151,007 
124,090 


City 


Charleroi. 
Cheltenham 
Township 
Chester... 
Clairton. . 


Clearfield... . 


Coatesville 


Connellsville. 
Coraopolis. . . 


Corry. 
Darby 
Donora 
Dormont 


Doylestown... .. 


Du Bois 
Duquesne 
Easton. . 


Ellwood City 


Ephrata. 


-0010 1,508 
-0229 3,473 


1.2247) 3,836, 469,203 


. Clearfield. .. 


. .Washington 


. .Lancaster 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars— add 000) 


JSM 


General 
Mdse. 


3,409 
1,232 


15,981 
3,003 
273 
8,988 
3,213 


2,991 
1,938 


267,730 220,006 


252,222 


-5851, 3,830, 221,289 
-0924 3,628 36,271 
-0759 3, 927 


PENNSYLVANIA— Counties and Cities — (Continued) 


_ 25,427 


(Other 
7 dersey, p. 452; New 


County 
Washington. 


Montgomery... 
Delaware. . 
Allegheny... 


.Chester. . . 
Fayette... 
Allegheny 
Erie. . 
Delaware. . 


Allegheny 
Bucks.... 
Clearfield... 
Allegheny 
Northampton 
Lawrence... ... 


(Continued 


462). 


Middle Atlantic States: 


The “SM” 


symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT. 


Auto- 
motive Drug 


Furn.- 
| House- | 
| Radio 


1,614) 10,714 

588 8,308 424 

386 31 
7,811 
3,979 


1,780 
976 


80,830 


322,373 31,055 


1,247) 


101,463 393,937) 45,466 


48.455 
9,343 
| 7, 881 

New 

York, p. 464.) _ 


180,252 20,854 
27,614 3,262 


Pop. 


(in SN! 
thous.)} F | GM | FHR 


9.9 


i) 
Asn 


11 
8) 
10} 
20 
7 
45| 
13 
19 


- 
ruUwwsdtd ene & ew On 


on page 550) 


28,862) 2,948) 


NUMBER OF Ou TLETS 


| SALES ‘AND 

ADVERTIS- 
ING 

CONTROLS 


Buying Qual- 
Pow 


.0922| 105 
0681) 101 


A | D- 


17 


11) 
17 
6 
30 
15 
11 


Before using these figures, see @ explanation page 11. 


Can't Cover Western Penna. 


without the TARENTUM Blanket! 


Center of the Fabulous Alle-KisKi Valley . . 


@ $130,563,000 Retail Sales within 15 miles radius, all covered 
fully by THE VALLEY DAILY NEWS. 


The 8th market in Pennsylvania—3rd Income in W. Pa. 


$64,000,000 City Zone Payroll, $182,457,000 City and Retail 
Zone Income. 


(Tabulation on Request). 


18,187 net paid daily circulation—largest percentage growth 
of any daily in Pennsylvania! 
Published in Tarentum, Pa., for 118 
THE VALLEY DAI LY NEWS communities in the Allegheny-Kiski Valley. 
Fred Kimball, Inc., Nat. Rep. 


SALES MANAGEMENT 


When you want 


SALES ACTION 
in the Oregon Country 


Consider these 


Market Facts 


QUOTA BUSTER No.1! 


In all the 96,315 squares miles of the state there’s just 
one city with over 50,000 population. That’s Portland 
with 394,800 people (S. M. estimate), the first, larg- 
est, most concentrated market area...the one center 
you'll want to sell for sure. 


QUOTA BUSTER No. 2 


The Portland Metropolitan Area* is responsible for 
3 out of every 4 of Oregon’s Wholesale dollars, just 
short of half of the state’s Retail dollars. It’s the im- 
portant and vital key to making sales quotas in the 
Oregon Country. 


PORTLAND'S PROVED EVENING NEWSPAPER 


i EVENING 
the Oregon BQUPIAGE « sunoay 


PORTLAND’S ONLY HOME-OWNED NEWSPAPER 


...and your Key to 


SALES ACTION 


is the Oregon 
JOURNAL 


For RADIO COVERAGE 
in the Key Portland Market 


Buy KPO) 


The Journal 


MAY 10, 1953 


Portiand's Low Cost per 
thousand Network Sta- 
tion. Get the facts on 
Plus value Merchandising 
Features. 


Ask your JOHN BLAIR man. 


Delivers a 1-2 Selling Punch 
WHEN and WHERE YOU WANT IT. 


BIGGEST EVENING IMPACT 


With The Journal you get the full im pact of your sell- 
ing message when you want it — in the evening, the 
time when 8 out of every 10 Portland families get 
their paper, compared with 4 out of 10 morning 
distribution. 


CONCENTRATED SELLING 


With The Journal you get the concentrated selling 
force of your advertising where you want it—in the 
Portland Metropolitan area, the Oregon country’s 
only big-city market. 


For more SALES FACTS call the handy 
Reynolds-Fitzgerald office — 
The Journal's national representatives. 


*Includes one county in neighboring Washington State. 


IN PITTSBURGH CHANNEL 2 
TELEVISION MEANS 


The nation’s SIXTH 


market, whose fabulous 


business and cultural 
expansion programs 
are the talk of the 
country, has more than 
550,000 television sets. 


This huge audience 
gets its entertainment 


Grom... 


PITTSBURGH’S 4.147 TELEVISION STATION 


HAROLD C. LUND, General Manager CHAMBER OF COMMERCE BLDG. 


o iz N N S y L V A N | A oo (Continued) The ‘“‘SM"’ symbols mark original, exelu- 


sive estimates by SALES MANAGEMENT. 
(Continued from page 548) | Pop ¥ | Pop. . = 


(in NUMBER OF OUTLETS in 


City County thous.)} F | GM | FHR| A | D- | City County thous.) 


ee Erie... we .| 134.7 Haverford 
Franklin Venango. ... 10.2 - ; Township. ....Delaware....... 7 
Gettysburg Adams. .. 7.2 , ; Hazleton Luserme ....... 35.! : 3) 21) 
Greensburg ...Westmoreland....} 17.5 | Homestead. .. Allegheny... : | 8 
Greenville Mercer... is 94 32) 5 Honesdale ....... Wayne ; 3: 14 
Grove City .. Mercer... ‘ 7.6 f d | Huntingdon.....Huntingdon... k 13 
Hanover .. York 14.7 2 2 ‘ Indiana ; Indiana | 20 
Harrisburg Dauphin. . 92.0 Jeannette........Westmoreland.. 5) | 12 
(Continued on page 553) 


? 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


> ESTIMATES INCOME ING 
1/1/83 JM ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
in thousands of dollars add 000 
CITIES F | y i ¢ Per Per ty Buying Qual- 
| i of  Cap- Fam- Power ity 
-S.A. ita ily 000 U. S.A. General = Furn.- Quota | In- 
Food Mase. House- dex 
Radio | 


Adams . A ; A p -0206 1,059 3,820 . ° . ‘ 2,547 
Gettysburg 9, 0039 1,257 4,309 7 , 5R5 870 

Allegheny 530. ‘ ; ¥ 642, .1383 1,727 6,042 , -1336 4,240 A 263 
APittsburgh : : , 132 , 82: 4880 1,665 5,800) 6934 52 , 539 
McKeesport f 5.: 77 0365 1,649 5,577 0619 31,97 230 
Homestead 
West 
Homestead 
Munhall ; 0182 5 7, 869 0206 1,674.5, 332 3,457 2,457 »419 2,9 2,035; 1,272 0219 1 
Braddock 16.6 0106 3 5,079 0108 1,511 5,832 2,18 ° 9, 648 3,733 6,518 9, 854 -0153 144 
Wilkinsburg 32.: .0205 3 ,992 .0306 2,205 6,892 , O18 ‘ Sg , 578 1,937 4, 1,412 0268 131 
Homestead 9.7 0062 2.7 , 152 0070 1,665 5,982 27 , 437 » ,214 2,579 3, 1,122 -0098 158 
MeKees Rocks 16.5 0105 7 5, 605 0111 1,557 5,467 21,4 R 2A 692 R61 2 590 -0116' 110 


A and A See end of state for SM Metropolitan County Areas. © SM, » Before using these figures, see explanation page 11. 


550 SALES MANAGEMENT 


In the Rich 212 Billion 
Dollar Pittsburgh 


Standard Metropolitan 


WASHING .% MARKET 


WITH: 
Retail Sales of 2,543,620,000 
Food Sales of 731,870,000 
General Mdse. Sales of 392,680,000 
Furn. Household, radio sales of 130,131,000 
AND NET EFFECTIVE BUYING INCOME OF 
3,731,828,000 


ABC Reports, March 1952 
Pittsburgh Standard Metropolitan Area 


Press (E) 
Sun-Telegraph (E) 
Post-Gazette (M) 
Press (S) 
Sun-Telegraph (S) 


use THE PITTSBURGH PRESS 
With a Circulation Lead Daily of 61,345 


and a Sunday Lead of 42,645 in This Area! 


“ 4% 
oo" : 


7 ae ie by the £é 

eneral Advertising ¥ yack 

Department Scripps- £& a. eirts® “try Pj 

Howard Newspapers, = tts 

230 Park Avenue, s Paes 2 e 1 ur ress 
New York City. 

Offices in Chicago, 


Cincinnati, Detroit, = = IN CIRCULATION—RETAIL ADVERTISING® 
Dallas, Philadelphia, [zm Ape GENERAL ADVERTISING—AUTOMOTIVE ADVERTISING 
San Francisco, eleuss emir s CLASSIFIED ADVERTISING—TOTAL ADVERTISING 


MAY 10, 1953 


After Philadelphia and Pittsburgh, What Next? 


Of Course, It’s Pennsylvania’s 3rd Largest Market . . . the 
Allentown-Bethlehem-EASTON Metropolitan Area 


AND 
Easton, Pa., and Phillipsburg, N. J. 


Is The Important EASTERN HALF In 
This 3rd Ranking Pennsylvania Market. 


Here’s The Factual Data: 


Easton Express 
Metropolitan Portion Of 
Area* Metropolitan Area 


the ONLY medium 


ng 
Retail Sales Completely Coveri 


Food Sales 
Eating & Drinking 


General Merchandise 


Furniture-Radio 

Automotive 

Gasoline 

Drugs 

Lumber-Building- 
Hardware 

Liquor 


$505,583,000 $169,876,000 (33.6%) 


132,856,000 
33,604,000 
48,018,000 
36,100,000 
84,508,000 
24,460,000 

9,922,000 


30,870,000 
8,059,000 


Effective Buying Income 


48,625,000 
10,115,000 
10,948,000 
10,902,000 
27,212,000 
10,053,000 

2,977,000 


12,379,000 
2,639,000 


(36.6%) 
(30.1%) 
(22.8%) 
(30.2%) 
(32.2%) 
(41.1%) 
(30.0%) 


(40.1%) 
(32.9%) 


the 
Selt Contained 


Per Capita 1,732 (Easton) 
Per Family 5,725 5,845 (Easton) 
QUALITY OF MARKET INDEX 141 


Only the Easton Express serves this large portion of Pennsyl- 
vania’s 3rd Ranking Metropolitan Area. 


For a copy of the new Easton Express 


EASTON EXPRESS 


EASTON, PA. 


Largest Evening Newspaper In The Metropolitan Area 
With More Than 45,000 Circulation 


Market Brochure and Salesmen's Route 
Lists of Retail Grocers, Drug Outlets 
and Liquor Licensees, write to Kelly- 
Smith Company, our National Repre- 
sentatives or direct to The Easton 
Express. 


*Source: Sales Management 


PENNSYLVANIA — (Continued) 


POPULATION 


@ ESTIMATES 
1/1/83 


COUNTIES 
CITIES 


Carnegie, 
Clairton 
Mount Lebanor 
Township 
Tarentum 
Dormont 
Turtle Creek 
Duquesne 
Coraopolis 
Sewickley 
Mount Oliver 
Armstrong 
‘Kittanning 


» SM, 1953. 
552 


U. S.A. 


Fami- 
lies 
(thou- 


Ur- 
bani- 
zation 


ares | apes 
JM ESTIMATES 1952 


c 


of 


| Per | Per 


Cap- | Fam- 


sands of 
County 


0079 
0129 


0176 
.0062 
0083 
0081 
0113 
0067 
.0037 
0045 
0512 
0050 


S.A. ita | ily 


0100 1,865 6,608 
.0147/ 1,680.6, 201 


.0342 2,867 9,927 
0070) 1,665 5,440 
0136 2,420 6,990} 
.0102 1,848 6,575 
0121/1,588 5,621 
. 0080 1,741 /6, 153 
-0053 2,127 6,494 
.0058 1 ,912'6,691 
-0427 1,230 4,369 
0049'1 , 456'4 7301 


0129 


0128 


0127] 
0121 


0116 
0100 


.0099 
-0091 
0080 
-0079 
0421 


152 


The ‘“‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES—1952 
BYP ESTIMATES 
‘IVE STORE GROUPS 


(in thousands of dollars—add 000 


General | Furn.- Auto- 
Mdse. House- _ motive 
| Radio | 


1,629 ,840 
743 


328 
1,604 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 

j 


ome ‘Qual- 


-0105 
-0138 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


According to NIELSEN Radio Index 


your message on KDKA can now reach 


228,000 =>! vom 


in areas with a total Effective Buying Income* of $11 billion 


@ For spot action in this important sales territory 
be ahead with KDKA, the 50,000-watt 
WESTINGHOUSE station in Pittsburgh. NBC affiliate. 


you'll 


WESTINGHOUSE RADIO STATIONS Inc 
KDKA + WOWO + KEX + KYW + WBZ + WBZA + WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for 
WBZ-TV, NBC Spot Sales 


*Courtesy SALES MANAGEMENT 


PENNSYLVANIA — (Continued) 


A Pop. 
NUMBER OF OUTLETS : | (in 


F | GM/FHR City County 


(Continued from page 650) Pop 


in 


NuMBER OF OUTLETS 
thous.) 


County 


City D 


Jenkintown. 
Johnstown. 
Kingston 
Kittanning 
Lancaster 
Lansdale 
Lansdowne 
Latrobe... 
Lebanon 


Montgomery 
Cambria 
Luzerne 
Armstrong... 
Lancaster... 


Montgomery... 


. Delaware... . 
Westmoreland 


5.2 
63.2 
21.2 

78 
64.6) 
10.3 
12.8 


12.2 


Lebanon. 31.0 


6 


— 
uw WG @ NM 


- 
oO 


nn ew 


Lewistown 
Lock Haven 
Lower Merion 

Township. . 
Mahanoy City 
McKeesport . 
McKees Rocks 
Meadville. . 
Media 


Mifflin 
Clinton 


14.1 
5 


51.4 
10.7 
51.4 
16.5 
19.2 


Montgomery. . 
Schuylkill 
Allegheny 
Allegheny 
Crawford. . 


thous.) F 


GM |FHR| A | 


| 


96 
42| 


94 
89 
296 
101 
77 


Delaware 


6.0) 


25) 


(Continued on page 558) 


POPULATION 
ESTIMATES 


COUNTIES 
CITIES 


Beaver 
Aliquippa- 
Rochester- 
Beaver 
Beaver Falls- 
New Brighton 
Beaver Falls 
Aliquippa 
Ambridge 
Rochester 
1Ellwood City 

Bedford 

Berks 
AReading 


1 Ellwood City is in Beaver and Lawrence Counties. 


BY) 


1/1/53 


Total % 
thou- of 
sands) \U. S. A. 


Fami- 
lies 

thou- 

sands 


Metropolitan Area 


2 


-1140; 49.7 


0173 

-O112 
0171 
0106 


0047 


C4 
F3 


-0258 
1640 
0707 


1. 
75.5 
33.3 


116 


111.1 


Ur- 
bani- 
zation 
of 
County 


73.2 


EFFECTIVE BUYING 
INCOME 
ESTIMATES 


BY) 


1952 


% Per | Per 
of Cap- | Fam- 
S.A. ita | ily 


- 1293 1,677 6,041; 


79 
»/24 


0302 1 6,154 
0188 1,607 5,082 
.0123 1,616 5,368 
0197 1,707 6,534 
0124 1,738 6,137 
0056 1,752'5, 894 
-0136 781 2,849; 


425,200 .1832 1,649 5,632 


181,482 0782/1 ,634 5,450) 


@ SM, 1953. 


A and A See end of state for SM Metropolitan County Areas. 
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1953 


59,045 0361 
49,894 
40,027 
34,116 
33 ,599 
14,615 


.03065 
0245 
.0209 
-0205 


. 0089 


29,765 
275,142 
166, 884 


0182 
- 1682 


RETAIL SALES— 1952 


1020 


Food 


56,836 


17,701 


14,324 
10,520 
10,165 
11,528 

4,873 


7,485 


64,617 


35,375) 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000) 


General 
Mase. 


13,496 


22,321) 


| Furn.- 
| House- 
Radio | 


9,398 


14, 298) 


| 


Auto- 
motive | 


31,472 
11,146 


12,166 
9,146 
4,362 
4,948 
3,338 


5,265 
47,239 


24,931 


5,336 
3,731 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 

| 
Buying ‘Qual- 
Power | ity 


Quota | In- 
dex 


-0811 


0220! 
0157 

0195 
-0145 
.0064 


0175 
1748) 
.0838 


107 
119 


Before using these figures, see explanation page 11. 


553 


Advertising Pays Off with a Plus in ALTOONA 


Food Sales in Altoona stores are 37% above average 
proportions! So are General Merchandise sales! Furni- 
ture-Household-Radio sales a skyrocketing 82% above 
par! 


METROPOLITAN ALTOONA 


oa Pennsylvania 
The reason: Altoona is the busy shopping center for more 


than 138,000 good-income people 
trial wage-earners 


farmers and indus- 
who turn the major part of their 
earnings into family staples and comforts . . . food first, 
then home furnishings. In fact, more than 80% of their 
income is spent for retail goods and services . . . and 
more than 69% of their shopping traffic moves through 
Altoona stores. 


Population 
Families 
$161,347,000 
130,712,000 


With 95.1% coverage of the city zone, better than 80% 41,362,000 
of the metropolitan area . . . the Mirror’s home-readership 
makes your advertising especially effective in this market. 
Advertisers’ recognition of this fact consistently results 
in record linage—as much as 12,000,000 lines in a year 


General Merchandise 14,796,000 


Furniture-Household-Radio 10,329,000 


—millions more than are carried by some of the country’s 
big metropolitan papers. 


Altoona Mirro 


ALTOONA’S ONLY EVENING NEWSPAPER 
RICHARD E. BEELER, ADV. MGR. 


PENNSYLVANIA — (Continued) 


roman, | gums 
IN 
JIM Bi BYP ESTIMATES 1952 


The “‘SM"’ symbols mark original, exclu 
sive estimates by SALES MANAGCSMENT. 
re 
= 


ING 
CONTROLS 


RETAIL SALES —1952 
BYP Estimates 


COUNTIES 
CITIES 


Blair 
AAltoona 
Bradford 
Bucks 
Bristol 
Doylestown 
Quakertown 


Butler 
Butler 
Cambria 
AJohnstown 
Cameron 


Carbon 

Centre 
State College 
Bellefonte 
State College 

Chester 
West Chester 
Coatesville 
Phoenixville 


Clarion 

Clearfield 
Du Bois 
Clearfield 

Clinton 


Lock Haven 


A and A See end of state for SM Metropolitan County Areas. 


02 


Fami- 
of lies 
. S.A. 


0429 


0150 
O13 
1045 
ogg 
0000 
OU85S 


23.6 

3.6 

0060 2.9 

0234 «10.5 

11.5 O73 3.4 


Ur- 
bani- 
zation 


41.4 


Net % Per Per 
Dollars of | Cap- Fam- 
add U.S.A. ita ily 

000) 


161 347 
94,303 
52,673 
267,341 
22,842 
11,799 
10,689 


.0696 1,164 4,004 
0406\1,217 4,047 
.0227|1,019 3,465 
- 1152 1,692 5,902 
0098 1,692 6,345 
0051 2,145 5,900 
0046 /1,752 5,626 


-0615 1,435 5, 154 
0167 1,617'5,245 
.1274 1,420 5,374 
.0436 1,601. 5,684 
.0040 1,349 4,972 


142,769 
38,812 
295,579 
101,172 
9,446 


72,029 
61,510 


-0311 1,270\4,530 
-0265, 913)3,661 


23,906 0103\1, 
16,486 0071 
258 299 
22,610 
23,645 
24,171 


134,781 
926 5,152 
.1112 1,572 6,049 
0007 1,449 5,515 
0102 1,665.5,911 
0104 1,804 6,714 


39,406 
88,212 
14,453 

9,202 


.0169 1,032 3,753 
-0380 1,045 3,738 
-0062 1,257 4,015 
.0040 +979 3,173 
41,370 .0179 1,124 3,940 


13,9903 OOHO 1,217 4,116 


19,510 
14,444 


92,963 


56,545 
178,228 
405 
725 


- 185 
26,218 
19, 183 
32,377 


19,971 


Coun- 


ty 
Sales 
Per 
| Fam- 
| ily 


-0799 3,243 


0553 


-0281, 2,887 
-0339' 3,301 


0176 


0106 


-0949, 3,634 
-0212 


-0148 


0105 


-0230 3,581 
-0471 3,271 
0160 


0117 


-0198 3,084 


FIVE STORE GROUPS 


in thousands of dollars— add 000) 


General | Furn.- Auto- 


4,666 
2,291 
30,113 
9,309 
4,371 
2,685 


11,135 

16,274 

5,660 

, 157 5: 3,803 
, 360 ’ 6,412 
2,963 8 3,104 


Buying Qual- 
Power | ity 
Quota | In- 

dex 


-0438 

-0094, 129 
0067) 112 
-0196) 84 
OO81) 111 


© SM, 1953. Before using these figures, see ‘explanation page 11. 


554 SALES MANAGEMENT 


... the Biggest Buy In Television! 


sil Br Largest TV 
OSt. Marys 
Grove City ClarionO a Ma rket In The 


DU BOIS 
Clearfield fe) s * 
Punxsutawney \ ni e a es 
OBellefonte 
PhilipsburgO 


*Taken from set 
count figures in 
a BROADCASTIN 
WAAC-TV} o* G 


a= Oo 
McKEESPORT . Hollidaysburg Sept. 29, 1952. 
; O Latrobe 
Monongahela GREENSBURG OWindber 
Mt. Pleasant 


OIL CITy O 


NEW CASTLE 
oO 


oO 
WASHINGTON 
CONNELLSVILLE 


Brow Seville O Somerset 


\@) 
UNIONTOWN 


—<=— Field Contour Map 
Estimated In Accord With 
FCC Regulations 


* POPULATION Metropolitan Coverage . 


3,408,190 a big chance for covering all of South Western Pennsylvania 
* 1952 RETAIL SALES with one television station. Study this map ... make inquiries 


$3,661,503,500 in the market ... in the end you'll turn for best coverage to— 
(See Survey Buying Power Figures) 


CHANNEL 6 
70 KW VISUAL © 35 KW AURAL WAG olf \!/ 


Represented by THE KATZ AGENCY, Ince. 
Serving Millions From Atop the Alleghenies 


. - but not metropolitan rates. Here's 


MAY 10, 1953 


Bellefonte 
* 


# State College 


abeth 
ALLENTOWN 


READING 
. . 


1950 Net Effective Buying Income 


ae In excess of $150 Million 
a $75 Million to $149.9 Million 


| Scole of Miles = 
$40 Million to $74.9 Million Cities shown are those having net 1s “ Copyright by 
Eflective Buying income of $15 million . pena ______4 
F $15 Million to $ 
A 


39.9 Million ond over One inch Equals Approximately 45 Miles Sus Mocagireeal, 
| } | | E | F | G 


For explanation of map symbols, see “State Maps,” page 220 


° The “‘SM"’ symbols mark original, exelu- 

PENNSYLVANIA — (Continued) sive estimates by SALES MANAGEMENT. 

SALES AND 

Any Angst spans RETAIL SALES—1952 —- 

IMA INCOM IN 

1/1/53 ESTIMATES— 1952 ESTIMATES CONTROLS 

COUNTIES FIVE STORE GROUPS stilts 

| Ur- Coun- in thousands of dollars add 000 

CITIES Total / | bani- A Per Per , ty Buying Qual- 
thou- } ti | zation of Cap- Fam- of Sales 


Power ity 
sands) |U. | J - S.A.) ita | ily 000 - S.A. Per General | Furn.- Auto- Quota | In- 


of ) Fam- Food Mdse. | House- motive Drug dex 
County ity Radio 


Columbia .0343 15.9) 46.1 -0301 1,297 4,387 -0321' 3,301 14,247 4,709 2,727 9,600 983 -0316 92 
Bloomsburg 0069 3.5 


0062/1, 328)4, 136 O18 4,581 1,874 1,301 3,796 130) -0080 116 
Berwick 0091) 4.4 0091/1, 480/4,810 O14 


5,354 2,140 777 4,339 477} 0098) 108 
© SM, 1953 


Before us.ng these figures, see explanation page 11 


1951 CHESTER CITY ZONE 107,129 LINES MORE 
$30,792,000* RETAIL FOOD ADVERTISING IN 1952 THAN 
RETAIL TRADING ZONE $57,367,000 ANY PHILADELPHIA NEWSPAPER 
"PER FAMILY 1951 CHESTER TIMES 1,168,408 
CHESTER CITY THE PHILADELPHIA EVENING 


$1,635.* he st tr BULLETIN 1,061,279 


U. S. AVERAGE $862 
. 


THE PHILADELPHIA DAILY 


AVERAGE Y i] ° 
ANNUAL RETAIL SALES | (3,4 peat th INQUIRER 809,818 
PER FAMILY—CHESTER CITY 1951 a} » 


* 
55,380. 512 CHESTER pa NATIONAL REPRESENTATIVES 


* COPY SOURCE ON REQUEST A.B.C REPORT 9-3-52—33,770 STORY BROOKS AND FINLEY 


SALES MANAGEMENT 


WHP and WHP-TV Sell Best in 


Pennsylvania's Best Large Market! 


Harrisburg continues as the state’s best large e Food sales show a 38% plus. e General 
market—with the highest Quality of Market merchandise 154%. @ Furniture-household- 
Index (137) ... and the highest per capita radio 156%. @ Automotive 84%. e Drug 
income ($1,800) ... of all Pennsylvania cities 133%. 
over 40,000 population. WHP — keystone stations in the Keystone 
Because the city’s personal income is so high State — is the big selling in- 

. and because Harrisburg draws trade from fluence throughout the coun- 
all over Dauphin County ($527 above the na- ty ... and in tens of thou- 
tional family sales average) ... retail sales in sands of prosperous homes 
the city tower 86% above the national trend. in South Central Pennsyl- 80 
In fact, Harrisburg’s sales volume in 1952 vania... in cities like Lan- 
actually topped total income by $12 Million. caster, York, Lebanon. 


HARRISBURG ... A HOOPER NATURAL! 


CBS 


HARRISBURG, PA. WH & 


5000 WATTS 
WHP & WHP-TV anys Apso 580 K.C. 


Represented by THE BOLLING CO. 


‘The “SM” , iginal, exclu- : 

ba estimates by SALES. MANAGEMENT. P E N N S Y L V A N I A- — (Continued) 
; : ; ‘ SALES AND 

POPULATION EPPECTIVE 6 BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES iNG 
JM 1/1/53 JM ESTIMATES 1952 @ ESTIMATES CONTROLS 


FIVE STORE GROUPS | 
| | (in thousands of dollare—add 000) | 
% | Per! Per | & y . ae Buying |Qual- 
of | Cap- | Fam- | | Power | ity 
[BA oY .S.A.! ita | ily 000) (U.S.A. | Gunns | Furn.- | Auto- | Quota | In- 

} | | F Food Mdse. | ~~ motive | Drug 
| adio | 


COUNTIES 
CITIES 


Metropolitan Area 


Crawford... . i 0510 ‘ : 112,507, .0485 1,403 4,788 J -0544 3, 21,649 5,976 3,846 18,137) 1,731 
Meadville 2 0122 5. 32,561) .0140 1,696.5,252 2, 0258 10,064 3,902 2,630 11,787) 1,067 
Titusville 9.4 0059 3.2 : 12,623 0054 1,372'3,945 , 46% .0107 4,791 997 730 2,302 276 

Cumberland ‘ 0631 ‘ 132,458 .0570 1,337 4,615 -0580 3, 24,716 4,609 . 19,120 
Carlisle , 0109 ‘ 20,357, .0088 1,190 3,915 29,723; .0182 6,871 3,079 2,53 5,331 y 0120 

| | 

Dauphin - . - 1283 " A 326,182 .1405 1,617 5,491 ° -1493 4, 54,598 31,811 J 40,239 é 1407 
AHarrisburg. 92 0585 28. 165,641 0714 1,800 5,732 8 - 1087 32,341) 27,772 3,393 30,081 . 0800 

Delaware..... ° . 2808 ; J 886,696, .3820 2,009 7,157 - -2291 3, 114,088 22,821 . 63,999 . 3159) 
Chester... 58.6 0436 ,010 =.0491/1,662 6,064 ,5E 0639 32, 198 3,766) 13,402 42 0524] 
Upper Darby | | | | 
Township 93.6 0596 , ,764 0938 2,327\7, 890 93 ,O0E 0575 24,362 6,303 olf 18,847) A 0761) 
Darby 4.3) .0091 ¢ 25,056, .0108 1,752 6,425 : 0107 8, 189 1,074 ; 178 0104) 
Haverford 
Township 42.9; .0273 2. 96,562, .0416 2,251 7,915 5, -0095 5,261 537 82 4,391 7% 0291 
Media 6.0 0038 1 ,695 .0050 1,949 6,497 i .0089 4,520 319 3,668 f 0059 
Lansdowne 12.8 .0081 4 31,32 0135 2,447 7,639 6 0071 3,053 170 5,476 387 0105 

Elk ic 2 34.2 .0218 9.4 54.1 R .0189 1,283 4,668 : -0148 2, 8,917 1,941 1, 437 4,220 -0183) 84 


A and J \ See end of state for SM Metropolitan County Areas. @ SM, Before using these figures, see explariation page 11 


Not a REview ... but a PREview 


of next month’s retail sales volume in 200 cities. In every first-of-the moath issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in more than 200 leading U.S. cities. We give 
the sales volume, the percentage of change from the same month last year and its relation to the 
national change for the same period. The Survey of Buying Power gives you sales for the latest com- 
plete year. In between Surveys, “High-Spot Cities” alerts you to changes in the making . . .each month. 


MAY 10, 1953 


hie 


OY 
ti 


ERIE CITY has the HIGHEST INCOME PER CAPITA of all cities in Pennsylvania over 100,000 population. 
ERIE CITY has the 2nd HIGHEST INCOME PER FAMILY of all cities in Pennsylvania over 100,000 population 
ERIE CITY is tied with Pittsburgh for HIGHEST QUALITY OF MARKET INDEX IN THE STATE. 


ERIE COUNTY has the LARGEST RETAIL SALES PER FAMILY of any of the Counties in which cities over 100,000 
population are located. 


—And the Whole Erie Market can be covered with one newspaper 


ow THE ERIE TIMES + 


Represented py The Katz Agency, Inc. 


The ‘“SM"’ symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 
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(Continued from page 553) 


City 


Monessen. . . 


Mount Carmel.. 


Mount Oliver 


Mount Lebanon 


Township... 


Nanticoke 
New Castle 


County 
Westmoreland 
Northumberland 


Allegheny 


Allegheny 


. Luzerne 


New Kensington. 


Norristown. 
Oil City 
Philadelphia 
Phoenixville 
Pittsburgh 
Pittston. 
Pottstown 
Pottsville 
Punxsutawney 
Quakertown. 
Reading 
Rochester 
Scranton 
Sewickley 
Shamokin 


COUNTIES 
CITIES 


Erie 
Ablrie 
Corry 
Fayette 
Uniontown 
Connellaville 
HKrownsville 


Forest 


Franklin 
Chambersburg 
Waynesboro 

Fulton 

Greene 
Waynesburg 


Huntingdon 
Huntingdon 
Mount Union 
Huntingdon 

Indiana 
Indiana 

Jefterson 


Punxsutawney 


Juniata 
A and A 
558 


Lawrence 
Westmoreland 
Montgomery. 
Venango 
Philadelphia 
Chester 
Allegheny . 
Luzerne 
Montgomery 
Schuylkill 
Jefferson 
Bucks... 
Berks 

Beaver. . 
Lackawanna 


. Allegheny 


D3 


Northumberland 


JM 


sands) |U. S. 
| 
227.7 


Pop 
in 
thous.) 


POPULATION 


— 


A.) (thou- 


.1448| 


NUMBER OF OUTLETS 


GM | FHR 


10 
13 


_ ~ 
ans Sw @O bh 


~ 
a & ® 


20,390 
11,598 


See end of state for SM Metropolitan County Areas. 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1962 


S.A 


. 1632 1,663 5,782 
- 1000) 1,724 5,909 
-0072'2,014 6,191 
.1096 1,358'4,960) 
.0135) 1526/5, 046 
0088 1,510 5,008 
.0050 1,526 5,043) 
0021 


-04311 


-0029 
021711 
-0032/1, 


-0169 


0063 1 
0038 1, 
03431 
00611, 
-0216 1 
-0051 1,349/4,241 


-0066 860 3,020 


A 


50 61 
11 3 
14 13 


% | Per Per 
of | Cap- | Fam- 
ita | ily 


993 |3, 403 


295 4,613 
,418 4,614 
495 4,616 
662 2,459 
111.4, 083 
309 4,314 


0109 1 
00681 


966 3,485 


225 3,770 
217 3,701 
,045 3,816 
191,3,935 
,045 3,583 


City 


Sharon 


Shenandoah. . 


Somerset . 


State College... 


Stroudsburg 
Sunbury.... 
Tamaqua... . 
Tarentum... 
Titusville 


Turtle Creek.... 


Uniontown 
Upper Darby 


Township. . . 


Vandergrift 
Warren. . 
Washington 


Waynesboro. . 


Waynesburg 


West Chester. . 
Wilkes-Barre.... 


Wilkinsburg 


Williamsport. .. 


i 


. Schuylkill. 


.Chester. . 


Pop 
in 
County thous. ) 


Mercer 


Somerset 
Centre. . 
Monroe. 
Northumberland 
Schuylkill. . . 
Allegheny. . 
Crawford... . 
Allegheny. . 
Fayette. . 


Delaware 
Westmoreland 
Warren 
Washington. 
Franklin. . 
Greene. . 


Luzerne 
Allegheny 
Lycoming 
York.... 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of doliars— add 000) 


| General | 
Mase. 


Food 
Radio 


30,052! 
27,272 
1,012! 
27,268 
8,515 
3,254) 
1,138 
196 


73,888 

55,030) 
4,079) 

45,687 

12,766 
3,982! 
3,205 
1,009 


18, 593 
7,153 
4,041 
1,171 
9,221 
3,864 


5,433 
2,737 
1,418 

382 
3,998 
1,216 


2,677 


611 
458 
9,570 
4,177 
3,333 
1,752 


1,426 


Furn.- 
| House- | 


NUMBER OF OUTLETS 


GM | FHR 
17 
15 
14 
7, 
11 
15 
& 
12 
16 
7 
21 
41 
11 
18 
21 
15 
9 
18) 
76) 
17| 
39) 
69 


www uUUd ~ & w wo 


— 


Auto- 
motive Drug 


OCeennnsawun~nw 


ww — - 
AnNUNABDAS 


n= 
i 


22 


SALES AND 
ADVERTIS= 


NG 
CONT ROLS 


Buying |Qual- 
Power | ity 
Quota | In- 
dex 

1428! 112 
-1065) 124 
| 136 
E 
165 
121 
125 
71 


-0215 


Before using these eng see e explanation page 11. 


SALES MANAGEMENT 


ALL UNDER 
COMMON 


Outstanding success sto- 
ries have been written by 
advertisers who use these 
three great advertising 
media, The Erie Dispatch, 
TV Station WICU and Ra- 
dio Station WIKK—a mer- 
chandising assistance pro- 
gram without equal is 
available to you. 


= cy NEW FINANCIAL CRISIS 
arose FACES COUNCILMEN 


seme the Pick, Oe Se et ere 
eae Brink's Suspect 4 "= 
» Prete 


« 
wee 


ws 
BH 
as 
z 


ERIE, PA. - 5,000 WATTS 


* RADIO 
National Representatives * TV 
WICU-TV—Erie, Pa.—Headley-Reed Co. * NEWSPAPER 
WMAC-TV—Massillon, Ohio—Under Construction 
WTOD—Toledo, O.—Headley-Reed Co. 
WHOO—Orlando, Fla.—Avery-Knodel, Inc. 
WIKK—FErie, Pa.—H-R Co. 
ERIE DISPATCH, Erie, Pa.—Reynolds-Fitzgerald, Inc. 


Yes, WICU has all 4 net- 
works, plus outstanding 
local programs. 


The Erie Dispatch—133 year 
old aggressive daily and Sun- 
day newspaper showing 
healthy lineage and circula- 
tion gains. For Home Product 
advertisers, Tele-Kitchen 
show is a terrific help. Write 
today for details. 


WIKK has top Hooper and 
Pulse ratings. The outstand- 
ing “1330 Review’ television 
program assures you of com- 
plete assistance and coverage. 


New York Office—Hotel Borclay —Home Office—-500 Security Bidg., Tolade. Ohie 
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te HERES THE SCRANTON MARKET 


250,000 people whose living standards . . . and shopping needs . . . are based on high wages in increas- 
ingly diversified industries. $347,580,000 income . . . $232,817,000 retail sales . . . in the metropolitan 
area. In the city: retail sales 19% above average volume . . . food sales 23% . . . general merchandise 
4% ... furniture-household-radio 75%. 


we % HERES THE SCRANTON MEDIUM 


The Times carries 75% of all the national newspaper advertising in Scranton . . . covers 79.8% of the 
city zone, 75.1% of the trading area. 


tek % AND HERES THE SALES BONUS 


According to Sales Management’s Survey of Buying Power, the Scranton Metropolitan Area—Lacka- 
wanna County—is 91.7% urbanized . . . compared with a national average of 64%. Marketing experts 
say that urbanization increases the sales potential as much as 20%—since consumers in urbanized areas 
spend more for goods and services . . . rent, recreation, insurance, personal needs, styled lines, jewelry, etc. 


SCRANTON for Extra Sales ... The TIMES for Extra Results 


Che Scranton Times 


SCRANTON, PENNA. 


George A. McDevitt Co., National Representatives « New York, Chicago, Philadelphia, Detroit 


PENNSYLVANIA— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
Le gg oes _ ers Spree RETAIL SALES—-1952 —— 
IMA 1 

1/1/53 BY) ESTIMATES— 1952 GD ESTIMATES CONTROLS 

COUNTIES | FIVE STORE GROUPS — - a ia 

| | | Ur- } | | | (in thousands of dollars—add 000) } 

CITIES Total % | Fami- | bani- Net | % | Per | Per % | i Buying |Qual- 
(thou- | of lies | zation} Dollars of | Cap-| Fam- i 

sands) |U. S.A.) (thou-| % add U.S.A.) ita ily 
sands) | of 000) | | 


' 

Lackawanna -6 .1586 71.5, 91.7 347,580, .1497|1,387/4,861 
AScranton : .0793 ° 178,760, .0770)1,434)4,831 
Carbondale f 0101 21,817, .0004/1,372/4,848 

Lancaster 1) £1621 -7| 49.3 394,358) .1699 1,649/5,825 
Alancaster. ° 0411 ; 113,518) .0489 1,757\5,851 
Ephrata 7 O46 : 12,096! .0052 1,680.5,259 


A and A See end of state for SM Metropolitan County Areas. © SM, 


IF ...You’re Looking For Greater 
Sales In The Scranton Market... 


Bear in mind that the trading area is more important than the city itself . . . MORE 
THAN HALF the people in the trading area live OUTSIDE the city zone ... You need 
THE SCRANTONIAN-TRIBUNE for that PLUS BUSINESS. 


Phe Scranton Tribune ow THE SCRANTONIAN | sun, 


GILMAN, NICOLL & RUTHMAN, National Representatives 


For the true and complete story of advertising linage in all Scranton newspapers—consult our representatives 


SALES MANAGEMENT 


WARM (5000 watts at 590 ke) 


UY s 
EST STATION B 
peer 11 counties in NE Pennsylvania 


POPULATION: 1,086,600 
: $1, 405 9323 000 


285,185 


WARM 


SCRANTON, PENNSYLVANIA 


N. E. PENNSYLVANIA’S MOST 
Represented Notionally by GEORGE P. HOLLINGBERY CO. POWERFUL STATION DAY AND NIGHT 


NEW YORK ¢ SAN FRANCISCO 5000 WATTS AT 590 


ATLANTA e@ CHICAGO ¢ LOS ANGELES 


The “SM” symbols mark original, exclu- : . 

= ei aa PENNSYLVAN|A— (Continued) 
aii , ae ay ey, ¥ SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
GD 1/1/53 SM ESTIMATES — 1952 JM ESTIMATES CONTROLS 
j <<; we : a a oe) Spee FIVE STORE GROUPS 

Ur- | | - in thousands of dollars add 000) 


COUNTIES 


CITIES - | bani- Net | % Per | Per % y Buying Qual- 

- |zation| Dollars | of | Cap-| Fam-| | Power | ity 

sands) U.S.A. (thou-| (add «=U. S.A. ita | ily ) U.S.A. General | Furn.- Auto- | Quota | In- 
sands 000) | | Food Mdse. House- | motive Drug | dex 


of 
County i Radio 


© | Metropolitan Area 


Lawrence 106.6 .0678 30.4 57.5 172,304 + .0743)1,616.5,668} 106,604, .0652 3,507 30,496 9, 266 7,974, 17,726 2,301) .0703) 104 
ANew Castle 49.8, 0317) 14.5 79,722, .0343'1,601,5, 498 75,411) .0461 19,936 7,801 5,790; 12,931 1,872 0373) 118 
1EUwood City 13.3) .0085 3.8 22,905! .0099 1,722 6,028 17,265) + .0106 5,701 1,184 1,650 3,907 329 0098) 115 


1 Ellwood City is in Beaver and Lawrence Counties. 


Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas © SM, 1953. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM listings of 
data in the “Survey of Buying Power”, regrouped according to your sales territories, may be obtained from 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 


MAY 10, 1953 


HAZLETON, PA. 


the PLUS* MARKET in LUZERNE COUNTY'S Metropolitan area! 


“Plus Upper Carbon and Upper Schuylkill Counties! has a family income of $5,9 72 
—which is $856.00 more than Luzerne County's $5,116 


has retail sales of $60,325,000 


—in Hazleton and 3 of its market’s major boros. 
has population of 92,246 


55,894 in ABC city zone—balance in trade area. 


Covered only by.... 
represented oy oouisser, nc THE PLAIN SPEAKER-STANDARD SENTINEL 


P E N N S Y L V A N | A _ (Continued) The ‘‘SM"’ symbols mark orig'nal, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 BY ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- - in thousands of dollars add 000 
Total Fami- bani- Per Per , t Buying Qual- 
thou- of lies = zation of Cap- Fam- ‘ a Power ity 
sands) U.S.A. ‘thou- U.S.A. ita ily ; General = Furn.- Auto- Quota In- 
sands of am- Food Mase House- motive | dex 
Cour ty Radio 


COUNTIES 
CITIES 


2 
a 
H 
5 
= 


Lebanon 0568 25.5 63.2 137 ,673 0593 1,542 5,399 , -0513' 3,293 ’ , 5,688 504) -0564, 99 
0197 9.4 49,676) .0214 1,602 5, 285 5139, 0282 a 5,343 4,013 311] 0231) 117 
. 1280 57.7 79.1 337,854 .1455 1,680 5,855) , -1442 4,086 ; ’ 18,717 , 1416 111 
0609 32.0 186 , 206 0802 1.696 5.819 74.55 1067 5, 887 15,365 O861) 123 
* 
Luzerne .2434 106.1 82.6 542,838 .2339 1,419 5,116 , -2210 3,407 , : 23,840 ‘ 2320, 95 
AWilkes-Harre 75.8 0482 21.0 122,581 O528 1,617 5,837 26,900) 0776 24,248 30,865 10,324 9,819, 2,37 0593 123 
Allazleton 5.5 »” { 58,523) .0252 1,649 5,972 9,772) .03 2,239 5,729 692 645, 1,240 0262 116 
Kingston 91.2 O15 4.3 37,525 0162 1,770 5,956 68 19 7,083 3 511 395 0166 123 
Pittator QO O05 1.9 19,101) , 0082 1,282 4,808 8, 50 N13 647 1,877 1,936 345 O94) 


27, 408 O118 1,380 4,741 


! Bethlehem is in Lehigh and Northampton Counties ng these figures, see explanation page 11 
A and See end of state for SM Metropolitan County Areas © SM, 1953 


The 18.6% increase in Lebanon Counly’s Effective Buying Income, 
as reported herein by Sales Management, confirms once again 
that Lebanon is Pennsylvania’s Purse-onality Market 


If it’s sales you're after, better get. after 

your Story, Brooks & Finley man for more facts 

on the plus sales potential of the market and the response-ability 
of the medium which alone serves and sells Lebanon County... 
Prosperous Heart of the Pennsylvania Dutch Gountry ... 


THE LEBANON DAILY NEWS 


“What Makes States’ Economy Tick?” — page 78 


SALES MANAGEMENT 


A 50% Better Market... . 
and /solated for Testing 


Here’s a 58,852 A.B.C. City Zone population High per Capita Sales 
market, 50°70 or more above the Pennsylvania State Williamsport’s per capita retail sales exceed the 
average in per capita sales potential for nearly every State average by 539%; food store sales are 41% 


‘ 


kind of business Sales Management reports. larger; department and general store sales 58° 


: ' larger; furniture and appliance sales 85° larger: 
And yet it is so completely isolated from impact : "ba PI - 
automotive sales 57° larger and drug store sales 


of outside media or market influences that probably of 
13%. 


it is unparalleled in the northeastern United States. 
The nearest city of equal size is 75 miles away. The Sun-Gazette & Bulletin is your only assured 
Inaccessible? Yes—-from outside influences—hbut means of complete saturating coverage of the only 


that’s its advantage for most testing. Metropolitan Area in North Central Pennsylvania. 


WILLIAMSPORT SUN e¢ GAZETTE & BULLETIN 


Williamsport, Pa. 


Represented nationally by J. P. McKinney & Son ¢ New York e Chicago ¢ San Francisco 


ee oa PENNSYLVANIA — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 ESTIMATES 1952 SM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000) | 
Total Fami-  bani- Net ¢ Per Per] Dollars ty Buying |Qual- 
thou- of lies zation} Dollars of Cap- Fam- (add of Sales | Power ity 
sands) U.S. A. ‘thou- add U.S.A. ita | ily 000 U.S.A. Per General Furn.- Auto- Quota | In- 
sands of 000 Fam- Food Mise. House- | motive | Drug | dex 

County ily Radio | | 


COUNTIES 
CITIES 


Metropolitan Area 


Lycoming 


N 
nO 
w 


102.9 .0655 30.8 65.2 144,420 .0622 1,403 4,689 105 ,831 0647, 3,436 30,341 10,966 6,121 18,760} 2,539 -0636; 97 

Williamsyx 16.1 1293 14.2 73,151 0315 1,587 5,15 73,491 0449 18,069 10,079 §, 207 11,644) 2,033 -0351; 120 

McKean 56.1 0357 16.9 45.2 74,984 0323 1,337 4,437 57,417 .0351 3,397 16,317 2,793 2,972 15,319) 1,513 -0338, 95 
Bradford 7 5.5 27 ) O116 1,535 4,911 ) NRF 


2 , 8,424 1,059 1,875 7,127 903 0136) 121 


A and A See end of state for SM Metropolitan County Areas © SM, 1953. Before using these figures, see explanation page 11 


ALLENTOWN is the He and Retail Shopping Center of 
PENNSYLVANIA’S RD METROPOLITAN AREA 


Definitely a separate market comprising well over 100 Sales and $725 million in Effective Buying Income. 

communities . . . each vitally interested in the local news R.O.P. 3 COLORS AND BLACK with careful Stereo 

furnished most completely in the Call-Chronicle Newspapers work and prideful Press work. FULL COLOR COMIC 
. covering a circulation area with $465 million in Retail SECTION. 


Where 4 out of 5 buy through advertising in 


CALL-CHRONICLE NEWSPAPERS 


The Morning Coll Sunday Call-Chronicle Evening Chronicle 
ALLENTOWN, PA. The Area’s Only Sunday Newspaper National Representative: Kelly-Smith Co. 


MAY 10, 1953 


MOST IMPORTANT SEGMENT OF 
THE GREATER PHILADELPHIA MARKET! 


... and it can’t be sold from the out- 
side! You must use the newspaper 
that’s growing with the area! 


Your share of Norristown’s rich market —————— 
can be assured only by a separate, co- | ; y e 
ordinated campaign in THE TIMES HERALD, Cimes 1) eralo? 
the only daily newspaper that can THOR- NORRISTOWN. 


OUGHLY sell this rapidly expanding area! Represented Nationally By 
The Julius Mathews Special Agency 


PENNSYLVAN1A— (Continued) S sti eae 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 JM ESTIMATES— 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 

Ur- in thousands of dollars add 000 
CITIES i , Fami-  bani- % Per Per : ” _} Buying Qual- 
lies = zation of Cap- Fam- Pp i 
thou- | -S.A. ita ily . S.A. General Furn.- Auto- 
sands of 000) Mdse. House- motive | Drug 
| Radio 


Mercer ‘oe , : 165,646) .0714,1,456 5, 160) , f A 11,798 498, 22,884, 3,174 
Sharon 27 7 45,014) .0194/1,667,5,698} 55,11 2, 6 7,630,  3,873| 11,537] 1,609 
Greenville 3. 15,176} .0065/1,614/5, 059) 54% ; 1,479 174) 3,510) 404 
Grove City . 12, 166| 00881 001 /6, 009 1.008 4,187; 236 

Mifflin Hd -5| 38. 62,024) .0224'1,190'4, 162] ’ ‘ 220) 420) 3,778) .324) 6,347) 1,084 
Lewistown 18,655| .0080/1,323/4, 146 , i 3,596 t 4,354) 903 

Monroe 1) 40. 38,785] .0167'1,124/3, 981). : 5,277; 1,208) 7,619 873 
Stroudsburg- | | | | | 
East Stroude- | } | | | 
burg 9) 0088 16,810| .0078\1,209\4, 100 , , | 4,480 ‘ 5,543} 681 
Stroudsburg 5) 0041 7,827) .0034)1,204/4,119 ; . 4,713) 4 

Montgomery 8) .2341 4) 67. 697,204, .3004)1, 696 6,945) ’ ‘ ' : 69,361, 10, 
Lower Merion | | 
Township. . A] .0327 ; 122,024) .0526 2,374/8,028 157). i 16,834) 2,566) 0435) 133 
Norristown +1) 0256) ; 65,503} .0282)1,633/6,823 i A . 6,583) 1,549] .0291) 114 

Pottstown 23,7) .0151 40,920] .0176/1,727/5,930) 165). 163} 2,853} 9,170, 1,297] .0192) 127 
Jenkintown .0033 11,702) .0050/2,2507,314] 24, é | 4,588, 576} .0077| 233 
Lansdale q . 0066 é 20,639 0089 2,004 6,658 ° . , | ° 3,810 486 -0089; 135 
Abington | | 
Township 30.9} .0197 62,865; .0271/2,034'7,063 ,063 3 : 5,698 571] .0201) 102 
Cheltenham } | | | 
Township 0153 56,596! .0244/2,358/8, 447 3,138]. 917 35) 1,505 = 6408 = .0177! 116 


© SM, 1953. Before using these figures, see explanation page 11. 


titttum w#ebbun eal Cu 
Sharon, (Mercer Co.) Pa. 


1952 SALES DATA 1952 POPULATION & CIRCULATION DATA 1952 INDUSTRIAL DATA 


SHARON HERALD CIRCULATION nn 
Retail sales $117,593,000 - wee en Transformers, tank cars, car 
Sept. 30, 1952 < , ‘ 
Eff. buying income 177,425,000 | Population (county) 121,780} wheels, steel chains, stainless 
P ‘ami 5 ane $2,100 steel, freight cars, storage tanks 
Per Family 5,658 | HERALD COVERAGE 69% dette > 8, 


Food Sales 30,233,000 | Population city zone 58317 | Diesel engines, steel pipe. Rural 
Families , SR] hishly all 1. dai 
General mdse. .. 12,031,000} Herald circulation 14,465 sections highly agricultural, dairy 
Automotive 19,430,000 HERALD COVERAGE 97% | farms, sheep raising. Gross in- 


Sources——U. S. Gov. census, ABC, Sales Management Survey, | _ . ray 
Drug 3,264,000 Penna. State Reports, Standard Rate and Data. come agricultural, $1 1,897,000. 


564 SALES MANAGEMENT 


Only the 
Globe-Times 

covers 
Bethlehem... 


_ key city of 
Pennsylvania's 
324 largest 

market! Che Bethlehem 


Globe-Times 


Rolland L. Adams, President 


De Lisser, Inc., national representatives 


Dig the facts about Bethlehem’s booming business 
activity—now at an all time high—in the table on 


this page. See why Bethlehem’s a BIGGER, better 
buy than ever. 


The **SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. | 


PENNSYLVANIA — (Continued) 


COUNTIES 
CITIES 


POPULATION 


JM a 


Ur- 


EFFECTIVE BUYING 


GD INCOME 
ESTIMATES— 1952 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES— 1952 


ESTIMATES 


FIVE STORE GROUPS 


Coun- 
Total % Fami- | bani- Net ¢ Per Per 


/ |_ ty 
thou- of ties zation} Dollars of |Cap- Fam- of | Sales | 
sands) U.S. A.) (thou- add 


U.S.A.) ita | ily 000 S.A er | | General | Furn.- Auto- 
sands of 000 | Fam-| Food | Mdse. House- | motive | Drug 
(County ily | Radio | 


(in thousands of dollars—add 000) 


Buying Qual 
Power 


Metropolitan Area 


Montour 16.2) .0103 3. 8 43.7 

Northampton. . 186.9 .1189, 52.8) 71.8 
2ABethlehem 67.9 0432 18.8 
Alaston.. 35.1 0223 


15,005 
308 , 261 
119,318 
10.4 60,787 


.0065 926 4,168 .0053| 2,421; 2,518 596 364 1,902 313]. 0069 
1328 1,649 5,838 .1312) 4,063) 66,235, 15,506 14,481) 31,419} 6,163] .1295 
0514 1,757 6,347 2g 0497 24,146 4,113 5,391 15,807; 2,686 0493 
0262'1,732 5,845 75,6 0462 20,697 8,638 6, 359 9,330) 1,668 0314 


2 Bethlehem is in Lehigh and Northampton Counties. 


Before using these figures, see a page 11 
A and A See end of state for SM Metropolitan County Areas. Ss 


Heart of the eastern vacationland ... and a 
growing industrial community. .. . 
Here's the story .. .in figures that add up to the fact 


tr ye a why that the STROUDSBURG RECORD with a circulation 


f 8,245 is your best coverage of this important, 
Drug Sales 597,000. lucrative market! 


Population 13,900. 


Address all inquiries to: OTTAWAY NEWSPAPERS, 


General Advertising Office, 911 E. Main Street, Endicott, New York 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, 


retail sales, buying power 
quotas, 


farm income and value by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE 
MENT, INC. 


MAY 10, 1953 


Sunbury is the biggest sales center in Northumber- 
lasd County. Retail sales in 1952 were $27,459,000, 
an increase of $1,289,000 over 1951 — nearly 
$1,000,000 more than the next largest city. When 
a city’s retail sales exceed its income by $8,768,000, 
it is clear-cut evidence of its importance as a retail- 
ing center. Sunbury draws its trade from the entire 
county. 


Biggest Sales Center 


City Populati 4 ABC Circulati 
‘700 Munbury Daily Htem 19.600" 
SUNBURY, PENNA. 

National Representatives . . . THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


The Daily Item, with a circulation nearly 4 times 
the number of city families, gives 100% coverage 
of the’ city zone and 60° of the entire county and 
is the real reason why Sunbury’s retail sales are 68% 
above average. 

When you advertise in the Sunbury Daily Item, 
you actually tell your story to 60% of Northumber- 
land County families. 


PENNSYLVANIA — (Continued) 


POPULATION EFFECTIVE BUYING 
SM ESTIMATES JM INCOME 
1/1/53 ESTIMATES. 1952 
COUNTIES | 
Ur- 
CITIES 3 / Fami- | bani- . Per Per 
of lies | zation of Cap- Fam- 
S.A. (thou- |) ° ( .S.A> ita ily 
sands of ) 
nty 


Northumberland 115.2| .0733 33.2) 70.4 123,438 .0532 1,072 3,718 
Sunbury 15.7| .0100 5.0 18,691; .0081 1,191 3,738 
Shamokin 16.8) .0107 5.0 19,115, 0082 1,138 3,823 
Mount Carmel 4.1 0090 4.0 14,545 0063 1,032 3,636 


Perry 25.1) 0160) 7.1) 8.7 26,234, .0113 1,045 3,695 
Philadelphia 2,104.9 1.3393) 608.4 100.0 | 3,612,896 1.5565 1,716 5,938) 


) SM, 1953 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
RETAIL SALES 1952 ADVERTIS- 


ING 
ESTIMATES CONTROLS 


FIVE STORE GROUPS 
in thousands of dollars add 000 
: Buying Quai- 
Power _ ity 
General _Furn.- Auto- Quota = n- 
Mase. House- motive dex 
Radio 


3,242, 30,957 % 20,021 0610, 83 
5,858 3,02 2, 6,379 -O111} 111 
.0162 6,719 2,9 2,397 3,684 3 0111! 104 


0095 | 4,556) 2,28: 2,124] 0078) 87 


| 
19,246, .0117 2,711 5,138) 820 477) 3,078 -0124, 78 
2,510,301 1.5347 4,126 684,150) 485 592 151,381) 259, 333 64, 187 1.5065) 112 


Before using these figures, see explanation page 11 


Can Your Product Be Used as a 


Corporation Christmas Gift? 


Your product could be the “something different” that business executives will be 


looking for this year as a Christmas gift for customers and prospects. Do you know 


that American companies average 600 Christmas gifts per company? 


Get full details on the annual Christmas Gift Section of September | SALES 


MANAGEMENT the special feature 


that drew over 6,000 extra inquiries last 


vear when the Kiplinger Letter announced it was available in reprint form. The 


feature is based each year on a survey of current gift practices and policies in 


leading companies. 


SALES MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


the 5* Dimension 


GIVES MORE RESULTS PER 
ADVERTISING DOLLAR IN 


DELAWARE VALLEY, U.°.A. 


THE GREATER 
PHILADELPHIA MARKET 


7 era 


over 


|, is World's Groat- 
est Industrial 


RETAIL SALES 

2 Philedelphie 

® cree, over 4 

billion dollars 
yearly 


ployment, fewer 
fluctuations iniabor 


force... always a 
sure market 


To establish Delaware Valley's 
importance in your sales picture, 
look at the first four dimensions. 
Today, 1% billion dollars goes 


into Delaware Valley industrial Capecity ead potenti 


expansion... 144 million families . : 
for dynamic expansion 


spend record sums. That crucial 
“Sth Dimension’’—The Growth 
Factor—means even more sales at 
less cost from your future advertis- 
ing here. Behind this progressing 
boom stands THE PHILADELPHIA 
INQUIRER, favorite with advertis- 
ers seeking sales dividends all over 
dynamic Delaware Valley! 


Now in its 20th 
Consecutive Year of Total 


aS ¢ Philadelphia Anguirer 


— Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 


& CHAMBERLIN, 155 Montgomery Street, San Francisco, Garfield 11-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 
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0259 
567 


Meet... 
“Ocie’ Dollar 
and His 


Prosperous Family 


My name... “O” as in Oil and “Cie” as in 
City. | am a smiling symbol of one of Pennsyl- 
vania’s unique markets. SEVENTH IN PER- 
SONAL PROPERTY PURCHASING POWER. 


With a “bow” to the national advertiser, | am 
famous for what | earn and what | spend. 
$116,889,000 every year. $31,089,000 in food 
alone. “Purchasing Power’. You can say that 
again! 


\ 
wb 


7, 
/ 
Mirnyi 


ERRICK 


MORNING e EVENING 


A GROWING MARKET IN A PROSPEROUS 
115,000, 4-COUNTY AREA. 


Analysts of markets demand to know potentials of buying number as well 


> 
as power. How about 115,000 authenticated prospects? This number comes 
from a 4-county trade area, all an actual working part of Oil City itself. 
These papers reach with unerring favor, over 65% of the Dollar-to-spend 


homes. (Mrs. “Ocie” just loves it!) 


PENNSYLVANIA — (Continued) aaa ‘ive estimates by SALES MANAGEMENT, 


mT SALES AND 
POPULATION EFFECTIVE BUYING RFTAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/53 ESTIMATES- 1952 GD ESTIMATES CONTROLS 


j FIVE STORE GROUFS 
| in thousands of dollars add 00C 
% Per | Per ‘ Buying Qual- 
of | Cap-| Fam- f é Power ity 
.S.A. ita | ily 000 .S. A.) P General Furn.- Auto- Quota = In- 
Mase House- motive dex 
Radio 


COUNTIES 
CITIES 


Metropolitan Area 


1393) 6 3,612,806 5565 1,716 5,938 584, 1! : 151,381! 269,33: 112 
-0055 . 8,635 .0037 993 2,878 A : , ; 153 
-0106 . . 15,493 .0067 939 3,162 _* 4, d 
.1243 , ‘ 261,986 .1129 1,341 4,790 ° . ’ : F NI, 28, A 1105 
0150 34,782 0150/1, 480 5, 41,03 ¢ 76 7 4,896 7,347 O80 
1 
1 


APhiladelphia 
Pike 
Potter 
Schuylkill 

Pottaville 

Shenandoah 00909 K 20,302 .0087/1,310 4,7: 0099 
0073 3. . 0075)1,511/4,¢ 
0060 1,310 4,§ 4 ° ,02 ,07 422 J 7 0065 
-0094 939 3,529 . e o ° . .0106 
-0355 1,019 3,734 ‘ ‘ ’ ’ ’ ° . -0405 
0035 1,337 4,796 20,7% ‘ 3,638 ,512 0063 
.0027. 939 3,391 . . ’ : 0031 
-0139 1,032 3, .0153 
-0180 
-0105 
0355 
0138 
0074 
-0259 
-O137 
1298 
0208 
0103 
0089 


Tamaqua 0080 


Mahanoy City 
Snyder 
Somerset 


souanwan 


Somerset 
Sullivan 
Susquehanna 
Tioga 
Union 
Venango 


Oil City 


26, 196 0113 1,323 4, 2¢ 3 56 0189 
Franklin 13,495 0058 1,323 4,217 17,3 0106 
Warren 60,357. .0217 1,190 4, ; 0321 
Warren h 20,701 0089 1,389 4, oat .0246 
Washington , ; , , 312,621, .1347 1,499 5, ’ .1188 
Washington 0166 7 37,301 O161/1,429 4,78 51,436' .0314 
Charleroi 0063 18,128 0078 1,831/6, 26 27 , 97% -O171 
Canonsburg : OO78 3.6 17,578, .00761,429'4,88: , 208 0117 
Donora 0075 } 18,010) .0078'1,526 5,003) 3,: 0081! q 3 ' ! 0078 
Wayne ° 0179 ‘ ’ 27,604 .0119 979 3,451 : -0167; 3, x . , \ .0145 
Honesdale §.7 0036 ‘ 6,563 0028 1,151. 3,454 = OORT ! 3, R86 2, 272 0047 
Westmoreland . 2008 : 476,790 .2054 1,511 5,430 . .1924 ¢ 25,771 22.475 3, . 2006 


New 


wrerwonwa- ow 


wneweo-n—- vw 
-_ 
-aawn en Nw 


Kensington 
Arnold i) 0238 5 63,911 od ia i ° 
A and A See end of state for SM Metropolitan County Areas. © : ‘ Before using these figures, see explanation page 11. 


568 SALES MANAGEMENT 


4,868 9, $82 12.9287 1.4629) 908 125 


, 84 


MAY 10, 


‘ww produces Real Results! 


Pe 


L Ao Et P H 
1953 


SALES RESULTS... by the armful. Ask any one of WIP’s 
advertisers (27% have been on from 10 to 15 years). Check 
the four BAB awards we have just won. 


MERCHANDISING ... our Kitchen Kapers program, one of 
the most complete food and grocery merchandising shows in 
the country received FIRST Place for Merchandising from 
Billboard Magazine. 


AUDIENCE AND SALES PROMOTION... voted Third Place 


in the nation by Billboard Magazine. . 
PROGRAMS. .. more outstanding local programs than any 
other Philadelphia station. 

All this at prices that give you frequency enough to do 
a Real Job in 


The Nation’s Third Largest Market . . . and still growing 


What more can an advertiser want in Philadelphia? 


5000 WATTS REPRESENTED NATIONALLY 


Edward Petry (0., Ine. 


1 A’ 


According to tabulated mail response 


your message on KYW can now reach 


1,930,010) ssn» semun 


@ For spot action in the Middle Atlantic market, 
you'll be ahead with KYW, the 50,000-watt 
Westinghouse station in Philadelphia. NBC affiliate. 


WESTINGHOUSE RADIO STATIONS Inc 
KEX + WOWO + KOKA + WBZ + WBZA + KYW + WBZ-TY 


National Representatives, Free & Peters, except for WBZ-TV; for 
WBZ-TV, NBC Spot Sales 


p ia N N S Y L V A N | A ae (Continued) The ““SM’’ symbols mark orignal. exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES — 1952 ADVERTIS- 


ESTIMATES INCOME ING 
BYP i153 BYP ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
CITIES / Fami-  bani- % Per Per / ty Buying Qual- 
of |(Cap- Fam- Power _ ity 
S.A. ita | ily ’ a General Furn.- Auto- Quota In- 
Mdse motive dex 


Kensington O190 1,711.5, 885) 26 138 


Greensburg 
Jeannette 
Latrobe 
Monessen 


Vandergrift 


-0139 1,849 6,346 52,29 03% 9, of " »@2e , 05: -O188, 169 
0105 b, 0114 1,603 5,510 23,6 F 6: ,322 2,527 3,043] -0122) 116 
O78 20,690 .0089 1,606.6,085) 22,342 37 5, 478 2, 23% , 266) 3] .0101! 129 
O48 ,906| .0133,1,727.6,060] 21, 31| 206 ! 8! 3,87 ‘ .0129| 113 
0062 ,522) .0075.1,788 6,258 , 008 .. oon 36 67 s| «= .0077/ 124 
.0107 . . -0064 886 3,084 ° ° ¢ a , 756) -0084, 79 
.1324 ‘ . , -1410 1,572)5, 305 : t , 296 | - 1367) 103 
0393 ( 2, 0443 1,665.5,379] 100,447) | |} 22, 5,722 7,88 416) 2,3 0484) 123 
004 3! 0102 1,603.5, 122 30,434) 0186 ,606 3, 2,82 Mi “ -0126| 134 


“URN BESwBBDs 


Hanover 


Total Above 


Cities 5,57! }.5475 1,622.6 214, 4.0589 1,690 5,807] 8,053,361) 4.9235 1,952,694.1,208 S41) 537,3241,171,952 208,075] 4.2161 119 


State Total 10,630.3 6.7639 3,016.9 70.5 [16,549,008 7.1297 1,557 5,485]11, 169,820 6.8288 3,702 2,961,446 1,469,899} 649,776 1,719,555 267,654] 6.9663 103 


Per Capita Sales 1,051 279 138 6t 1628) 
Por Family Sales 3,702 982 487 215 570 


PENNSYLVANIA— @%D Metropolitan County Areas 


Allentown 
Bethliehem- 
Easton s 2832 27.7 72.5 731,084 .3149 1,642 5,725 505.583 .3092 3,959 132,856 48,018 36,100 84,508 9,922) -3068 108 

Altoona 0882 3 71.8 161,347 .0896 1,164 4,004 130,712 .0799 3,243 41,362 14,796 10,329 18,350, 2,719 .0764| 87 

Erie. . .1448 5 76.5 378,718 .1632 1,653 5,782 283,570 .1733 4,329 73,888 30,052 17,441 48,805 5,71 -1626 112 

Harrisburg , 1914 171.5 458,640 .1975 1,525 5,206 339,017 .2073 3,848 79,314 36 420 20,879 59,359 10,318 -1992 104 

Johnstown 1841 1 49.7 378,014 =. 1629 1,308 4,904 246,059 .1505 3,191 68,394 41,861 13,893 39,430 4,086 -1634, 89 

Lancaster 1521 7 49.3 394,353 .1699 1,649 5,825 263,381. 3,890 55,826 25,145 14,893 45,786 5,11 -1636 108 

1Philadelphia 106] 3,807.1 2.4224 1,081.3 87.2 | 6,618,332 2.8513 1,738 6.121] 4,073,443 3,767 1,048,023 569,696 238,728 545,118 107,217) 2.6572 110 


A and A See end of state for SM Metropolitan County Areas Before using these figures, see explanation page 11 
| Includes Camden, N. J © SM, 1953 


570 SALES MANAGEMENT 


MAY 10 


1953 


To get the right time... 


Philadelphia shoppers look to the big clock on the City Hall tower. 


And to get the right radio and television time, Philadelphia adver- 
tisers look to WCAU—the radio and TV station that dominates 
America’s third largest market. 


Because more people spend more time with WCAU radio and TV 
than with any other Philadelphia station, more advertisers buy 
more time on WCAU than on any other Philadelphia station. 


Advertisers know that to get into the home with their message in 
Philadelphia .. . 


ft°s the time to buy... 


WCAU: 


The Philadelphia Bulletin Radio and Television Stations - CBS Affiliate 
Represented Nationally By CBS Radio Spot Sales and CBS Television Spot Sales 


KQV 


5000W-I1410 KC *as of June 15, 1953 
AGGRESSIVE NETWORK STATION 


. ] SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 


ESTIMATE ADVERTIS- 
! S INCOME 4 
@ 1/1/53 JM ESTIMATES 1952 BYZD estimates CONTROLS 


"FIVE STORE GROUPS = nia: ae 

Ur- Coun- in thousands of dollars —add 000 

Total % Fami- | bani- Net % Per Per % ty ae ____.______} Buying |Qual- 
thou- of lies |zation] Dollars of Cap- Fam- of Sales Power | ity 
sands) U.S.A. (thou-| “% add U.S.A. ita | ily U.S.A. Per General Furn.- Auto- Quota In- 
sands of 000 Fam- Food Mase. House- motive dex 

inty ily Radio 

Pittsburgh 2,233.6 1.4212 633.9 78.9 | 3,731,828 1.6077\1,671 5,887] 2,543,620 1.5549, 4,013 731,870) 392,680) 130,131! 394,547 . a 109 

Reading 257.8 .1640 75.5 66.1 425,200 .1832 1,6495,632] 275,142 .1682 3,644 64,617 25,293, 18,905 47,239 107 

Scranton. 250.6 1595 71.5 91.7 347,580 .1497'1,387 4,861 232,817, .1423 3, 68,035 25,104 15,267 26,970 

Wilkes-Barre- 

Hazleton 382.5 .2434 106.1) 82.6 542,838 .23991,4195,116) 361,526 .2210 3, 99,769 43,227 23,840 51,107 
York 208.2 .1324 8=©61.7 52.9 327,316 .1410 1,5725,306} 216,431, .1324 3, 65,272 21,128 15,846 35,296 

New Castle y 106.6 .0678 30.4 57.5 172,304 .0743 1,616 5,668} 106,604 .0652 3, 30,496 9,266 7,974 17,726 

.\ Williamsport 223 102.9 .0655 30.8 65.2 144,420 .0622 1,403 4,689} 105,831 0647 3, 30,341 10,966 6,121 18,760 


RHODE ISLAN D—Counties and Cities — (itsinuetts 0.378: New Hampshire. p. 449; Vermont’ p. 638.) 


Pop 


in 
City County thous.) GM | FHRI City County thous | | GM |! “2 A | 
19 


Po ) 
Rhode Island state map—p. 574 = NuMBER OF OUTLE1 NuMBER OF Out 


Central Falls Providence 


East Providence . Providence 37.2] 108 6 15 
Cranston Providence 


(Continued on page 574) 


Bristol F 3}112 1.0192 "46,838, .0202\1,566|5,510| 20,676) .0126| 2,432] 7,458) 704 1,933, 3,314 .0177| 92 
Kent lc 3}112 0534 -0578 1,600/5,433] 68,337) .0418| 2,767] 21,037) 2,156 3,886) 10, 168) .0521| 98 
West Warwick 

4 


Warwick 
Newport F 
Newport 


0129 5.5 26,326 -0113)1,303)4,787 30,398 .0186 


1 
8,701 1,434 2,687) 4,000) 7 0138) 107 
0300 3.6 80,950; .0349)1,719'5,952 21,834 0133 | 6,826 429) 161) 3,633 -0274) 91 


“- 0421 ’ , 105.892, .0456 1,600 6,341 57,078! .0349| 3,418! 21,785) 2,616 2,265) 7,842 -0417, 99 
39.5 


0251 55,610 0240/1, 408 5,793 41,869 0256 15,028 2,596 2,009 6,536 .0247; 98 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953 Before using these figures, see explanation page 11. 


SELLING IN The NEWPORT, R. I. Market 1s 4 cinch 
HERE ARE A FEW FACTS TO USE IN COMPARING MARKETS 


Richest county in State in income per family with Leads all counties in family food sales with $1,304 
$6,341 compared to an average of $5,130 for all compared to an average of $943 for all the coun- 
other counties and $5,271 for the State. ties and $987 for the State. 


U. S. Naval Base, plus top-spending summer vacation The News is the only daily newspaper published in 


trade, add a big plus to normal living needs of the Newport County—Rhode Island's richest market. 
State's top-income families. 


THE NEWPORT DAILY NEWS 


Largest Circulation in southern Rhode Island 
Represented by The Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


SOMETHING IS HAPPENING IN PITT! 


The POST-GAZETTE 


Gives Your Advertising 
Balanced Coverage of the 
Entire Pittsburgh Market 


OP Cin. 


Pittsburgh 14 County 
Tri Stote Morket 
2.065.624 


Covers Every Other 
Family in ABC Pittsburgh 


In Pittsburgh's ABC City Zone 
where one million of the market's 
three million people live, the Post- 
Garette reaches almost every other 
family—16,981 more than the Sun- 
Telegraph. 


First in 26 Citles 
Of 5,000 te 10,000 


In these towns, the Post-Gazette 
reaches more than one out of every 
three families . . . 44°, more fami- 
lies than the Press and 27°/, more 
than the Sun-Telegraph. 


—Sypioengel ee! 


1,152,953 


KEY 


Map shows 14- 
county Pit ts- 
burgh Retail 
Market. Shaded 
areas in dicate 
population den- 


First in 26 Cities 
of more than 10,000 


The Post-Gazette reaches 34% of 
all families in these major cities 
outside ABC City Zone .. . more 
than both other Pittsburgh dailies 
combined! 


First in 83 Cities 
Of 1,000 to 5,000 


In these towns, the Post-Gazette 
reaches more than 30%, of all fam- 
ilies . . . 38% more than the Press 
and 22°, more than the Press and 
22%, more than the Sun-Telegraph. 


The Post-Gazette 
Made Advertising 


History 
Again in 1962! 


|. ANOTHER ALL-TIME HIGH 


1952 was the second straight year 
in which the P-G was the only Pitts- 
burgh daily to set an all-time high 
in total advertising. 


2. ONLY DAILY TO GAIN 


The P-G was the only Pittsburgh 
daily to gain in total advertising in 
1952 . . . a gain of 200,513 lines 
compared to losses of 1,227,878 
lines in the daily Sun-Telegraph 
and 417,270 in the daily Press. 


ONLY GAIN IN RETAIL 


The Post-Gazette was the only 
Pittsburgh daily to gain and to set 
an all-time high in retail advertis- 
ing in 1952. 


4. DEPARTMENT STORE GAIN 


The Post-Gazette was the only 
Pittsburgh daily to gain and to set 
an all-time high in department 
store advertising in 1952. 


5. TOTAL DISPLAY GAIN 


The Post-Gazette was the only 
Pittsburgh daily to gain and to set 
an all-time high in total display 
advertising in 1952! 


Yes, SOMETHING IS HAPPENING IN PITTSBURGH 


PITTSBURGH POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT 


MAY 10, 1953 


Sources: Media Records and 3/31/52 A.B.C. Audit. 


RHODE ISLAND 


1950 Net Effective Buying Income 


2 In excess of $150 Million 


Hil $75 Million to $149.9 Million 
Fe] $40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


Scale of Miles 


i 4 12 


j 
| 7 


One Inch Equals Approximately 8 Miles 


t Westerly 


OPYRIGHT BY 


Salt Managiereal 


For explanation of map symbols, see “State Maps,” page 220 
RHODE ISLAN D— (Continued) 


(Continued from page 572) Pop. , 
(in NuMBER OF OUTLETS 


City County ithous.)} I | GM | HR} A i) City 


Pop 7 
in NUMBER OF OUTLETS 


County thous I GM |FHR}] A | D 


Newport........Newport .......}| 39.5] 131 11 25| 17 16 West Warwick Kent 20.2 99 
Pawtucket... .... Providence. . |} 83.0) 303) 23) 55 38 4 Westerly Washington. . 13.4 55 
Providence Providence. . . 248.0] 1,138 94, 210) 131 Woonsocket Providence... 51.8} 212 
Warwick Kent... | 47.1) 147) 16 6 4 10 
SM, 1953. 


Before us ng these figures, see explanation page 11 


ALL ALONE ano Far away 


Westerly, R. I. is miles and miles away from competitive markets. It's the big 
shopping center of Washington County — dominating southwestern Rhode 
Island plus an area of 8,000 population in Connecticut. That's why 1952 retail 
sales of $22,154,000 — an increase of more than $4,000,000 over 1951 — exceed 
the city income by $512,000. 


The Sun, with 100% coverage of the city zone and 89% coverage of the retail 
trading zone, brings all of these buyers together and makes it one big market. 
That's why advertising in The Sun pays off handsomely. 


THE WESTERLY SUN inc saiies wether Specie! Agency, ine 


Westerly, R.1. 
SALES MANAGEMENT 


a 


eTWORK g and Spot (K y COVER AGE & : : 


ey .¢ 


o 


o— 
Serving the most densely pc 
lated area in the United States: 
TV Sets — 709,648 
1952 Retail Sales — $5,379,281,000 
Population in Coverage area —5,204,300 
And remember, in Rhode Island, it’s 
UNDUPLICATED COVERAGE. 


PINPOINT YOUR PERSISTENT SALESMAN 


CHANNELIO |. 
PROVIDENCE 


MAY 10, 1953 


€) WOONSOCKET LEADS AGAIN! 


- 


Its average family spending exceeds the Rhode Island 
family average in every S.M. retail sales category. 


4s \ \ NOW — Beam your promotion at this 


_ 100,000-PLUS market through its 
Average Sales Per Family one and only local daily, the — 


Rhode Island Woonsocket % LEAD 


DRUGS $118 $150 27% WOONSOCKET 
FOOD $988 $1112 13% CALL 
GEN. MDSE. $313 $393 26% —EE 


TOTAL RETAIL $3523 $3809 8% COVERS RHODE ISLAND'S 


Source: S.M. Survey of Buying Power ‘53 PLUS MARKET 


RHODE ISLAND— (Continued) — ee . | | a The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION oe "seems RETAIL SALES~— 1952 ADVERTIS- 


ESTIMATES 
BY) JH ESTIMATES— 1982 GLD estimates 


ING 
CONTROLS 
COUNTIES ~~~ FIVE STORE GROUPS 7 


Ur- Coun- in thousands of doliars—add 000 
CITIES F Total Y Fami- | bani- Net q Per Per} Dollars oe < a a Buying Qual- 


, ty 

(thou- lies zation} Dollars of Cap- Fam- add of Sales Power ity 

sands) U.S.A. Y add U.S.A. ita ily 000 U.S.A. Per | General Furn.- Auto- Quota In- 
000 Fam- Food Mase House- motive dex 

ily Radio 


Providence 6 .3713° 172.7 91.5] 898,890 .38731,5415,205] 641,535 .3922) 3, 115 168,380 65,644 35,508 99,729 21, .3856 104 
AProvidence 2 1578 72.6 363, 797] .1567'1,467'5,011 372,612 -2278| 84,873 50,721 21,542 57,450 » oad 1783 113 
Pawtucket 0528 25.7 .0615)1,719'5, 551 101,673) .0622 25,191 7,166 7,323 8, 3,697 0600 114 
Woonsocket 5 0330 15.5 79, wt .0344/1,541 5,148 59,039 .0361 17 ,232 6,091 3,16 Fk 2,323 -0346 105 
Cranston 57.3 0365 15.2 ,137| .0457/1,852'6,983 28,506 . | B 509 75 -0354| 97 
East Providence 7 0237 10.5 6, 13: 0285) 1 ,778'6 , 067 27,651 F % 311 77$ 5, 992 0241, 102 
Central Falls. » O14 7. . | ,0163)1,467'5,000 13,788 ; 293 72! R 76 .0133; 86 

Washington 9 .0324 . ’ .325| .0280/1,185 4,371 45,103, . x 5 3,012 , ' y 0277) 85 
Westerly Ii QORS , 642 0093'1,615 5.411 22,154 . 018: 7d 2,411 gt ; 728 .0104' 122 


Total Above 
978 ,543 4216\1,574 5,445 719,524 96 ,977 71,961 40,869, 111,520 . 4220 107 


State Total , , ‘ , : 1,246,147 8369 1,53015,271 832,729, .5081| 3,523; 233,373, 74,132! 45,755 127,287) 27, 5248) 103 


Per Capita Sales obavycéeelen A 286 91 56 156 
Per Family Sales . see : }, 523)... 2... 987 314 194 538 118 
A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


More New Englanders 


listen to... .. WPRO 


than any other 
Rhode Island Station 


=| WPRO:-:, 


PROVIDENCE- 630 KC - 5000 W 


BY RAYMER 
SALES MANAGEMENT 


The Providence-Rhode Island market is one 
of the nation's top test markets—a BIG market 
in a small package—a city-state market where 
scores of nationally-advertised brand names have 
made their marketing debut. 


For effective, economical and responsive 

coverage of New England's Second Largest 

E market, the Providence Journal-Bulletin news- 
Quick Facts on the papers are an operating necessity, because of 
Nation's 19th Market ; the completeness of their all-over coverage and 


Population: 791,896 the directness and intimacy of their penetration. 


Households: 227,920 Ask our Ward-Griffith representative for 


Retail Sales: $832,729,000 the complete story on Providence as a test 
Effective Buying Income: market. 
$1,246,147,000 


Providence Journal-Bulletin 
Combined Circulation, 186,163 
Providence Sunday Journal, 179,991 


! 
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- ’ reas erate lt { 
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PROVIDENCE succterin 
The Providence Journal The Evening Bulletin The Providence Sunday Journal 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


Offices in New York, Chicago, Detroit, Philadelphia, Boston, San Francisco and Atlanta 
MAY 10, 1953 


RHODE ISLAND— Metropolitan County Area 
mae ——— — ~~] SALES AND 
ADVERTIS- 


POPULATION 


ESTIMAT 
SM Es 


1/1/83 


EFFECTIVE BUYING 


SM INCOME 
ESTIMATES 1952 


RETAIL SALES—1952 
@D ESTIMATES 


FIVE STORE GROUPS 


ING 
CONTROLS 


Ur- Coun- (in thousands of dollars. add 000 

Fami- bani- 

of lies zation 
U.S.A. (thou- = % 
sands of 

County 


Dollars % ty 
add of Sales 
000 U.S.A. Per 
Fam- 
ily 


Per Per 
Cap- Fam- 
ita ily 


Net %, 
Dollars of 


(add U.S. A. Auto- 
000 


motive 


Furn.- 
House- 
Radio 


sands General 
Mase. 


Food Drug 


Metropolitan Area 


5 
3 


1,079,930 .4653 1,5485,245] 730,548 .4466 3,548 196.873 68,504) 41,027) 113,211) 24,036 


(Other South Atlantic States: Delaware, p. 270; District of Columbia, p. 272; Florida, p. 274; 
Georgia, p. 290; Maryland, p. 375; North Carolina, p. 492; Virginia, p. 643; West Virginia, p. 658.) 


Providence 112] 4697.5 .4439 205.9 90.2 


SOUTH CAROLINA— 


Pop 


Pop. 
(in 
thous.) 


5. Carolina state map—p. 581 
NUMBER OF OUTLET NUMBER OF OUTLETS 


City County thou GM | FHR \ D> City County 


Anderson 
Charleston 
Chester 
Columbia 
Conway. 
Florence 
(satiney 
(,eorgetown 
Greenville 
Greenwood 


Ander Aoth 
Charleston 
Chester 
Richland 
Horry 
Florence 
Cherokee 
Georgetown 
Greenville 


Greenwood 


(sreer 
Hartsville 
Lancaster 
Laurens 

Ne wherry 
Orangeburg 
Rock Hill 
Spartanburg 
Sumter 
Union 


Greenville 
Darlington 
. Lancaster 
Laurens 
Newberry 


Orangeburg. . 


York... 
Spartanburg 
Sumter... 
Union 


Onan | 
ASOD © Ww 


nN 


GM |FHR! A | D 
10 13) 
9 

13) 

10 


=e = 
ane AU & ! 


0072) 2,1 
.0195 
0032 


928 3,710) 
005 3,795 
415 1,809 
, 179 4,508 
,372 4,477 
570 2,404 
725 3,000 
638 2,791 
570 2,636 
445 1,910) 
300 4,805) 144,172 
-0384 1,271 4,263 112,142 
SM, 1953. 


11,852 
31,907 
5.170 
66.981 
44,545 
9,348 
7,837 
13,025 
8,889 
4,539 


Abbeville 
Aiken... 
Allendale 
Anderson 
Anderson 
Bamberg 
Barnwell 
Beaufort 
Berkeley 
Calhoun 
Charleston 
AC harleston 


A and A See end of state for SM Metropolitan County Areas ( 


10) 


14,374 
27 , 309 11,420 

9,857 
17,399 
17,861 
17,662 

6,494 
220 558 


a9, 102 


- 0028 
-0881 
0686 


1079 
(446 


24 


Ssrseaceeeres|| - 


70.1 


Before using these figures, see explanation page nl. 


Nov, THE TELEVISION ADVERTISER CAN COVER THIS 


850 MILLION 
Dollar Market 


with one station-the first and only 


television station in the market. 


1,000,000 Population 

$851,979,000* 
557,222,000 
294,757,000 


/ 
/ 


> 
— i 
\ 


22 Counties... 
Effective Buying Incom 
SS) eee 
Surplus E.B.I. 


Fringe coverage extends into Billion Dollar Hydrogen Bomb Plant 
area * * * Includes Two Major Southeastern Port Cities (Charleston 
and Savannah). Only TV Station In This Market For Some Time to 
Come (No other grant as of now) * * * 30,000 Watts on Channel 5. 


* Sales Management “Survey of Buying Power” — 1952. 
**Licensed for 100,000 Watts as soon as equipment is 
available. 


Call Free & Peters For The Complete Story. 
Siete 


wcsc 
5000 watts 


wcsc-TV 


000 watts 
— Charleston, S. C. 


SALES MANAGEMENT 


JOHN M. RIVERS, President 
578 


95 Your Advertising Pays Off 


in Sales Dollars at 


CHARLESTON, S. C. 
Biggest Growth Market 


in South Carolina 


Fastest growing county in S. C., Charleston gained 
36.1% in population from 1940 to 1950 (U.S. Census). 


Charleston’s ABC City Zone is now 134,698, the 


largest in South Carolina. 


New Charleston air base, with 3.000 men and their families, will add 


a million dollars a month to purchases in this area. 


Charleston county’s food sales $38.686,000 are the greatest in 
the state. 


Charleston’s department store sales rose 19°, bank debits increased 
10°), bank clearings up 15°. (Fifth Federal Reserve District Report 
for 1952). 


When you advertise in the Charleston Evening Post and the News and 
Courier, you get not only the rich Charleston market but also complete 
coverage of the Lowcountry 18-county trading area, more than one-third 


of the whole state. Vital statistics on this growing area show: 


Population 794,300 
Population, Families 188,400 
Retail Food Sales $127,344,000 
Total Retail Sales $492,541 ,000 
Effective Buying Income $653,975,000 


Figures from Sales Management's 
Survey of Buying Power for 1952 


CHARLESTON AREA’S ONLY COMPLETE COVERAGE 


THE CHARLESTON EVENING Post 


The News and Courier 
CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


ENING PosT__ | —— The New paemined 
—— : ————_———— 


THe CHARLESTON Ey 


MAY 10, 1953 


FW (EESE sourn carowinas Catt 
Half Milltor" Market 


POPULATION 494,212 People [ERY ACE 


(City & Retail Trading Zones — Audit Bureau of Circulations — 9-30-52) 


INCOME $613,764,280. 


(Effective Buying Income — Sales Management's 1953 Survey) 


>) RETAIL SALES $382,513,560. 


(Sales Management's 1953 Survey of Buying Power) 


$278,951,835. 


(“Covered” Wages — S. C. Emp. Security Commission 6-30-52) 


EMPLOYMENT 108,477 People 


(“Covered” Employment — S. C. Emp. Security Commission 6-30-52) 


AUTOS & TRUCKS 156,461 Units 


(S. C. Highway Dept. — 8-31-52) 


re Che Greenville News 
ailinnehigeeticn be «mmr Half-Mil- MORNING & SUNDAY 


lion Market” gives complete data on this GREENVILLE PIEDMONT 


ABC Market of 494,212 People, with com- NING 
parative figures for the Second and Third 

S. C. Markets. For your free copy, and other Operators of WFBC - NBC - 5000 Warts 
information, contact our representatives: — 


WARD-GRIFFITH CO., INC. Daily Circulation 96,611 


S re) U T H C A R O L | N A Sas (Continued) : The ‘‘SM’’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


; SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES. 1952 ADVERTIS- 


wae INCOME ING 
ESTIMATES- 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
Ur- | in thousands of dollars add 000 
CITIES i Total % Fami- bani- Net % Per | Per Y t Buying Qual- 
(thou- | of | ties zation] Dollars of Cap- | Fam- Power | ity 
sands) U.S. A.) (thou- ‘ add U.S.A. ita | ily 000 A | P General Furn.- Auto- Quota | In- 
) Food Mdse House- motive dex 
| 


A emansraneces 


Cherokee . A . . . 0188 1, 044 4, 311 , A ° ° 1,971 ¢ ’ -0157| 70 
Gaffney } f 26 0044)1,208 4,106 ,802' .006 3,667 1,658 y 2,52 p 0060 

Chester ; d . ; y .0145 1,034 4,199 5 ° ° . 2,023 : -0152 
Chester 7 f 165 0035 1, 150'4,083 : d } 2, 888 1,557 7 a 0051 


Chesterfield ; ° : A -0090 580 2,586 ° o A 2,055 
Clarendon , ‘ 6. . ‘ -0070, 503 2,497 e ¢ J 1,771 
Colleton 28. . ° . ° -0070' 570 2,279 ° , A ° 2,028 


Darlington SO. ¢ . : -0178 612 3,444 ’ F , y 5,599 

Hartaville f 0037 1.5 7, 284 0031)1, 256) 4,857 
Dillon ¢ ° . . ’ .0097' 725 3,405 
Dorchester . d 6) 14. . -0063 638 2,620 


Edgefield . ° ° . . -0046, 657 2.817 
Fairfield , A 4. 3 ' -0071, 773 3,377 
Florence ° é ’ . ‘ .0299| 860/3,626] 

Florence 23.7 OM ¢ 27,702 0119/1, 1690/4, 015) 


Georgetown . ‘ A : , -0128, 909/3,909 
(Jeorgetown A. 0039 3, .0035)1 ,304)4,492 
Greenville ; ° .1107 : ° R -1117 1,491 — 
A(ireenville . . j 0391 95,907 0413 1,562.5, 418 114,225 
MOET se ccces 5.3 0034) ‘ . .0039 1,695.5, 989 12,859) 
Greenwood 5} .0264) 11.0) 49. .0245|1,3725,177| 38,958) 
Greenwood . .. 0089 4 19,478; .0084/1,391 4,751 28,580 


Hampton D4 at. ' 10,427) .0045 57012,370] 8, 077! 
Horry 2 “ee 6) 15. 49,859, .0215| 912\3,666] 37, 632, 
Conway J ‘ 7,420) -0082)1,, 160)4,385 18,002! | 
Jasper ps : uk: 6,486} .0028| 590|2,4 5.714) . 198} 1, | 4,77 


1 Greer is in Greenville and Spartanburg Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


580 SALES MANAGEMENT 


SOUTH CAROLINA 


Cy 
. 
G 


1950 Net Effective Buying Income 


eee In excess of $150 Million 


4 $75 Million to $149.9 Million 
E ] $40 Million to $74.9 Million 
FE] $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


For explanation of map symbols, see “State Maps,” page 220 


Metropolitan Area Section—pages 170-216. 


With a daytime* audience of 122,520 homes in the 
important Greenville, South Carolina market . . . 


WFBC kads' Phiae 
STATION “C” BY. 

STATION “D” BY. 

Seaete See STATION “E” BY. 


leadership is just as great. 


WFEBC has the lowest cost per thousand | W s 2 


listeners of any South Carolina station. For 5000 Watts 19 Hours Daily 
complete data, write us; or ask and WFBC-FM 


937 Channel + 60 000 Wotts 


AVERY-KNODEL, INC. GREENVILLE, S.C. 


THE NEWS PIEDMONT STATION 


Data from 1952 nation-wide survey by A. C. Nielsen Co. 
MAY 10, 1953 


Looking for coverage in South Carolina? 


WIS with the lowest frequency in the state, 560 kilo- Columbia's 14-county retail trading area (Rand-McNally ) 
cycles, reaches 150,620° families in central South Carolina. is the largest in the state in people—595,700°*—and_ in 
This is an increase of almost 5,000 families since the 1949 E.B.1.—$578,688,000°°. This trading area has 138,070° 


B.M.B. survey was made, radio families, 71.4% of which tune in WIS every week!°* 


For sales RESULTS, let WIS, an NBC affiliate for 21 of its 22 years, carry YOUR sales 


message to the growing, diversified, industrial and agricultural market it COVERS! 


G. Richard Shafto, General Manager 560 KC 

J. Dudley Saumenig, Managing Director 

° NCS, 1952, Daytime 5000 Ww 

*°Sales Management 1953. COLUMBIA, $. fl 


Represented nationally by Free & Peters. 


No Other Station Serves South Carolina Like This! 


S Oo U T H C A R Oo L | N A —— (Continued) The ‘SM’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POMLATION EPPECTIVE BUYING RETAIL SALES- 1952 ADVERTIS- 
\ \ ING 
JM Br 53 GD ESTIMATES 1952 GD ESTIMATES CONTROLS 
COUNTIES 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
CITIES Fami- | bani- % Per Per | Buying Qual- 
} lies | zation of Cap- Fam- Power ity 

sands) |U. S.A. .S.A. ita | ily ) General Furn.- Auto- Quota In- 
Food Mase. House- motive dex 


Radio 


Metropolitan Area 


Kershaw 
Lancaster 
Lancaster 0048 
Laurens . 0302 
Laurens ‘ . 0057 
Lee : 0145 
Lexington... -0292 
McCormick 5 0061) 
Marion ‘ 0216 
Mariboro . 0198 
Newberry ° .0207 
Newberry 7. O48 
Oconee 5 0281 
Orangeburg ‘ .0443 
Orangeburg 5.6 O099 .0068 1,015 3, 860) 2. 0138 
Pickens . 0265 46,492 .0200 1,159 4,558 ° -0132 
Richland . . 1024 ° 223,890 .0965 1,391 5,542 . .1013 
AColumbia § O582 3. 132,712; .0572 1,450 5,600 52,6 0933 
Saluda ; -0100 ° ‘ 8,648 .0037| 561 2,276 . .0034 
Spartanburg . -0967 . 6 206,280 .0889 1,358 5,236 ; 0810 
Spartanburg 38. 0243 53,824 .0232)1, 400 4,803 0549 12, 
\Greer | ] 


.0100, 725 3,093 * .0107| 2, 5,269 2,160 717, 3,694 
.0199 1,228 5,142 .0163 7,146 3,586 982) 5,895) 
0041 1,246 4,511 P 0108) 2,332 ,639 3,854 
.0229 1,121'4, 589 ” .0162, 2, 2,767 028 4,765 
0052 1,343 4,835 2,° 0076 OR! 967 3,109 ‘ 
.0037. 377 1,789 ° 0044 1, . 970 1,144 . 0061 
.0212 1,072 4,171 0141 4.474 .0206 
.0024 580 2,625) 0021) 1, 532 .0031 
.0099 | 677 2,970) 0126) 2, 2,914 .0130 
.0061 454 1,909 " .0103) 2, ' 1,950 0101 
.0143 1,024 3,962 : .0139 : ; 4,287 .0155 
0039 1,198 4,279 813 O09! 0056 
.0125 734 3,078 ! 0127 0151 
.0232) 773 3,364 ; .0233 t .0274 


on 


~w-oe®-e awe @2eue-oe 


= 


coer @enwnentnn — & 


= 


0005 
0191 
-0991 
. 0682 
-0048 
0881 


.0329 


Sumter . 0384 ° : 49.047 .0211 812 3,529 , 0225 2,651 6, 155 - .0250 
Sumter ‘ 0194 5 25,482) .0110.1,208 4,177 0191 4,531 .0139 
Union... ° 0199 6 3.1 4,667, 0150 1,111 4,622 .0107, 2,327 2,267 ° -0147 
Union 0064 2.6 12,663) .0055 1,266 4,870 > 0078 1,901 77 744! 72 0064 
Williamsburg ° 0283 9.1 8.4 20,591, .0088 464 2,263 , -0120 2,163 2,339 .0137 
York 0473 17.9 49.1 101,035  .0435 1.358 5.644 , 0369 3,375 6.119 0423 


1 Greer is in Greenville and Spartanburg Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas © SM, 1953 
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SALES MANAGEMENT 


THE COLUMBIA RECORD 


SOUTH CAROLINA’S LARGEST NEWSPAPERS 


THE STATE and THE COLUMBIA RECORD, with 20% plus coverage daily in 17 counties and 10%-20% coverage in 
five counties in central South Carolina, have the largest coverage available in the state with approximately twice as many 
20% plus coverage counties as the second ranking South Carolina newspaper. 


Below are some of the big volume sales available to you in THE STATE and THE COLUMBIA RECORD market. 


W%+ 10%—20%, 
Coverage Coverage Combined 
Area Area Total 


COUNTIES 17 5 22 


POPULATION 649,800 225,800 875,600 
RETAIL SALES 411,777,000 141,966,000 553,743,000 
FOOD SALES 98,719,000 34,128,000 132,847,000 
DRUG SALES 12,332,000 3,689,000 16,021,000 
GENERAL MERCHANDISE SALES 51,130,000 17,409,000 68,539,000 
AUTOMOTIVE SALES 91,095,000 27,600,000 118,695,000 
NET EFFECTIVE BUYING INCOME 584,833,000 156,136,000 740,969,000 
(*Source: Sales Management's 1953 Survey of Buying Power) 
Select THE STATE and THE COLUMBIA RECORD as your 


most effective salesmen throughout this ever-growing rich 
market and get your share of these big volumes. 


Multiply the impact of your sales message by using a full 
color schedule in THE STATE'S Magazine Section, only 
Locally-Edited Color Gravure Magazine in the two Caro- 
linas. 


2 fate The Columbia Record 


REPRESENTED BY THE BRANHAM COMPANY 


MAY 10. 1953 


NOW WE'RE METROPOLITAN! 


So Move Us Up On YOUR List 


PUT us in that top drawer group of yours 
among the stations that have proven 
year- 


*1953 Sales Management 
COMPARE our cost per thousand homes with 


any other in this Carolina-Piedmont 
(Spartanburg-Greenville) Market. 


Cost per thousand homes for station break, based on 1952 Pulse 7-County Survey. 


FOR WSPA SPARTANBURG, S.C. 
Early Morning 
6 AM—12 Noon $ .95 


WSPA AUDIENCE 
tApril 1952 Pulse 


WaPA 


SPARTANBURG, S.C. 


yeor after 


rich, 
their ability to do a bang-up job. 


Afternoon 
12 Noon—6 PM $1.14 


1S MORE THAN THREE TIMES GREATER THAN THE NEXT HIGHEST STATION REPORTED 


Represented By 
John Blair & Co. 
Harry E. Cummings 
Southeastern Representative 
Roger A. Shaffer 
Managing Director 
Ross Holmes 
Sales Manager 
First CBS Station For The 
Spartanburg-Greenville Market 
5,000 Watts—950 On Your Dial 


SOUTH CAROLINA — (Continued) 


POPULATION 
@D ESTIMATES 
1/1/83 


Ur- 
Fami- bani- / 
lies zation of 
thou- 
sands ot 
County 


The ‘‘SM'’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


: SALES AND 
RETAIL SALES— 1952 ADVERTIS- 


ING 
ESTIMATES CONTROLS 


FIVE STORE GROUPS 

in thousands of dollars add 000 

| Per Per ty - 

Cap- Fam- | 

S.A. ita | ily General 
| Mdse. 


EFFECTIVE BUYING 
@y INCOME 
ESTIMATES 1952 
COUNTIES 
CITIES Total 
(thou- of 


Buying Qual- 
sands) U.S. A. 


Power ity 
Quota in- 
dex 


Metropolitan Area 


Furn.- 
House- 
Radio | 


Auto- 


Food motive 


Rock Hill 


26.2 0167 37,543 4,424 2,952 


0179/1, 583 6,190) 


Total Above 
Cities 


State Total 


Per Capita Sales 
Per Family Sales 


SOUTH 


Charleston 
Columbia 
Greenville 


Spartanburg 


2896 


2,190.2) 1.3937 


C 


24 169.6 
31 161.0 
59 174.0 
216 151.9 


.1079 
1024 
.1107 
.0967 


45.9 73.0 
40.4 77.6 
47.3) 59.9 
39.4 34.6 


2,235,707 


220,558 
223,890 
259,434 
206 , 280 


A and A See end of state for SM Metropolitan County Areas 


-0889 1,358 5,236 


2682 1,367 4,876 


-9631|1,021 4,153 


.0950 1,300 4,805). 
.0965 1,391 5,542 
.1117|1,491 5,485 


144,172 
165,756 
169,577 


132,379 


820,188 


1,493 ,035 


682 
2,774 


AROLINA— Metropolitan County Areas 


5017 


-0881; 3,141 
-1013 4,103 
-1037, 3,585 
-0810 3,360 


156,243 104,909 


59,695 


-9127, 2,774 374,948 


171 
697 


82 
335 


43 
176 


139 
565 


29,130 
40,221 
35,074 
27,620 


9,366 
9,999 
12,107 
8,748 


38 , 686 
31,397 
36,971 
31,058 


12,717 
17,485 
21,807 
16,797 


201,083 


180,159 94,704 304,267 


4,510 
5,180 
4,955 
3,125 


-0955 
-0991, 97 
-1091 99 
-0881 91 


89 


© SM, 1953 Before using these figures, see explanation page 11 


COPYRIGHT NOTICE 


and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 


quotas, farm income and value by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC, 


SALES MANAGEMENT 


(Other West North Central States: lowa, p. 333: Kansas, p. 345; Minnesota, 
p. 414; Missouri, p. 427; Nebraska, p. 442; North Dako’a, p. 508.) 


South Dakota state map—p. 588 Pop 


— SOUTH DAKOTA— Counties and Cities 


OF OUTILELS N 
tH \ Lb 


NUMBEE 
{GM 


MBER OF OUTLETS 


City County thous City County I | Gas | Fee \ Db 


A berdeer 
Brookings 
Huron 
Mitchell 


COUNTIES 
CITIES 


1Armstrong 
Aurora 
Beadle 
Huron 
Bennett 


BonHomme... 

Brookings 
Brookings 

Brown. ... 


Aberdeen 


Brule 
Buffalo 
Butte... 


Campbell 
Charles Mix 
Clark. 


Clay 

Codington 
Watertown 

Corson 


Custer 
Davison 

Mitchell 
Day 


Deuel 
1Dewey 
Douglas 


Edmunds 
Fall River 
Faulk 


Grant 
Gregory 
Haakon 


Hamlin 
Hand 
Hanson 


Harding 
Hughes 
Hutchinson 


Hyde 
Jackson 
Jerauld 


Jones 
Kingsbury 
Lake 


Brown 


Brox 
Be «if 


KING 


j 
it 


Davison 


Metropolitan Area 


ESTIMATES 
BY 1153 


Total 
thou- 
sands 


of 
U.S. A. 


-0031 
-0134 
OOR3 


-0023 


-0056 
-0114 
.0050 
-0209 
.0139 


-0039 
-0010 
-0051 


-0023 
-0101 
-0053 


-0071 


-0036 
-0105 


0079 


-0012 
0027 


-0014 
-0063 
0071 


Ur- 
Fami- bani- 
lies zation 
thou- © 
sands of 
County 


2.9 
3.3 43.7 


EFFECTIVE BUYING 


JM 


Net 
Dollar: 
add 

000 


2.669 


INCOME 


ESTIMATES— 1952 


» Per 
$ of 
U.S.A. 


Per 
Cap- Fam- 
ita ily 


-0023 1,083 3,792 
-0140 1,547 5,023 
-0098 | 1,730,5, 667 
-0019 1,252 5,476 


-0045 1,168 3,714 
-0107|1,393 4,795 
-0042)1,238 4,657 
-0230 1,618|5 377 
-0168 1,787/6, 184 


.0030 1,168 3,894 
.0006| 887/3,548 
.0045 1,295 4,143 


| 


0015) 9713, 593 
-0100|1 , 464 |5, 256 
— 


0046! 971 3,399 
.0138 1,661/5,594 
.0102 1,801 5,944 
.0031 1,182 4,808 


-0029 1,196 4, 186 
-0112 1,576 5,099 
0091/1,703'5,706 
-0059 1,139 4,021 


-0039 1,267 4,561 
-0025 1,156 4,355 
-0028 1,238 5,046 


-0035 1,139 4,318 
-0070 1,506 5,555) 
-0030 1,491 4,673 


-0057 1,309 4,720 
-0038 1,084 3,511 
-0025 1,759 7,258 


-0037 1,252 4,053 
-0038 1,295 4,702 
-0025 1,182 4,547 


-0013 1,336 3,508 
0067 1,829 6,759 
-0051 1.084 3,645 


-0015 1,294 4,369 
0012 1,393 5,294 
0023 1,267 4,093 


0012 1,252 3,599 
-0055 1,308 4,422 


0068 1,393 4,728 


Rapid City 
Sioux Falls 
Watertown 
\ inkton 


Dollars 
add 


-0021 
0163 

0140 
-0018 


0062 


-0108 

0078 
-0334 
.0282 


0051 
-0001 
-0069 


-0048 
0174 


0162 


.0020) 


-0023 
.0186 

0168 
.0079 


| Armstrong County is no longer a political entity. It has been annexed by Dewey County 


A and 


A See end of state for SM Metropolitan County Areas 


Pennington 305 54 
Minnehaha 5 17 
Codington ) 36 
Yankton ] 19 


RETAIL SALES — 1952 
ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars —add 000) 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 
Mase. 


1,290 
4,953 
4,556 


156 
320 


499 
500 


740 163 


Drug 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power | ity 
Quota = In- 

dex 


.0053 | 
-0108 
0054 
-0257 
0196 


-0039 


-0047 
-0051 


-0146 
O116 


-0014 
-0060 95 
-0070 99 


Before using these figures, see explanation page 11 


© SM, 1953 


Careful reading of the Explanatory Introduction, starting on page 11, will help you make the 


best possible use of the data and features in this Survey. 


MAY 


10, 


1953 


ONLY the Sioux Falls ARGUS-LEADER Gives You... 


98% COVERAGE of this RICH MARKET 


... the SIOUX FALLS, South Dakota Metropolitan Area . . . 14th in PER 
CAPITA INCOME THROUGHOUT THE NATION! 


South Dakota’s leading daily newspaper, the ‘ Wag 
Sioux Falls ARGUS-LEADER also gives you HARDING | PERKINS 
66% coverage of the prosperous Sioux Falls . , 
14-county ABC Retail Trading Zone—plus 
worthwhile coverage of the entire state. The 
ARGUS-LEADER not only offers you a rich, 
able-to-buy-market, but a highly receptive 
audience for your advertising, as well—due 
to the ARGUS-LEADER’S broad news cov- 
erage, progressive policies and strong edi- Fe  - AnUN*“T. 
torial leadership! That’s why the country’s PENNINGTON: + ° ——— 
leading media experts choose South Dakota’s 7 4 ee 
biggest daily newspaper — the ARGUS.- 
LEADER .. . to sell South Dakota’s biggest 
market—the Sioux Falls Metropolitan Area! 


CusTER 


2 lafainas 
SHANNON } . 


CIRCULATION 
Evening 51,603 Sunday 50,653 


South Dakota's Leading 


sioux raus APQUSLeader 


REPRESENTED BY GILMAN, NICOLL & RUTHMAN ,ovrono'tancrancnco cies, 


° The “‘SM’’ symbols mark original, exclu- 

S @) U TH DAK @) TA— (Continued) sive estimates by SALES MANAGEMENT. 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
ME 


ESTIMATES INCcCO ING 
SM 1/1/53 @D ESTIMATES— 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total % Fami- | bani- Net % Per Per % t Buying Qual- 
thou- of lies zation] Dollars of Cap- Fam- Power ity 
sands) U.S.A. (thou- | “| add =U. S.A. ita ily . S.A. Generai = Furn.- Auto- Quota | In- 
sands of 000) Mase. House- | motive dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Lawrence K 74.9 .0107 1,576 4 ‘ d : 1,035 759 
Lincoin 2 19.8 -0076 1,393 4, F ° » ° 172 305 
Lyman ‘ ‘ 0028 1.4215 ‘ P 139 


McCook Zz .0045 1.2244 ‘ d ‘ 761 
McPherson E y 6 -0024 8443, , ° 552 
Marshall 1 g 0039 1,168 4 


Meade ‘ y > .0057 1,111 4 
Mellette 9 c . 0013 1,098 3, 
Miner { 5 ¢ y 0030 1,140 3 


Minnehaha 3)13 ; 27 y .0598 1,900 6, 
Adioux Falls 5 O35 00,4 0474 1,084 6.5 

Mood y q 6 ’ -0046 1,168 4 

Pennington 5 3 -0266 1,689 5 


Rapid Cit 5 no 9.2 5 0233 1,773 


Perkins 5.7 ; 0045 1 
Potter 2 4.6 2 2 0027 1, 
Roberts 00741 


Sanborn F 3 -0025 1, 
Shannon B B 3,622 0016 
Spink 2 y 00711 2,32 62 , 248 


Stanley c2 0010 y 0009 1 ° . y 49 133 é 80 
Sully D2 ‘ 0018 4.8 ‘ : : 57 155 23 .0019 106 
Todd c4 0028 1 é 272 168 0014 50 


A and A See end of state for SM Metropolitan County Areas ‘ Before us ng tiese figures, see explanation page 11. 


586 SALES MANAGEMENT 


No City Limits... 
No State Boundaries... 
for WNAX-570 


the only station that delivers 


Big Aggie Land's 


countrypeliten*™ market 


tite million folks with more millions to spend 
than any other U. S. market 

save metropolitan NYC and Chicago 

The 1952 Diary Study (covering 80 counties in 
Minnesota, the Dakotas. Nebraska and Iowa) shows 
80°. of the radio homes tuned to WNAX 3 to 7 
times a week, gives WNAX 3 times the average share 
of audience of any competitor. and top 

rating in 97.30 of the 500 quarter-hour 


segments ¢ overed. 


@ WNAX-570 


Yankton-Sioux City 

A Cowles Station 

Represented by The Katz Agency 
CBS Radio 


MAY 10, 1953 


SOUTH DAKOTA 


PERKINS 


EOMUNDS 


GRANT 


POTTER Bas 
TODINC - 


4 waetoutt 


HAMLIN 


PENNING TON 


CUSTER 


WASHABAUCH 


Fatt RIVER 


BENNETT 


1950 Net Effective Buying Income 


Se In excess of $150 Million 
kd $75 Million to $149.9 Million 


Cities shown are those having net Scale of Miles C h 
lle | : opyright by 
Ey $40 Million to $74.9 Million Effective Buying Income of $15 million ? ait 2 - ae 


= a es 
FE $15 Mitton to $39.9 Million and over One Inch Equals Approximately 60 Miles 


EE Be ome I ae ee 


For explanation of map symbols, see “State Maps,” page 220 


° The ‘‘SM"’ symbols mark original, exclu- 

SOUTH DAKOTA— (Continued) a _sive estimates by SALES MANAGEMENT. 
; : 7 SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


1/1/53 INCOME ING 
JSM ESTIMATES GD ESTIMATES— 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
in thousands of dollars-- add 000) 


COUNTIES 
Ur- | 

Fami- bani- Net ‘ Per Per y : a, Buying Qual- 

of lies zation} Dollars of Cap- Fam- Power ity 

sands) U.S.A. (thou- ‘ add =U. S.A. ita | ily . S.A! | General | Furn.- | Auto- Quota = In- 
000) | } Mase House- motive Drug dex 

Radio 


CITIES 


Metropolitan Area 


Tripp . , , . 10,521 .0045 1,182 4,384 -0075 5,081) . ‘ 591 2,424 180} + .0056 98 
Turner ° ° , 14,820 .0064 1,267 4,005] ° -0070, 3,100 . 566 1,618 331 -0068 92 
Union , ° ° , 13,575 .0058 1,281 4,114 . -0057 2,828) , 216 1,425 416 0059 «88 
005 


| 

Walworth ‘ F ‘ 11,926 .0052 1,590 5,421 F -0070 6,214 3,701, -0057 119 
Washabaugh , d e 823. .0003 633 2,743 -0001 520 - , a -0003, 38 
Yankton , ‘ . ‘ 25,143 .0109 1,506 5,847 R -0125 4,751 3,328 3,801 -0114, 107 
Yankton 7 12,782 0055 1,618 5,326 9,38 O18 3,037 3,379 27: -0073; 146 


Zievach ; ° 2,925 .0012 1,083 4,179 ° -0009 2,217 420 ais 155 -0012) 71 


Total Above | 
Cities 2.2) . 203,084 .1263:1,807.6,055] 284,483) .1740 43,977| 38,773 15,990' 68,385) 6,851 1360, 132 


707,945 .4328 3,746) 125,802 . . 136,292) 17,298 


State Total ‘ . . 918,561, .3957 1,414 4,860 


Per Capita Sales ; : , ~ 1,090 194 
Per Family Sales . 3,746 § 666 


SOUTH DAKOTA— Metropolitan County Area 


Sioux Falls | ..137] 73.0 .0464 22.4 74.3| 138.672 0598 1,990 6,191] 95,261 .0582/ 4,253 16.725, 12,547 5,515 22,215 2,804 | -0566 122. 
“ SM, 1953. Before using these figures, see explanation page 11. 


588 SALES MANAGEMENT 


You can use many yardsticks to 


MEASURE the MARKET 


of RICH, RESPONSIVE SOUTH DAKOTA! 


SE IN LAS 
GREATEST — july ne to July - . 
in the 91h Fede”. waearee>' 

\ | aa’ 


\ 


— . cart ANUARY 1952 
(_ N | N GREATER THAN JF 
JA VARY —— ™ eee Reserve ew ey DEBITS owe a ™ * 
$ ebruary A ’ we & a a | : | 
ea 
) . eS 


wer’ were 
F : 


Raha ik 
* 


Gouna 


Se 


A a ced 


| 7th IN THE ENTIRE U. S. IN HOME OWNERSHIP 
on | bs font ee wie ee re ee eee eee oe Pee eh a Be ed 


- 9th IN THE ENTIRE U. 
i ee ea 


| 


“ IN AUTO SALES PER FAMILY 
Soe ee oe 


11th IN THE ENTIRE U.S. IN RETAIL SALES PER FAMILY 
7 a re ee Lu i 


L =a haa 


... But only the $.D. DAILIES 


SELL the MARKET 


... both RURAL and URBAN! 


$.D. DAILIES reach, and SELL, 85% of 
all homes... both RURAL and URBAN! 


There’s no better way ... NO OTHER WAY to tell as effectively, SELL 
as economically as through the South Dakota Dailies. Each of the 
Dailies is locally edited to local markets . . . local PEOPLE who purchase 
locally. In the South Dakota Dailies your sales message gets greater 
coverage, Carries greater conviction, at lower cost. Can you afford to 
settle for less? 


TELL and Qypos 
Set wih. JL) DAILIES 


Complete information will be forwarded 
by any of the six Dailies or by addressing 
the South Dakota Dailies, at Box 1278, 
Huron, South Dakota. 
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NASHVILLE 


The “MONEY TOWN” of the South 


* Metropolitan Nashville Population . . . 321,758 


* Nashville Market Population ... . . 1,008,635 


1952 Retail Sales $733,173,000 1952 Home Furnishing Sales $ 46,789,000 

1952 Food Sales 170,208,000 1952 Auto Sales 158,752,000 

1952 Genl. Merchandising Sls. 86,607,000 1952 Drug Sales 20,363,000 
1952 Effective Buying Income $953,928 ,000 


Reach this prosperous Nashville market through two great newspapers 


q Nashville Banner = The Nashville Tennessean 


NEWSPAPER PRINTING CORP. Luening = Morning » Sunday 
AGENT 


REPRESENTED BY THE 
BRANHAM COMPANY 


TENNESSEE— Counties and Cities — 220" céntucry. p._953:_ Mississippi. 28") 
Pop , J 
n NUMBER OF OUTLET 


NUMBER OF OUTLETS 
City County thous. 


City County 
Bristol Sullivan Lawrenceburg Lawrence 


*hattanooga Hamilton Lebanon. . Wilson 


( 

Clarksville Montgomery Maryville Blount 
Cleveland Bradley McMinnville Warren 
Columbia... Maury } % ) Memphi helby 
Covington Tipton 45 ‘ ‘ 12 Mort 
Dyersburg Dyer 

Elizabethton Carter 


istown Hambk 

irfreesboro Rutherfor 
Nashville Davidson 
Greeneville Greene 9 2 Oak Ridge Andersor 
Jackson Madison 12 13 Paris Henry 
Johnson City Washington 8.7 5 j2 ) aa ‘ Pulaski Giles 
Kingsport Sullivan, 21.2 9 


Shelbyville Bedford 
Knoxville K nox 2 83 54 


ity Obion 


i 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
ESTIMATES INCOME ING 

JM 1/1/53 ESTIMATES— 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS | 
Ur- Coun- in thousands of dollars—add 000 j 
Total Fami- | bani- Per Per] Dollars ty Buying |Qual- 
thou- | of lies | zation of Cap- Fam- add of Sales 


| Power | ity 
sands) |U. S.A. (thou- Y .S.A. ita | ily 000 U.S.A.) Per | General Furn.- | Auto | Quota | In- 
sands of 000 


Fam-| Food Mase House- | motive | Drug dex 
County ily Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Anderson 


~“ 
- 


106,722} .0460 1,6026,205}  36,060| .0221, 2,097 : 4,866! 2,058] 0381 

Oak Ridge 1.7 4 63 , 097 .0272 1,990.7 ,512 28,314 0173 | 7 3,995) 1,953 0228 

Bedford eo . ' ; 19.026} .0082, 7992,798] 16,460, .0101| 2,421 4,255| 410] 0102 

Shelbyville : 9,791} .0042) 99913, 158 14,374) 0088 } 7 0060 

Benton ie 6,982} .0030) 618 2,182 4,271) 0026) 1,335 .0037 
| 


Bledace 6. ' 4,066, .0017, 473 2,259 2,926, .0018) 1,626) 
Blount . ‘ , . 69.625 .0257 1,026 4,084 37,289 -0227) 2,554 
Maryville 0058 9,586) .0041/1,053/3,424 25,709) .0157) 
Bradley WV 0211 t ; 28,563) .0123) 8633,283} 23,619) .0145) 2,715 
Cleveland 0081 3 12,671} 0055! 990/3,334] 20,060] .0123 


-0025 

-0270| 73 
-0079) 136 
-0147| 70 
508 385! : ‘ 0081! 100 


Campbell 0222 : 25,049 0108. 718 3,055 18,849 .0115 2,299 , 451 -0133, 60 
Cannon 8. -0056 . 5,119 .0022 582 2,226 3,551 .0022| 1,544 216) 917 39} + .0029, 52 


© $M, 1953. Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


MONTCOMERY 
= 


Clerks» 


Jackson 


AS 


K 
DEMANT (at? 
NAIRY HARD! 


CLAIBORNE 


% =n 


Oot Ridg 


1950 Net Effective Buying Income 


4 In excess of $150 Million 


Hi $75 Million to $149.9 Million 


a $40 Milli 9 Mi Cities shown are those having net 
ry t h . ” 
illion to $74.9 Million Effective Buying Income of $15 million 


and over 


“4$15 Million to $39.9 Million 


CHATTANOOGA 


Scale of Miles 


60 


1 


One Inch Equals Approximately 60 Miles 


. 


| E 


For explanation of map symbols, see “State Maps”, page 220 


What Becomes of SANTA CLAUS Between Christmases? 


staff. same formulas. same high degree of accuracy 


To give the question a new wrinkle. what happens to the Survey of 


Buying Power staff between editions? 
They stay on the job... or rather, jobs. “High-Spot Cities.” for 
example, is a big year-round job... involving running charts on trends 
and monthly sales changes in 234 cities. This feature . which checks 


the sales pulse between Survey editions is part of the Survey 


function—same 
same ALTHORITY. 

monthly close-ups oft re 
published in every first-of-the-month issue of SaLes 


t hanges about to take place in 


individual markets 


MANAGEMENT) show where aggressive selling and promotion will get vou 


plenty of business. 


Sell the Greater Nashville Market... 


ECONOMICA 
nie 


— * 


HARDIN 
18 19 


eel 
44 |33 


4 


Figures in counties indicate the percent of radio families 
that comprise the station's weekly audience in the county. 
Daytime — Spring, 1949. 


5000 WATTS ® 980 KC ® ABC 


* 97.5 MC 


and WSIX-FM 


« 71,000 W 


26 years of Community Service 


National Representative: George P. Hollingbery Co. 


TENNESSE E— (Continued) 


COUNTIES 
CITIES 


Carroll 


Carter 
Elizabethton 

Cheatham 

Chester 


Claiborne 
Clay 
Cocke 


Coftee 
Crockett 
Cumbertand 


Davidson 
ANashville 

Decatur 

De Kalb 


Dickson 

Dyer 
Dyersbu 

Fayette 


Fentress 
Franklin 
Gibson 


Giles 


Pulaski 


Metropolitan Area 


POPULATION 


ESTIMATES 
183 


Ur- 
Fami- | bani- 


of lies = zation 


. 8. A. (thou- 
sands of 


County 


7.6 13.8 


25.3 


15.6 
33.7 


-1 21.4 
0036 9 


EFFECTIVE BUYING 


INCOME 
ESTIMATES 1952 


Net 
Dollars 
(add 

000 


16 499 


46 ,937 
14,877 
5,677 
5,854 


13,583 
3,314 
11,505 


18,496 
11,627 
11,619 


490, 750 
227,474 
4,135 
4,791 


11,831 
24,285 
10,988 


9,484 


6,910 
17,213 
37,528 


17,444 
5,022 


A and A See end of state for SM Metropolitan County Areas. 


592 


‘ Per Per 
of Cap- Fam- 
U.S.A. ita ily 


-0071, 618 2,171 


-0203 1,072 4,306 
0064/1,317/4,649 
0024, 645)2, 580) 
-0025; 518 2,019) 


0058, 554 2,383 
-0014 399 1,578 
-0060 509 2,092 


-0079, 7092, 
-0050) 718 2,643 
0050, 591 2,504 


2114 1,461 5,221 
0980, 1,291 4,426 
-0018 445 1,654 

436,1,711 


636 2,232 
736 2,584) 
990 3,139 
354 1,555) 
455 2,094 
672 2,732 
772\2,643 


663 2,457 


881 2,643 


© SM, 1953. 


The 53 WSIX BMB counties closely paral- 
lel the counties of the Nashville Trading 


Area. 


WSIX delivers bigger market 
coverage at lower cost! 


There's 


Market 


more homes penetrated by WSIX programs . . . all 


ot WSIX’s pre-inflation rates! 


-0163 2,444 


O132 


-0024 1,823 
-0035 1,975 


-0049 1,406 
-0012 896 
-0069 2,076 


-0105, 2,418 
-0056 2,059 
-0067 2,397 


2180 3,794 


1869 


-0029, 1,883 
-0021, 1,236 


-0061 1,883 
-0185) 3,210 


0138 


-0059, 1,595 
-0029 1,432 
-0089 2,306 
-0215 2,476 


-0096 2,224 


OO76 


LLY - EFFECTIVELY !! 


more of everything in the Greater Nashville 


more money spent, more buying income, 


Better Buy WSIX! 


BM B 
Audience Map 
based on 
Study No. 2 


The *‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 
Buying Qual- 
Power ity 
General Furn.- Auto- Quota In- 
Food Mase. House- motive dex 
Radio 


405 4,092 -0088 58 
5,845 
5,384 
741 
761 


631 
462 


180 


71 
411 
163 


1. . 417} = .0100 
31 0041 


SALES MANAGEMENT 


ae or, 


| 
1 


ee 


w 


wv, How Harveys built a market 
‘ twelve times the size of Nashville... 


Ten years ago Harveys was a department store with a piddling 40 feet front 
on Nashville’s Church Street and a paltry half million annual volume. Today 
Harveys stretches 300 feet to fill most of a block, does a million a month. 


How did it happen? Here’s what Fred Harvey, president of Harveys, has to say: 
“Casting aside the horse and buggy concept of what a Retail Trading Zone 
should be, we went after an area twelve times the size of Nashville. We 
talked to this area over WSM, the one medium capable of converting 
geography into a market. We could have bought other stations cheaper, but 
we wanted results and that’s what WSM delivered, and continues to deliver.” 


The fact that the phrase “It’s Fun To Shop At Harveys” is heard all over the 
Central South ... the fact that people come from all over to see and buy at 
fabulous Harveys...is ample evidence that WSM delivers at the retail level, too. 


For the full Harveys story, ask Irving Waugh or any Petry man. 
It’s an eye-opener. 


A . M Nashville 
Clear Channel + 50,000 Watts 


IRVING WAUGH Commercial Manager * EDWARD PETRY & CO. National Representative 
MAY 10. 1953 593 


| 
| 


‘286,993,000 
retail sales for 1952 
in NASHVILLE 


Outdoor a 


Make your galee 
pitch strike it 
rich...uge... 


dvertising 


GOA outdoor displays sell to people out of doors, ready to buy. 


Put your sales impact where and when you need it! 


Use outdoor advertising to boost your sales. 


TENNESSE E— (Continued) 


COUNTIES 
CITIES 


Grainger 
Greene 


Greeneville 


Grundy 
Hamblen 
Morrstown 
Hamilton 
A hattanooga 


Hancock 
Hardeman 
Hardin 


Hawkins 
Haywood 
Henderson 


Henry 
Paris 

Hickman 

Houston 


Humphreys 
Jackson 


Jefterson 


Johnson 


POPULATION EFFECTIVE BUYING 
INCOM 


ESTIMATES COME 
1/1/53 SM ESTIMATES. 1952 


Ur- 


Total Fami-  bani- d Per Per Dollars 
thou- of lies zation of Cap- Fam- add 
sands) U.S.A. thou-, “| -S.A. ita ily 

000 


sands ot 
County 


3.0 5,618 .0024 436 1,873 
10.7 21.2 29.126 .0125 7092,722 
2.6 9 808 0042 1,090 3,772 


0 -0028 609 2,138 
6 , y -0103, 945 3,607 
rr) .0064 1063/3814 
9 1985 1,291 4,515 
9.0 65, 257 0712)1,251 4,237 


0014, 3811, 
0044 4451, 
482 1, 


627 2. 
609 2, 
5271. 


718 2, 
OR1 3, 
536 2. 
4551 


700 2 
W ° y , - 002 4451, 
19.6 .0124 " 672 2, 


12.0 .0077 2.8 4g 4551, 4.2 


A and A See end of state for SM Metropolitan County Areas. @ SM, 1953 
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Nashville Office: 605 McGavock Street @@faprartae lite 


The ‘SM’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
RETAIL SALES- 1952 ADVERTIS- 


ING 
ESTIMATES CONTROLS 
FIVE STORE GROUPS 
in thousands of dollars— add 000 
Buying Qual- 
Power _ ity 


General | Furn.- Auto- Quota In- 
House- | motive dex 


450) 
78 
61 


198 
67 
321 


2u 114 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


The 1st Paper In 
Tennessee's 
2nd Metropolitan Area 


* COVERAGE 


The Knoxville News-Sentinel offers over 90% coverage 
of Knoxville and 21,706 more total circulation than 
any other East Tennessee newspaper 


* CIRCULATION 


i gh fae , The Knoxville News-Sentinel has a daily circulation 
HANCOCK of 104,084 plus a Sunday circulation of 108,005; car- 
scoTT CLAIBORNE ries over 800% of all exclusive national accounts . . 
CAMPBELL HAWKINS 73.2% of the total national display advertising ... at 
the lowest milline 
UNION.) GRAINGER 


HAMBEN GREENE * INFLUENCE 


MORGAN | ANDERSON The Knoxville News-Sentinel is the leading paper in its 
JEFFERSON trading area of over a million people including high 
KNOX family income markets such as Knoxville and Oak 


Ridge, Tennessee's 3rd and 5th largest cities 
* , S. 
Knoxville 


ROANE ; *& EFFECTIVE BUYING INCOME 


OAK RIDGE 


SEVIER 


Knoxville’ per family effective buying income ts 
LOUDON 19 


BLOUNT 15.00 higher than the state average 


9° 


MONROE ea rn "THE BEST DAM MARKET 


The Kuoaeiile News-Sentinel 


KNOXVILLE, TENNESSEE 
Represented Nationally by Scripps-Howard General Advertising Dept. 


McMINN 


The ‘‘SM’’ symbols mark original, exclu : 
sive estimates by SALES MANAGEMENT TENNESSE E— (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
ESTIMATES INCOME SM | ING 
1/1/53 ESTIMATES 1952 ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total Fami- _ bani- ‘ Per Per Dollars Buying Qual- 
thou- of lies zation of Cap- Fam- add Ss Power _ ity 
sands) U.S.A.) (thou- S.A. ita | ily General Furn.- Auto- Quota | In- 
| sands 000 i Food Mase House- | motive | dex 
Radio 


CITIES 


Metropolitan Area 


Knox ; .1478' 63.4) 66. 311,514, .1342 1,341 4,913 ’ ° : 49,638 36, 17, 39, 660 . 1388 


AkKnoxville 27.2 0809 36 179,479 0773'1,411/4,958 207 ,733 6,9 
Lake 0072 3. 6,837, . 600 2, 
Lauderdale 2 0161 6 15,572, «. 618 2, 


2 36 , 254 17 38,854 y 0929 


Lawrence y 5 6.0182 A : 14) «. 600 2, 

Lawrenceburg 5 0036 890 2, 
Lewis 0039 t / 600 2, 
Lincoln 2 0161 , : d 6812, 


Loudon 0152 : ’ 827 3, 
McMinn 2 0204 
McNairy 2 0128 


Macon 
Madison 
Jacksor 
Marion 
Marshall 
Maury .- 
Cotumt 
Meigs 
Monroe 
Montgomery 
Clarksville 
Moore 
Morgan 
Obion 
Union City i ; } l 
Overton ‘ y A . ; ‘ . ° 237 d 
Perry ‘ 6. 1.6 126 109 41 
A and A See end of state for SM Metropolitan County Areas. : Before using these figures 


see explanation page 11 
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(delivered audience) that’s 


and it doesn’t take much figuring to 
compute the Delivered Audience from 
WMCT’s 190,000 TV homes. 


National Representatives The Branham Co. 


Channel 5 + Memphis 
Affiliated with NBC 


Owned and operated by ‘ 
THE COMMERCIAL APPEAL Memphis ONLY 
TV Station 


Also affiliated with CBs, ABC and DUMONT WMC WMCF WMCT 


*TV area Hooperatings—Nov., 19 


TENNESSE E— (Continued) 


POPULATION 


SM —— 


“sm” symbols mark original, exclu- 
jm estimates by SALES MANAGEMENT. 


a age ~ | SALES AND 
RETAIL SALES—1952 ADVERTIS- 


ESTIMATES CONTROLS 
FIVE STORE GROUPS ——— 


(in thousands of dollars—add 000) 
: ae Qual- 
i 


hide | BUYING 
SH on 
ESTIMATES 1952 


| 
| Ur- | 
| Fami- | bani- Net | 
| ties j|zation}] Dollars | 
U. S. A.| (thou- ‘ add 
sands); of 
County 


COUNTIES | 
CITIES | Per | Per ty a ai 
| Cap- | Fam- ( “| | | 
ita ily | “Garr Furn.- | Auto- } 
Mdse. | House- | motive | Drug 
Radio | 


sands) U. . A. 


Metropolitan Area 


Pickett 408 1,782 
} | 


al 1,963 

.0101/ 2,088 

.0047) 1,886 
| 


1,197) 
3,698| 
2,197 


790 3, 257 
627 2,414 
736 2,836 


Polk 
Putnam. 
Rhea 


a8 s8e 


5,651| 
4,138 


] | 
0123) 2,417) 
.0087) 1,951 
36,917 881 3,356 -0181) 2,701 7,632 1,885) 
14,308) 2)1,044 3,407 0147 | 4,879 1,567 

| | 
0113) 10,030 | 863 2,508 0038) 1,521 994) 1,584 
.0037| 3,539 600 2,722 0014) 1,746 566 122 
0147} 6.7)... 13,855! 600/2,431 : 0084) 2,411) 4,189) 1,136 

| | 
| | | | 
aa 144.3, 85.1 | 692,793. ,351/4,801 , 367 4,168 


2684 V22. 8 590 942 401 4,812 3497 


28,840 
19,406 


890 3,475) 
727 2,658 


Roane 

Robertson 

Rutherford 
Murfreesboro 


— 


.0170) 
.0267} 
.0087 


1,140 


22 
88 


Scott 
Sequatchie 
Sevier 


Beez 


2,216) 402 
| 


135,180| 28,534) 122,177| 16,887] .3248) 
131,906 28,378) 120,589) 15,959 - 2859! 


114,461) 
104_ #83 


Shelby 
AMemphis 


; 


572,029 


A and A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


putitin PS Gan Appa — or 


We Cannot Find Another 
eee Can You? 


Can you find another 2'/2 billion dollar market where two 
newspapers offer 65.5% family coverage in the impor- 
tant cities of the trading area . . . outside Memphis .. . 


where buying power is concentrated? 


_ To sell Memphis . . . and the market Memphis serves . . . 
put it in CAPS. And 88% of all general advertisers do 
put it in CAPS. This is overwhelming endorsement of a 
voluntary combination rate. 


= 


THE = Af e MEMPHIS Salers cous. ie 


= 
SCRIPPS-HOWARD. NEWSPAPERS i 


MAY 10, 1953 


Johnson City 
“Washington Co. 
sacs: | leceam 
$65,652,000 $4,828,000 
EBI per family 343 


4,236 
Retail Sales 53,647,000 3,187,000 
achieved with small population increase! 
Johnson City's 
EB! per family $5, 272 
—41% MORE than 
Tennessee's! 


TEN NESSE E — (Continued) 


POPULATION 
ESTIMATES 
1 1/53 
COUNTIES 


CITIES 


Ur- 
bani- 
zation 


Fami- 
lies 
thou- 

sands 


of 


sands) U.S.A 


Metropolitan Area 


of 
County 


Smith 
Stewart 


Sullivan 
Bristol (Tenn.)- 
Kristol (Va.) 
Kingsport 
Bristol 

Sumner 

Tipton 
Covington 


Trousdale 
Unicoi 
Union 


Van Buren 

Warren 
MeMinnville 

Washington 
Johnson City 


Wayne 
Weakley 
White 


Williamson 
Wilson 


Lebanon 


Total Above 


Cities 
State Total 


Per Capita Sales 
Per Family Sales 


© SM, 1953. 


in this exclusive medium-sized 


EFFECTIVE BUYING 


Net 


Dollars 


add 
000 


gf MERCHAND, 


STAR BRAND 
RECOMMENDATION and 
INDIVIDUAL PROMOTION AD 
for your product .. . 
DEALER TIE-INS 
vigorous! oted ... 
POINT-OP-SALE BC DISPLAYS 
on dealers’ shelves . . . 
PERSONAL CALLS on 


+ 
wholesalers and retailers 


—all yours with Press-Chronicle’s 


AUTOMATIC 


MERCHANDISING! = 


Press-Chronicle 
Net. Pd. Cire., 


17,22 
18,626 v2 37% 


since 
Press-Chronicle INFLUENCES THE MOST CITY 
RETAIL SALES per AD DOLLAR among news- 
papers in 3 principal markets in E. Tennessee 
Rank’—!. Johnsen City Press-Chronicle 2 
Kingsport newspaper. 3. Bristol newspaper— 
and Johnsen City also excels these cities in 
EBI per family and automotive sales! 
ull data on request 


Ay 


MGE 


Jan. 


Up 26% 
since '45 


Sun. 


Member Southeastern Color Comle 
Sections Group 


P JOHNSON CTY.“ PRESS-CHRONICLE 


MATION ALLY REPRESENTED BY 


The John Budd Company 


market! 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


A ea “| SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
GD ESTIMATE 


FIVE STORE GROUPS 
in thousands of dollars — add 000) 


INCOME 


ESTIMATES— 1952 


Per Per 
Cap-  Fam- 
ita ily 


of Buying Quai- 
U.S.A Auto- 


motive 


Furn.- 
House- 
Radio 


General 


Food Mase. 


0039 
0018 


663 2, 
4912 


942 
542 


1,053 431 


1,027 


1,024 
-0629 1,431 5, 


16,386 17,398 


-0337) 
0271 
.0168 
0092 
0113 
OORO 


0201\1, 

01601, 

O116.1, 
.0100 
.0083 


0019 


381 6,00 
7526.2 
532 5 
691 2, 
645 2, 


9812 


10,439 
6,361 
4,319 
4,721 
4,373 
1,928 0039 
0013 
0071 
0017 


518 1, 
026 4 
4451, 


0017 
-0052 
-0007 


581 
, 876 


0019 


3811, 
672 2, 
0714.4 
M415 


-0005 
0097 
OUN6 


0328 


4641 
645 2, 
582 2.2 
663 2 
718 2 


384 , 375 


114 
426 


157 
589 


174 


Before using these figures, see explanation page 11 


The Farm 


Market Section pages 79-95. 


SALES MANAGEMENT 


programming 
has made 


W MC great: 


Programs designed for the taste of the people who 
make up the market! That’s the secret behind 

the long and successful record of WMC programs. 
Here are just a few of the shows that 

sell. . . of the programs that pay on WMC: 


Agriculture and You"’ 6:15 to 6:30 A.M.—Mon., Wed., Fri., Mathieson 


Chemical Corp 
Tues. and Thurs Hercules Powder Co 


Charlie Dial 6:40 to 6:55 A.M.--Mon. through Fri Ful-O-Pep Feeds 


Jack Hunt 8:15 to 8:30 A.M Mon. through Fri Pillsbury Flour 


Ernest Tubb 11:45 to 12:00 A.M Mon. through Fri Jewel Shortening 


Farm News 12:00-12:15 P.M Mon., Wed., Fri Sinkers Cotton Seed 
Tues. and Thurs Tennessee Coal & Iron Co 
Light Crust Doughboys 12:15 to 12:30 P.M Mon. through Fri Burrus Mills 


Slim Rhodes and his 12:30 to 12:45 P.M Mon. through Fri Bristol- Meyers 
Mountaineers 


Farmers Program 12:45-1:00 P.M Mon. through Fri South Memphis Stockyards 


Burnette-Carter Co 


NBC — 5,000 WATTS — 790 K. C. 
National representatives, The Branham Company 
WMCF 250 KW Simultaneously Duplicating AM Schedule 


MEMPHIS WMCT First tv station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 


The ‘‘SM"' symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT TENNESSEE— Metropolitan County Areas 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 
ESTIMATES INCOME ING 

GD 1/1/53 JM ESTIMATES 1952 yD ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000 
Total Fami- bani- Net Dollars ty Buying Qual- 
thou- of lies zation] Dollars F F add of Sales 


Power ity 

sands) U.S.A. ‘thou- add U ita ily 000 S.A. Per General Furn.- Auto- Quota = jn- 
sands of 000 Fam- Food Mase House- motive Drug dex 

County ily Radio 

Chattanooga 2 1609 71.7 69.1 324,323 .1398,1,282 4,523 253.174 1547 3,531 58,923 30 046 17.286 44,519 7,810 1485 92 
Knoxville 2271 95.2, 59.2 477 ,861 2059 1,339 5.020 393 348 1854 3,186 73 967 44,020 21,585 52,086 9,838 2039 90 
Memphis g 3263 144.3 85.1 692,793 2985 1.351 4,801 601,491 3677 4.168 114,461 135,180 28,534 122.177 16.887 3248 100 
Nashville : 2138 94.0 80.5 490,750 2114 1,461 5,221 356 .597 2180 3.794 77 ,684 46 980 21,083 72,677 10,258 2138 100 
™ SM, 1953 


Map Code 
Metropolitan Area 


Before using these figures, see explanation page 11 


The Industrial Section .. . pages 49 to 78... helps you set your sales sights on potentials in 19 basic indus 


tries 


gives you. for the 100 leading counties in each of these industries. “value added” in 1952. number 
of plants. number of employes. 


MAY 10, 1953 


Abilene, Texas—A 53,400 Metropolitan Market! 


ABILENE’S 50,000-PLUS 
POPULATION RECOGNIZED 
BY ABC AND SRDS 


In 1952 Audit Bureau of Circu- 
lations and Standard Rate G Data 
Service, both accepted Abilene’s 
new 50,132 Corporate area Popu- 
lation — which included actual- 
count figures of 26 areas annexed 
to the city between June 1950 and 
March 1952. 


Continued growth of Abilene is 
recognized by Sales Management's 
1953 Estimates of 53,400 for Abi- 
lene—69,700 for Taylor County! 


Cover the 15-County Abilene Market with the 


45,335 ABC Circulation of the Abilene Reporter-News 
LOOK AT THESE FIGURES (in 000’s) 


From Sales Management's 1953 Survey of Buying Power— 
Effective Total 


Buying Retail Food 
Income: Sales: Group: motive Group: 
Abilene Corporate area 78,623 84,662 14,137 22,060 2,585 
Taylor County 98,936 92,104 16,631 27,741 2,637 
15-County Market Area 366,692 304,688 66,630 75,225 9,639 
@ Increased Oil Activity and Construction of a $60,000,000 Two-Wing Air Force Base Will Add 
Greatly to 1953 Business Activity in Abilene! Construction Already Authorized $23,472,000. 


Abilene Reporter-News 


Represented Nationally by: TEXAS QUALITY NEWSPAPERS, Inc., 927 National City Bidg., Dallas 1, Texos 


Auto- Drug 


CHICAGO: 400 N. Michigan Avenue NEW YORK: 52 Vanderbilt Avenue 


T EX AS — Counties and Cities — {0% tsiuiin. Seats, S85 


| Pop. 
NUMBER OF OUTLETS | (in 


F |GM|FHR| A | D City County ithous.) 


___Nowser or Ovriers __ 
F |GM|FHR| A | D 


Pop. 
| (in 
thous.) 


Texas state map—p. 606, 607 


City County 


oe —-- ——— —$$———— | ——_—_ |- 


Taylor 53.4 | | Brownfield 
.. Jim Wells - 19.0) Brownsville 
. Potter. |} 91.4 Brownwood 
. .Henderson ati 5.1 Bryan.... 
.. Travis | 153.4 Childress 
Bay City ..Matagorda 10.5 Cleburne . Johnson. . 13.4 62! 
Baytown ... Harris. . | 25.8 Conroe. . .. Montgomery ‘ 7.9 24) 
Beaumont ... Jefferson . 103.1 Corpus Christi... Nueces... .-| 130.2] 327] 
Beeville a ee 10.0} Corsicana.......Navarro... 20.0) 89) 
Big Spring . Howard.. | 20.0) eee | ee | 530.0] 969) 
Borger. . . Hutchinson 21.2 Del Rio.... .. Val Verde. oe) 16.4 Bi 
Breckenridge. .. Stephens. 6.8) Denison. . . 


... Grayson, . | 18.2) 67 
Brenham Washington 69 (Continued on page 609) 
© SM. 1953 


Abilene 

Alice. . 
Amarillo 
Athens. . 
Austin 


... Terry... | 998 21 6 466 «(18 4 
.. .Cameron | 41.3] 159} 15| 12) 20] 13 
.. Brown. 21.31 76) 13) 13) 35] 15 
. . Brazos. 20.4 81 9) 
Childress 7.8 29 


Before using these figures, see explanation page 11 


A Cross-Section of Advertising Agency Attitude Toward 
the Survey of Buying Power 


(Comments by Leading Advertising Agencies) 


“We check all other estimates against SM.” 


“We survey the markets where the client’s sales are 
below your indicated potentials to determine what 


help is needed to bring them up to quota.” 


“We have never bothered to check any other pri- 
vately published source as we have learned to have 


confidence in the Survey of Buying Power.” 


“We use the Survey of Buying Power as a basic 
source of population and sales figures in all types 


of market and media analysis.” 


Survey is to allocate advertising media and appro- 
priations . . . We also find it very useful in picking 


trial or test markets.” 


“We have always accepted Survey estimates as the 
best available in the industry.” 


“The most important single use we make of the 


Survey is to allocate advertising appropriations.” 


“I find it the most useful of all reference sources in 
matching expenditures to market potentials and for 


the selection of good markets.” 


e “The most important single use we make of the “It’s the very best for the selection of test markets.” 


SALES MANAGEMENT 


these facts to the statistics 
+ ' AD on the San Antonio Market... 
ABC CITY ZONE: 126,281 families.* 


MORE THAN 93% of the total county (Bexar) population live in the City Zone, 


THE LIGHT CONCENTRATES more than 76% of its daily circulation 


in the City Zone. 
The Light delivers saturation coverage of this primary market and adds 
complete penetration of the great South Texas San Antonio Distribution Area. 


FASTEST GROWING NEWSPAPER IN TEXAS 


..+ 2 circulation gain of more than 30% daily, nearly 16% Sunday, 
in 21 months. (Mar. 1951—Dec. 1952). 


LARGEST CIRCULATION OF ANY SAN ANTONIO NEWSPAPER 
... by far, the largest home-delivered, city zone, and total circulation, 
daily and Sunday. 


GREATEST GAINS IN ADVERTISING 
e+. ranked I Ith in the U. S. in total advertising gain for 1952. 


... tacked up a gain in total retail display of 13.5% Sunday, 9.7% daily, 
against substantial losses of the other two San Antonio newspapers. 


~ TON! 1 *Source: Official population alignment 
99,030 DAILY released by ABC Dec. 1952. Circulation, 


134,202 SUNDAY ABC Publishers’ Statements, Advertising, 


(ABC Interim Statement 12-31-52) . , Media Records. 


Ask Moloney, Regan and Schmitt to give you the complete market picture TODAY! 


The ‘‘SM"’ symbols mark original, exclu- _ ° 

sive estimates by SALES MANAGEMENT TEXA S — (Continued) 
, : SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/83 SM ESTIMATES—1952 JM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- (in thousands of dollars—add 000) } 


COUNTIES 
CITIES Fami- | bani- —_ 
of lies | zation | | | Power | ity 

. S.A.) (thou- = =% -S.A. ita | ily ) S.A. General | Furn.- | Auto- 

sands of ‘ Food Mdse. | House- | motive Drug 
County Radio 


Buying |Qual- 


Metropolitan Area 


Anderson ‘ ‘ ‘ : 30,225, .0130 960 3,285 . ‘ y 7,400 ‘ 1,244 5,318 

Palestine } 7 17,146 0074 1,394 4,182 276 ‘ y 4,883 P 1,244 4,329 
Andrews , 15,387 .0066 1,998 6,994 * ¢ : 1,907 257 1,282 
Angelina ‘ ; 42,231, .0182 1,117 3,874 ’ , 8,989 2,507 8,182 

Lufkin 7.6 112 5.6 22,672, .0098 1,288 4,049 30,613) . 7 6,204 2,660 2,395 7,880 
Aransas ; . 4,861 ..0021 1,130 4,051 3,478. : 1,297 41 184 
Archer d ; 10,159 .0044 1,472 5,080 3,538. . 1,278 185 426 
Armstrong . , 3,339, .0014 1,590 4,770 1,407, . J 289 55 154 


Atascosa F , , 18,677 .0081 907 3,812 13,064. , 3,189 1,699 2,609 
Austin , ° 13,816 .0059 946 3,070 14,713) . . 3,368 2,302 2,407 
Bailey . 11,497 .0050 1,419 5,475 ; . 0 2,483 897 2,611 


Bandera . 3,761 .0016 855 2,893 ° . ‘ 1,611 32 269 
Bastrop : . 14,438 .0062 737 2,578 ; , , 4,349 1,081 2,348 
Baylor . .2, 65.0 7,709 .0034 1,117 3,504 : . ’ 1,697 556 2,460 


Bee ‘ 9 51.4 21,866 .0094 1,157 4,462 7 ¢ . 3,920 1,672 3,150 
Beeville k q 12,230, .0053 1,223 3,945 , 5s Rg 3, 367 1,372 617 473 460 
Bell : ‘ -6 52.5 93,809 .0404 1,091 4,343 é A 3,002 16,324 4,938 3,573 14,665 2,233 
Temple 8.5 39,309 .0169 1,394 4,625 le 9,882 3,510 2,925 11,888, 1,617 
Bexar : 3353. 137.2 89.8 720,542 .3104 1,368 5,252 3,857 122.177 74,995 29,103 94,592 16,8620 


© SM, 1953. Before using these figures, see explanation page 11. 


MORNING AUDIENCE SAN ANTONIO 
AFTERNOON AUDIENCE ABC-CBS - DUMONT 
NIGHTIME AUDIENCE Channel 5 


MAY 10, 1953 


“These newspapers own and GIVE EFFECTIVE 


maintain their own airline, com- 


plete with hangar, crews, and COVERAGE OF THE 


mechanics, for delivery of these 


newspapers to distant points of REAL BUYING POWER 


the South Texas area.” 
. ainoenannn OF SOUTH TEXAS. | 
T EXA S — (Continued) The “SM symbols mark | 


mal, exelu- 
sive estimates by SALES MA ANAGEMENT, 


: i SALES AND 
POPULATION Age ees RETAIL SALES-—1952 ADVERTIS- 


JM ESTIMATES JM ING 
11/53 ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 


Ur- Coun- in thousands of dollars—add 000) | 
Total Fami-  bani- 


‘ d ( ty eae I : Buying (Quat 
thou- of lies = zation r ap- Fam- Sales 


| Power | 
sands) U.S.A. (thou- |) “ o . S.A. ite 000 U.S.A. Per | General | Furn.- | Quota | > 


sands) of Fam-| Food | Mdse. | House- 
County ily | Radio 


COUNTIES 
CITIES 


Metropolitan Area 


AXan Antonio is 2052 120.3 122,119 2680 1,341 4,811) 509,183 3113 116,436) 74,160 28,902) 94,119) 15,821 
Blanco : . .0016 920 2,760 . 2,925 1,334 74 WW 234 50 
Borden . ; , 0006 1,406 7,735 185 9 
Bosque ‘ , -0041 841 2,641 » ° 2.708 2,386 354 390 1,511 451 
Bowie ‘ 75.176 .0324 1,130 3.875 52,348 2,698 14,552 7,277 2.176 9,848 1,832 

, Texarkana 
irk 

Texarkana 


Tez 43.4 OGRt 14.2 if wy 0244 1,289 dat 


4A] 13,661 1,998 03 10a 


1,825 8,387, 1,385 0175 101 


1A Texarkana 27.3 o174 $3,027 0142 1,210 3,753 87.513 224 772 1,617 


| Texarkana is in Bowie County, Texas and Miller County, Arkansas 


Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas SM. 1 


953 


Market Facts: 


VY nis Now COMING TO TEXARKANA 


The Federal Communications Commission has granted authority to 
KCMC, Inc., to construct a television station on Channel Six, VHF. 
Construction is under way and should be completed in late spring or 
summer. For more data on radio and TV coverage of Texarkana 
(designated one of 60 fast-growing metropolitan areas by Sales 
Management) write to: 


Texarkana metro. area 
Population 1952 102,200 


Families 29,600 


Average income 


per family 1952 $3,930 
1952 retail sales $84,184,000 
Food sales 1952 20,719,000 
Drug sales 1952 2,445,000 


TEXARKANA, TEX.-ARK. — AM tial 
— FM Survey OF Buying Power, 1953 
FRANK O. MYERS, GEN. MGR. TV i in 


SALES MANAGEMENT 


9—m0s man 1IOULIG ** ODSIONYEA NYS“ SYTI¥C <-SINOT iS 
¢dau¥vagd3 iviliesw SITIONY SOT ODYOIHD ZHOA MIN 


“ouy ‘Auedurog 9 Anjeg prempg 


Aq AlpucnpN pejuesesdey 


4319 soley 
Hurmorg 3893803 S$ ,Corzewy ut 


A\dielhv@ 


S,OINO.LNV NVS 


COVERED 
BY 
The Rio Grande Valiey 
Newspapers 


VALLEY 
MORNING STAR 


Harlingen, Texas 


VALLEY 
EVENING MONITOR 


McAllen, Texas 


BROWNSVILLE 
HERALD 


Brownsville, Texas 


THE STRANGEST STREET IN AMERICA 
(and the best!) 


tbh 


a a 
“<=. 


Write for your free cop 
of our brochure “TH 
STRANGEST STREET IN 
AMERICA”! 


U.S. METROPOLITAN MARKET 


ON A POPULATION BASIS 
(U. S$. CENSUS FIGURES FOR CAMERON, 
HIDALGO, WILLACY AND STARR COUNTIES.) 


TEXAS — (Continued) 


Represented Nationally by 
TEXAS DAILY PRESS 
LEAGUE, INC. 


The ‘“‘SM’’ symbols mark original, exclu- 
_sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Brazoria 
Brazos 
Bryan 


Brewster 
Briscoe 
Brooks 


Brown 

Brownwood... 
Burleson 
Burnet 


Caldwell 
Calhoun. 
Callahan 


Cameron ‘ 
ABrownsville- 
Harlingen- 
McAllen ‘ 
AHarlingen ee 
ABrownaville 
San Benito 

Camp 


Carson 


Cass 
Castro 
Chambers 


Cherokee 
Jackson ville 

Childress 
Childress 


Clay... 


Cochran 
Coke. 
Coleman. . 


a 
} McKinney... 
Collingeworth 
Colorado. .......0F OF oF 
A and A See end of state f 
604 


PO 


PULATION 
EST _ 


VV 


-0265 
0067 3.5) 


9.0) 
17.9) 


0058) 2.4) 
04} i838 


EFFECTIVE BUYING 
ESTIMATES—1962 


-0407 1,735 6,432) 


-0200 1,117)4, 205) 
-0112)1,275 4,128) 


-0030' 920 3,679 
-0024 1,525 6,271 
-0051 1,157 4,494 


-01421,117 3,544 
-0110)1,197|3 641 
0035, 657 2,282 
0044 973 3,326 

| 
0076 933/3,391 
-0052 1,183 4,269 
.0038 973 3,243 


0643 1,058 4,372 


0482 1, 236 4,719) 
.0159 1,406 5,046) 
.0201 1,128 4,523 
-0063, 974 3,845) 
-0023, 618 2,067) 
-0052 1,774 6,122 


.0080| 710 2,638] 
.0053/2,143 7,634 
.0046 1,328 4,889 


a anle. ve 
.0042|1 ,104/3,470 
0068 1,275 4,273 
-0045 1,328 4,143 
0047 1,131 3,655 
euuh.s00 6,737 
0027 1,512 6,292 
$000 1,600)9, 248 
| 

0177; 986 3,263 
0056 1,223 3,704 
0043 1,091/4, 

0081 1,052 3,553 


© SM, 1953. 


126 , 898 
48,948 
42,783 
15,143 
5,236 
6,791 


18,818 
5,282 
Om 

28 ,088 

16,406) 

16,223 

15,525 


32,408 
17,774) 

9,705 
24,926 


0068) 4,044 
0182) 4,703) 


RETAIL SALES—1952 
GD estimates 


~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- | Auto- 
| motive 


General | 
Mdee. | 


House- | 
| Radio 


3,164, 2,730 
2,808) 2,166 
1,895, 

| 


16,965) 13,271 
9,818 


a 


1,736) 


3,345) 


9,672) 
4,303 
2,283 


5,266! 1,712 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power | ity 


.0062| 111 
0080) 101 
.0061| 122 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


What 
TEXAS 
takes eee 


TAKES Texas! 


ASK a hatter... for a wrap-up, show a man a hat like 


the one he’s wearing! To take this largest, richest market in the Southwest, 
prescribe WFAA — the station of his proved preference — and 
a WFAA formulated and produced program or adjacency (in every 


instance it’s Pulse-rated No. 1 or 2). Ask a Petry man. 


WFAA-820 MARKET WFAA-570 MARKET 
based on 25%-100% coverage, SAMS Spring, 1952 Report 
ee 4,288,700 Pe x + & «)e el aw 4 2,303,500 
ee ee eae cae 1,263,200 Pec se -atale:) ay ce Gas 685,900 
Effective Buying Income . . . . $5,386,771,000 Effective Buying Income . . . . $3,167,857,000 
Retail Sales . . .. . . . +. 4,438,038,000 Retail Sales . . . . . . . +. # 2,547,677,000 
TE a ee gk Ba 996,408,000 Ss Oe 5) Ser Gk 558,514,000 
General Merchandise. . .. . 610,899,000 General Merchandise oe een OB 412,762,000 
Furniture, Household, Radio. . . 223,263,000 Furniture, Household, Radio. . . 125,106,000 
Automotive Sales . . ... . 971,442,000 Automotive Sales . .... . 510,777,000 
re en 140,546,000 CE. 5 3. os. et a ee 81,008,000 


(Sales Management, May 10, 1953) 


~ 


' 50,000 WATTS ¢ NBC- TQN 


EDWARD PETRY: & COMPANY 
National Representatives 


5000 WATTS * ABC - f@e / & 


ALEX KEESE, Station Manager © RADIO SERVICE OF THE DALLAS MORNING NEWS 
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Osliam 


SwERman 


“s  «] FLOVO 


woruty 


core 


STOMEWALL 


ABILENE MARKET WITH 


 Temtewent 


15-COUNTY 


THE 45,335 ABC CIRCULATION OF ... 


THE ABILENE REPORTER-NEWS 


See Our Sales Figures In Our Ad On Page 600. 


COVER THIS RICH 


‘6. De! Rio 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


1950 Net Effective Buying Income 


Gov- 


Scale of Miles 


0 25 50 


One Inch Equals Approximately115 Miles 


Audit Bureau of Circuletions ond 


Stondard Rate G Data in 1952 ac- 
cepted new 50,000-plus Corporate 


Area populction figures for Abi- 
lene, which included octual-count 


population of 26 areas annexed to 
Abilene since the 1950 U.S. 


ernment Census! 
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SALES MANAGEMENT 


wanotwan Ts 


- 


WASEELL banned ae _ 


~T SmACKELFomo] sTEPWEMS | PALO PRTO vance ee ear 
© DA : 


| | o*e 

oo 4 ae eaeeee did mee 

a ‘am name Tr \ 
33:5] CALLAMAN CASTLARO a? a 


TRaves 


A nN 


- 1. New Bra 
eExAR Gana urt Gamat 


4) SAN Al rm 
Pe 


et) ‘ ie 
ay 


eO1a0 


ouvat ae z 1% ee aS 
- 
Ost 
Laredo 


Laces 
TAPATA [1m OGG | BROOKS 


camenen |, 


mi Harlingen 


Antonio 


MAY 10, 1953 


NEXT 
STOP eee 


the muvon! 


Like a trip to the moon. . . that’s the zooming, boom- 
ing DALLAS-Fort Worth market! Texas’ richest market 
is getting richer for TV time buyers. Last year the folks 
covered by the WFAA-TV pattern had their annual buy- 
ing income boosted by 13 per cent (which totals higher 
than the national average). Retail sales in this market 
flamed up 12 per cent! See any Petry man about a ticket 
on the WFAA-TV Special! 


WFAA-TV 9-COUNTY MARKET 
Ee a 1,339,300 
i ae i ae 402,400 
Net Effective Buying Income. . . . $2,261,758,000 
EN pe GaN wal wc ca eee 1,753,293,000 


PER FAMILY AVERAGES 


WFAA-TV U.S. 
Net Effective Buying Income . $5,620 $5,086 


Retail Sales . . . . . . 4,357 3,584 
General Merchandise . . . 857 409 
Furniture, Household, TV... 217 197 
Automotive Sales . . . . 808 614 
a eee ee ee ee 139 103 


(Sales Management: May 10, 1953) 


Television Homes: 256,000 — 63.1% over 12 months 
4 (NBC Research: February 1, 1953) 
| —|—“WEAA-TV 


CHANNEL 8 © NBC — ABC — DUMONT 


EDWARD PETRY & COMPANY, National Representatives 


RALPH NIMMONS, Station Manager TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
SALES MANAGEMENT 


You can’t cover BIG TEXAS with less 


TEXAS 


The “‘SM"’ symbols mark original, exclu- j 
sive estimates by SALES MANAGEMENT. 


(Continued from page 600) 


City 


Pop 
in 


County thous.) 


Denton.... 
Edinburg. . 

E] Campo 

El Paso... 
Fort Worth.. 
Gainesville. . 
Galveston 
Gonzales. . 
Greenville 
Harlingen 
Henderson. .. 
Hereford ; 
Highland Park 
Hillsboro 
Houston. 
Jacksonville 
Kerrville 
Kilgore eee 
Kingsville... 
Lamesa 
Laredo 
Levelland 
Littlefield . 
Longv lew 
Lubboc k 
Lufkin 
Marlin 
Marshall 
McAllen 
McKinney.. 
Midland 
Mineral Wells 
Monahans 
Mount Pleasant 
Nacogdoches. . 


COUNTIES 
CITIES 


Comal 

New Braunfels 
Comanche 
Concho 
Cooke 

Gainesville 
Coryell 
Cottle 
Crane 
Crockett 
Crosby 
Culberson 
Dallam 


© SM, 1953. 
MAY 10, 


22.8 
13.8 
6.6 


Denton 
Hidalgo 
Wharton 
El Paso 139.9 
larrant 311.9 
Cooke 11 
Galveston 70 
Gonzales. . 5 
Hunt 14.8 
Cameron 26.2 
Rusk 
Deaf Smith 
Dallas 
Hill 
Harris 
Cherokee 
Kerr 
Gregg.. 
Kleberg 
Dawson .. 
W ebb 
Hoc kley 
Lamb 
Gregg... 
Lubbock 
Angelina 
Falls. . 
Harrison 
Hidalgo 
Collin 
Midland 
Palo Pinto 
Ward. 
Titus. 
Nacogdoches 
= 


6.6 
13.4 


POPULATION 


1/1/53 


Total 
thou- of 
sands) U.S.A 


Fami- 
lies 

(thou- 

| sands 


Metropolitan Area 


1201 W. LANCASTER * 


NUMBER OF OUTLETS 


F 


ESTIMATES 


Ur- 
bani- 
zation 
of 
County 


GM 


FHR| A | D_ 


~2 Ww ~— = 
wanna SO 


~~ me pee 
— ee hw 
mR 
w 
Qaernntwnwu 


- 


EFFECTIVE BUYING 


JM INCOME 


ESTIMATES— 1952 


Per | Per 
Cap- Fam- 
ita ily 


Net ‘ 
Dollars of 
add U.S.A. 
000 


-0101 1,328 4,701 
0081/1 ,381.4,729 
-0069 907 2,932 
-0022 999 3,123 
-0105 1,104 3,737 
-0069 1,341 4,092 
-9063 920 3,004 
-0033 1,788 4,546 
-0043 2,169 7,676 
-0028 1,459 5, 350 
-0051 1,223 4,394 
-0009 1,104 3,974 


0054 1,604 5,508 


City 


New Braunfels. . 


Odessa...... 
Orange.. .. 
Palestine 
Pampa 

Paris 
Pasadena. . 
Pecos 
Plainview 
Port Arthur 
Raymondville 
Rosenberg. . 
San Angelo. 
San Antonio.. 
San Benito.... 
Seguin. . 
Sherman 
Snyder. 
Sulphur Springs 
Sweetwater 
Taylor 
Temple 

1 errell 
Texarkana. . 
Texas City 
Tyler 
University Park 
Uvalde.. 
Vernon.. 
Victoria 

Waco 
Waxahachie 
Weatherford 
Weslaco 
Wichita Falls 


Dollars 
add 
000 U. 


21,045 


19,992 


.Comal 


.Lamar.. 


20 Stations in 20 Major 
Markets — Reaching Over 
95% of the People of Texas. 


NETWORK 


FORT WORTH, TEXAS 


Represented by JOHN BLAIR & CO. 


Pop 

(in 

County thous.) 
13.7 

42.8 
28.8 

12.3 


Ector 
Orange. . 
Anderson. . 
CC er 


Harris 
Reeves. . 
Hale. 
Jefferson 
Willacy 

Fort Bend, 
Ton Green.......| 
Bexar. 
Cameron. . 
Guadalupe 
Grayson.... 
SCUFTY . 20 
Hopkins eee 
Nolan... 
Williamson, . 
Bell... 
Kaufman.. 
Bowie 
Galveston 
Smith. 
Dallas 
Uvalde 
Wilbarger 
Victoria 
McLennan... 
Fllis 

Parker 
Hidalgo. 
Wichita 


RETAIL SALES 
ESTIMATES 


1952 


~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| 


Food | Mdse. | House- | 


Radio | 


4,460 
3,721 
3,208 

930 
5,467 
4,074 


2,647 
1,979 
2,048 
139 
1,842 
1,746 
676 
642 
92 
182 
519 
83 
963 


~F | GM 


NUMBER OF OUTLETS 


37 
65 


1,424) 


86 
43 
67 


23 


General | Furn.- | Auto- | 
motive 


15] 

100) 162) 
10 12 
7) All 

19 


Cn 


ePwnsnnecnnonst oe 


25 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying | Qual- 
| Drug 


5,676 
5,676 
2,048 
1,056 
6,174 
5,403 
2,158 
1,714 

827 
1,359 
2,314 

714 
3,609 


| 
a 100 
109 


0011 


519} +=—.0061) 


Before using these figures, see explanation page 11. 


609 


vem Ver am a)’ 
a 


AND ALL BONUS 


The ABC Audit Report for the twelve] to circulation department figures, 12,366 
months ending March 31, 1952, credited| more than the 140,498 shown in the 
The Dallas Times Herald with a Sunday| March 31, 1952, ABC Audit Report. 
circulation of 139,892. 
These gains are bonus circulation . . . 
Circulation records of The Times Herald} much of it added after Jan. |, 1953. They 
showed an average Sunday total net paid] will show therefore only slightly in the 
in February, 1953, of 158,108, @ gain of | ABC Audit of March 31, 1953, and wil 
16,216. not be reflected completely until the 
These 18,216 homes would line both sides ABC Publisher's Statement of six-month 
of a street 93 miles long*® . . . a street | averages on Sept. 31, 1953. 


reaching from New York to Philadelphia. So, remember, when you are allocating 


advertising dollars to Dallas, add 18,000 
Sunday ard 12,000 daily subscribers. 
That is the bonus your money buys in 


Daily circulation of The Times Herald 
averaged |52,864 in February, according 


*On 50-Foot Lots With an Intersection Every 500 Feet 


DALLAS TIMES HERALD 
wa 


NALLY REPRESENTED BY THE BRANHAM COMPANY . 


St Deuis, Dallas, Memphis, Atlante, Sen Francisco, Charlotte, N.C New York, Chicago, Los Angeles, Detroit 


® CBS Affiliate 


TEXAS — (Continued) Wee estimates ty SALES MARACEMERT 


ERS a SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 JSM ESTIMATES - 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
| Ur- in thousands of dollars add 000 
Total | Fami- | bani- Net % Per Per | Dollars Buying Qual- 
(thou- | of lies zation} Dollars of Cap-| Fam- { Power 
sands) |U. S.A. (thou- y/ add U.S.A. ita ily 000 % 3 General Furn.- Auto- Quota 
| sands of 000 F Food 

County 


COUNTIES 
CITIES 


Metropolitan Area 


w 
a 


Dallas 689.6 4388 209.0 89.8] 1,295,758 .5582 1,879 . . : 5 184,627 . ’ 182,328| 31,914 
ADallas 530.0 372 7.6 1,003,479 4323.1,893 5,087] 874,245 5348 143,006 7 2 175,474) 26 , 838 
University Park 26.8 7 4 91,388 .0394. 3,410 72 0091 7,603 , 263 a 1,509) 
Highland Park 2 7 6 417 556 0205 3,898 3 aE OOS 7,324 t 827 

Dawson c3 5 56.0 30,997, .01341, 5,636 0165 6,017 
Lamesa 2 0076 2.4 17,827 .0077 1, 7,428] 23,999 .0147 5,032 97 ig 0098 

Deaf Smith c2 0066 2.9 57.2 15,710 .00671, 5.417] 14,902 .0091 5, 3,577 ‘ ‘ .0074 
Hereford ! 0034 1.5 9,302) .0040'1,723' 6,201] 14.758) .0090 3,129 3,086" 3% 0054 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953 


Before using these figures, see explanation page 11 


Simultaneous 
or Economical 
Separate Schedule Billing 


ON DOLLAR 
git! <= AUD), 


nt "Ce. 


NATIONAL REPRESENTATIVE JOHN BLA 


e tOS ANGELE 


SALES MANAGEMENT 


WW NX RETAIL SALES less than Double 
Dallas Market 
Wi NET BUYING INCOME less than 
YY rouble Dallas Market 


RETAIL SALES and BUYING INCOME 
greater than Double Dallas Market 


ind | OHIO 


DOUBLE 


DALLAS 


DOUBLE DALLAS: ZS crate 


ONLY ELEVEN states, includ- 
ing Texas, bought more at retail 
last year than the Double Dallas 
Market! Thirty-six, plus the District of 


Columbia, didn’t! 


Double Dallas, the 72-county Texas mar- 
ket that looks to Dallas, that buys in Dallas, 
that visits with Dallas each morning through 
the Dallas News, is the fourteenth largest 
“state” in net effective buying income, ac- 
cording to Sales Management’s figures for 
1952. 


The Dallas News is the accepted, trusted 
family newspaper of this state-size market, 
the only newspaper with the circulation and 
merchandisable coverage to effectively sell 
the Double Dallas Market easily and 
economically. 


THE 72-COUNTY DOUBLE DALLAS MARKET 


(Sales Management, May 10, 1953) 
POPULATION ...... 
39.14%, of Texas’ Total 


EFFECTIVE BUYING INCOME $4,279,323,000 
37.09%, of Texas’ Total 


RETAIL SALES. . . $3,495,233,000 
39.16% of Texas’ Total 


3,244,000 


RADIO STATION WFAA e 


MAY 10, 1953 


FOOD SALES. . . $766,425,000 
$7, 60%, we — Total 


GENERAL MERCHANDISE . . $516,047,000 
47.77%, of Texas’ Total 


FURN-HH-RADIO . . . . $178,915,000 
37.49%, of Texas’ Total 


DRUG SALES. ... . $111,618,000 
39.33%, of Tones’ Total 


AUTOMOTIVE SALES . . . . $733,163,000 
39.64%, of Texas’ Total 


AUTOMOTIVE REGISTRATIONS . 
38.6%, of Texas’ Total 


(Texos State Highway Department, 1952) 


. $1,235,025 


NEWS CIRCULATION 
WEEKDAYS—175,149 . SUNDAYS — 182,397 


(Publisher's Statement, September 31, 1952) 


Gh Dallas Moruing Nes = 


CRESMER & WOODWARD, Inc., National Representatives 
New York + Chicago + Detroit + Atlanta + los Angeles « San Francisco 


TELEVISION STATION WFAA © TEXAS ALMANAC 


- BALANCED BUDGE T 
Set TERMED DOUBTEU 


DYNAMIC GROWTH is not just a fancy 
phrase ...it’s a concrete description of what is happening 
in Dallas, the hub of the 23-billion-dollar Southwestern Mar- 
keting Empire. In one year the effective buying income of 
this market has increased 21, billion dollars, its retail sales 
21% billion, and its population almost one half million. 


For Dallas, as the transportation center of the Southwest, 
not only offers easy access to all of the 19,000,000 people in 
its area, it also offers within its own metropolitan zone a rich 
market of 689,600 people...with a buying power of 
$1,295,000,000. Add to this an excellent labor supply, more 
than adequate power, and an outstanding cultural and edu- 


cational achievement record and you’ll know why more and 


llas 2'4 BILLION INCOME 
INCREASE IN ONE YEAR 


more of the nation’s top businessmen are selecting Dallas 
as the strategic place in which to locate. 


The more you study the facts and figures on Dallas the more 
convinced you will become that Dallas offers the greatest 
opportunity for your business. For Dallas means BUSINESS 
...- Good Business for you. 


Send for factual map...an especially prepared 3734” x 25” 
map of Dallas Southwest showing the population and retail 
business volume for each county and locating all towns 
from 1,000 population up. For your free copy write: Indus- 
trial Department, Dallas Chamber of Commerce, 1101 Com- 


merce St., Dallas, Texas. 


Dallas Chamber of Commerce 
DALLAS, TERAS 


SALES MANAGEMENT 


(LL BUY THAT 


That’s what Salesmanagers and Advertising 
Agencies say when they see the growth of the 


Fabulous Southwest [£4 ES 


THE NATION’S LARGEST TRADE TERRITORY HERE ARE THE FIGURES FOR THE 
(24 COUNTIES IN WEST TEXAS AND IN NEW MEXICO) FABULOUS SOUTHWEST FROM SALES MANAGEMENT 


f é SURVEY OF BUYING POWER. MAY 10, 1953 
$534,412,000 in Retail Sales 
1940 1952 % INCREASE 


Covered exclusively by El Paso’s Two Separate _— Population 369,013 555,200 50% 


p- Families 109,758 142,900 30% 
and Distinct Newspapers. Retail Sales $129,096,000  $534,412,000 314% 
ONE LOW RATE Food Sales $ 23,582,000 $120,633,000 411% 

30¢ A LINE Drug Sales $ 5,089,000 $ 18,110,000 256% 


BUYS BOTH! Effective Buying 
Income $187,449,000 $805,083,000 330% 


Che Zl Paso Cimes El Paso Herald-Post 


AN INDEPENDENT NEWSPAPER A SCRIPPS-HOWARD NEWSPAPER 
MORNING AND SUNDAY EVENING 


The ‘‘SM’’ symbols mark original, exclu- ° 

sive estimates by SALES MANAGEMENT. TEXAS — (Continued) 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 
ESTIMATES INC IN 
1/1/53 BYP ESTIMATES 1952 ESTIMATES CONTROLS 

COUNTIES 


CITIES 


l FIVE STORE GROUPS 
} Ur- | | | (in thousands of dollars —add 000) | 

Total | % | Fami- | bani- % | Per | Per} Dollars / ty Buying |Qual- 
(thou- of | fies | zation | of | Cap-| Fam- Power | ity 
sands) |U. S.A.) (thou- | % a . S.A.) ita | ily 000 U.S. A. | General | Furn.- | Auto- Quota | In- 
sands)| of 000 | Food | Mase. | House- | motive | dex 

County | | | Radio 


Metropolitan Area 


Delta oe . . ° , -0031| 842/2,980 . ¢ : 1,917 414 2,036 
Denton ‘ , ‘ ° A 0205 1,104 3,989 R . . 9,588 ° ’ 10,860 

Denton ‘ d 5.7 3, -0103)1 ,052/ 4,208 ae d q 6,027 2 , 223 8,104 
De Witt , ° . ° ° -0093| 933 3,217 ’ d . 6,680 , ° 4,540 
Dickens ‘ ° 0}. , -0040 1,328 '4 648 ‘ d . 1,659 789 
Dimmit ‘ . ° R ; -0030; 618)3,088 ° . , 1,755 049 
Dontey . . ° ‘ ° -0032 1,197'4 055, , ‘ ’ 1,556 125 
Duval ‘ , , ‘ : -0063 986)4,197 ‘ ‘ ° 2,919 942 


Eastland , .0149 : : : -0115 1,144 3,476 , J : 7,997 : , ; .0141 
Ector ° .0354 . } : -0489 2,038 7,007, , R ‘ 16,442 i e J ¢ -0436 

Odessa 2 .0272 3.5 0400 2,169'6,878 B1,7 7 15,449 3. 3, J 1,938 0368 
Edwards ° .0020 ‘ oa . -0010, 684 2,649 é ‘ ° 613 154 59 
Ellis . .0293 J . y .0214 1,078 3, 707; ’ A A 12,397 4 ° ,593, 1,218 

Waxahachie 0073 3.6 3, 0059) 1, 197'3,789 if F 4,491 , ,299 518 
El Paso ; . .1426 . . ° -1424 1,476 6,145 A ° ; 48,662 ’ ‘ ,292 7,885 

AIE! Paso 39 .§ O890 37 225 , 939 -0973 1,615,6,041 196 ,043 37,618 33,7 . 491 6,956 
Erath , 0116 x : . -0061 775 2,405 18,957. - 3,325 ' ,043 


Falls. . F4 . ° ° ° , -0083 749 2,657 23,800 . , 5,784 
Marlin ¢ ‘ ‘ S, .0029; 986 2,958 14,183 2,973 

F2 R ‘ ' ‘ ‘ -0094, 723 2,324 , . ° 6,355 

F5 . ° A . . -0073, 710 2,425 ‘ . . 4,697 

D3 ° . ° ° ° -0057 1,235 4,406 ° : ° 2,269 

c2 . ° ° ° ° -0064 1,381 4,617 : 

D2 ‘ ‘ ° ‘ -0020 1,117.3,911 . ‘ . 833 250 

F5 ; . ‘ ° A -0143 1,078 4,241 A ° , , , 203 

-0040 ‘ ALM -0035)1,288 4,271 5,$ ‘ 9: 856 4 146 

Franklin F3 .0037 . , ° -0015 618 1,990 ; : : 115 67 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11 
1 Population does not include Brentwood Heights and Ascarate, annexed late in 1952 ™ SM. 1953 


MAY 10, 1953 ‘ 613 


BIG RETAILERS choose BIG MARKETS 


Look who's come to the LONGVIEW (Tex.) market in the last 12 months! 


@ FEDWAY with the largest department store (70,000 sq. ft.) @ SCHIFF’S SHOE STORE. This company, with more than 600 
between Dallas and New Orleans and between Houston and Little stores from coast to coast, has Texas locations only in San 
Rock. Fedway has only five locations in Texas—Amarillo, Wichita Antonio, Houston, Beaumont and Longview 


Fall C Thristi . a q . 
ais, Corpus Ciisti, Longview end Midland © ARDENS DRESS SHOP. This chain has 21 outlets, mostly in 


W. T. GRANT COMPANY. This firm is now building a 20,000 California and the Pacific Northwest, only three are in the South 
square foot store in Longview, its i3th in the State of Texas Louisville, Ky., and Midland and Longview, Texas. 


Others are on the way, to join these four and other big operators already here—such as Stein's, J. C. Penney, Sears Roebuck and Co. 
Franklins, Salle Ann, A. & P., Safeway, Piggly Wiggly and others. 


WHAT'S HAPPENING IN THE LONGVIEW AREA: Lone Star Steel company's $150,000,000 plant will soon be producing steel 
Powers Manufacturing Company is installing machinery for the manufacture of chain, couplings, powdered metal and other products; Grove 
Controls, Inc., has acquired site for a $2,000,000 plant; Texas Eastman and R. G. LeTourneau, Inc. are expanding. 


Retail Sales in the Longview-Gregg County Market are the Highest in East Texas. This Market Ranks 15th in the State.* 
© LONGVIEW DAILY NEWS © LONGVIEW MORNING JOURNAL — © LONGVIEW SUNDAY NEWS-JOURNAL 
CARL L. ESTES, Publisher 
Represented Nationally by TEXAS DAILY PRESS LEAGUE Offices in Principal Cities 


: The “‘SM"’ symbols mark original, exclu- 
TEXAS — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 
SM ESTIMATES JM INCOME GD ING 
1/1/53 ESTIMATES~ 1952 ESTIMATES CONTROLS 
FIVE STORE GROUPS 
Ur- (in thousands of dollars add 000 
Total Fami- | bani- % Per Per] Dollars ae Buying |Quai- 
(thou- of lies | zation of |Cap- Fam- i | Power | ity 
sands) U.S.A. (thou. . S.A. ita | ily . General | Furn.- Auto- Quota | In- 
sands of 000 j Food Mdse. | House- | motive Drug | dex 
County 


COUNTIES 
CITIES 


Metropolitan Area 


Freestone . 3 18.6 3 .0046 710 2,477) ' F 2,739 2,255 336 
Frio 8 . 6 43.3 j 0031 671 2,785 , i 1,730,191 
Gaines ' 4 39.1 ; .0068 1,709 6,553 y j i 4,865 373 
Galveston ' = 3 86.9 . .0937|1,754 5,987 : F : : : 22,729 5,854 
Alialveston ! 0% 0491 1,629 5,404 3 | 23,917 ,733 7, 16,078, 4,086 0530 
Texas City 4 : B.S r. 2,116 7,031 4, O5E 3 | : 2,035 5,381, 1,036 0166 
Garza ' d ‘ . y ° 419 5,362 
Gillespie F ‘ t ’ ‘ 986 3,167 ° 0076 
Glasscock P . P ,841 9,205 .0002 
Goliad . ‘ : . j 828 3,313 t 0027 
Gonzales ; q : t d 775 2,918 ; 0209 
Gonzak fi ; 5.66 0025 999 3.560 7 0109 038 73 343 3,585 
Gray . .0199 1,827 5, , 0228 . 301) 9,469 
Pampa ; 5.§ i 0141/1,801 5,5! 33,37 0204 7,27 ‘ , 160 8,905 
Grayson j Wf .0362 1,170 3, ; 0433 3, : . 391 
hermar 7.3 7 0139 1,459 4,417 $1,637 0193 ; } 2,503 
Deniso 16 1 3,445 0101 1,288 3,843 97, 7 2,7 740 
Gregg , . , , 486 4, J d b . ,961 
Longview 38,812 7 1,459 4, 5 2 424 
2K ilgore , , 7 7.523 751.735 4.736 ¥ if s 474 2 634 10,089 7A] Q0g9 
Grimes 4 / i j 644 2, 3 3 2 395 2,516 0058 
Guadalupe —5 2 ‘ ‘ j 973 3, , 646 3,879 483 -0130 


Segui 10.1 : " ! 92 51.0303 407 4 " , : 872 1.646 >. 609 sa9 0069 10% 


2 Kilgore is in Gregg and Rusk Counties Before using these figures, see emery ll 
( ’ 


A and See end of state for SM Metropolitan County Areas 953 


TAKE A look at LONGVIEW 


Longview led all East Texas in building permits in 1952. Projects included six new public 
schools, a new dial telephone building, a large creamery, several new commercial buildings 
and hundreds of new homes. Bank deposits set an all-time record of $47,150,594, an in- 
crease of $10,700,000 over 1950. First production from Lone Star Steel Company’s $85,000, - 
000 plant, 30 miles north, has begun. 


But that isn't all. Get the complete Longview-East Texas story direct from East Texas’ 
No. | station. Write. 


James R. Curtis, Pres ABC 
Curtis Building, Longview, Texas 1000 watts 


full time 


Representatives: Donald Cooke Inc LONGVIEW, TEXAS 1370 KC 


614 SALES MANAGEMENT 


SAN FRANCISCO 


KANSAS CITY 
NEW ORLEANS 


CHICAGO 
MEMPHIS 


>. 
= 
o 
< 
- 
°) 
=z 
< 
— 
4 
0 


NEW YORK 
LOS ANGELES 
DETROIT 

ST. LOUIS 

| MEXICO, D. F. 


10, 195 


MAY 


RADIO PLAZA 
HOUSTON 
7, se TEXAS 
ONE OF FABULOUS HOUSTON’S FAVORITE STATIONS 
FOR SPORTS, MUSIC, NEWS, DRAMA 
ACCORDING TO ACTUAL SURVEYS 


Represented Nationally by 


TO COVER TEXAS’ TOP MARKETS, ADVERTISERS USE.... 


NETWORK AFFILIATIONS: MUTUAL BROADCASTING SYSTEM AND TEXAS COAST NETWORK 


THE RIO GRANDE VALLEY’S ONLY 
50,000 WATTER 


Rated First by Surveys, with Latin-American Listeners 


K-SOX 


HARLINGEN, TEXAS 


H-R Representatives, Inc. 


TEXAS — (Continued) 


POPULATION 
SM ESTIMATES 
1/1/53 


EFFECTIVE BUYING 
GD INCOME 
ESTIMATES—1952 
‘ | [— 


| Ur- | 
Total | % Fami- | bani- Net | % | Per! Per 
(thou- | of | ties | zation | of Cap- | Fam- 
sands) U.S.A. (thou- | % S.A.) ita | ily 
| sands)| of 


538 5,428} 
590 5,368 
144 4,194 


COUNTIES 
CITIES 


000) 
Hale 


Plainview 


Hall 


0199) 
0103 
.0070 


48,308 
25,764) 
12,581) 


Hamilton 
Hansford 
Hardeman 


8,201 
8,224) 
11,917) 

| 

23,074 
725, 757 
232,439 
58,670| 
68 ,333 
46 886 
27,030 


° 789 2,485) 

-0036 1,828 6,853 

-0051 1,157 3,724 
| | 


.0099 1,104 3,978 
.7435 1,888 6,389 
.5310) 1,846 6,003 
0253/2 ,274)7,334 
.0294'2,219 7,593 
.0202) 973 3,635] 
0116/1, 170/3, 907 


Hardin 
Harris . ° -1) 90. 1 
AHouston J | 205. l 
Baytown | 
Pasadena 
Harrison 
Marshal! 


Hartley 
Haskell 
Hays 


3,313) 
16, 695 
14,079 


-0015 1,841 5, 
-0072 1,210 4, 
-0060; 7493, 


Hemphill 

Henderson 
Athens 

Hidalgo 
AMcAllen 
Edinburg 


6,501 
16,501 
5,365 
147,520 
28,412 
14,871 
9,107 


0028 1,512 5, 
-0071, 737 2, 
-0023 1,052 3,14 
-0636' 8153, 
-0122 1,235 4,6 
-0064 1,078 4,! 
0039, 920 3,25: 


o- 


noo-- 


Weslaco 
See 
Brownsville 
Harlingen 
McAllen 


A and A See end of state for SM Metropolitan County Areas. 


* 360,300 


Buying Income 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES—1952 
BYP ESTIMATES 

7 FIVE STORE GROUPS 
Coun- (in thousands of dollars—add 000) 
ty |__ x 

| Sales 

A.| Per 
Food 


Buying |Qual- 
Power | ity 
Quota | In- 
Drug | dex 


Auto- 
motive 


Furn.- 
House- | 
Radio 
5,562 


747| 


| General | 


Mdse. 


| Fam- | 


ily 


13,130, 1,940 
11,582) 1,620) 
641 


2,408 
2,274 
664) 


87 
553) 
| 


53, 168 
43 ,623 
13,339 


-0241, 121 
-0156) 151 


5,974, 10,110 
7,276 4, 
4,446 3,390! 

10,561 
6,359 
9,131 


309 
327 
297 


3,200 
5,299 
2,863, 


3,985 
1,003 
2,317 


495 

| 80,013 

29,181; 69,716 

,378 3,199 

, 185 2,702 

487 2,090 
1, 


3,139 996 


,680 
,937 


1,920 371 
217,646, 34,930 
199,479) 29,371 

9,841; 1,200 

4,849 664 

6,936) 868 

6,669 723 


2,337 3,890 
4,215, 277,101 
219,488 

10,625 

5,333 

9,588 

7,115 


13,554 
1,138,535, 
979,821 
37,069! 
21,182 
35,953 


29,529 


28 
442 
519 


515 
10,329 
13,701 


1,767 
3,038 

| 
1,381) 
5,094 439 
4,082 296 
25,792) 4,000 
8,912) 1,172 
5,425 592 
4,202 557 


63 104 
67 
128 
69 
106 
99 
98 


4,716 
17,539 
12,801 

132,466 
35,168 
20,671 


16,246 


-0028) 
-0096 
0041 
.0791 
0155 
.0087 
.0062 


Before using these figures, see explanation page 11. 


FOR 25 YEARS 
lst IN MARKET COVERAGE 


MERCHANDISING — 
RESULTS .. . 
5000 WATTS — 1290 KC 
Affiliated With NBC and TQN 


84,200 


Retail Sales 


$329,385,000 | $286,322,000 


Represented by The O. L. Taylor Company, Inc. 


SALES MANAGEMENT 


As Ysual HOUSTON 
LEADS THE SOUTH! 


Net Effective 
Buying Income* 


Metropolitan Market Population* Retail Sales* 


HOUSTON. . ... . . . + 914,100 $1,138,535,000 $1,725,757,000 


Harris, Texas 


NEW ORLEANS ..... . . 730,300 712,513,000 1,109,770,000 


Jefferson, St. Bernard and Orleans, La 


ATLANTA .... . - «+ « 703,900 852,995,000 1,177,211,000 


Cobb, DeKalb and Fulton, Go. 


eee ee ee ee 970,415,000 1,295,758,000 


Dallas, Texas 


ee 779,170,000 948,758,000 


Dade, Florida 


LOUISVILLE... - . + 598,800 655,121,000 1,009,230,000 


Jefferson, Ky., and Clark and Floyd, Ind. 


BIRMINGHAM ... . . . . 582,700 586,202,000 860,648,000 


Jefferson, Ala. 


SAN ANTONIO ..... . . 526,900 529,236,000 720,542,000 


Bexar, Texas 


0 a ee 601,491,000 692,793,000 


Shelby, Tenn. 


NORFOLK . . . . . 442,800 434,563,000 661,543,000 


Norfolk, South Norfolk and Portsmouth Cities, Va. 


*Figures include all counties listed below each city. All data 
from Sales Management's 1953 Survey of Buying Power. 


AND As Wsecd THE CHRONICLE LEADS IN HOUSTON! 


Year after year, for 40 consecutive years, The Chronicle has been first in 
Houston in both circulation and advertising . . . the ONE newspaper, 
tested and proved, that can do your selling job in Houston. 

Incidentally, during the year 1952, The Chronicle carried 823 exclusive 
general advertising accounts that represented 1,155,937 lines of exclusive 
Chronicle advertising. These firms did not need any other newspaper to 
sell the Houston Market ... Do You? 


For additional facts about the No. 1 
paper in the South’s No. 1 market, contact 
your nearest Branham Company office. 


The Houston Chronicle 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES Jr., President M. J. GIBBONS, National Advertising Mgr. 


MAY 10, 1953 


BEAUMONT, 
PORT ARTHUR, ORANGE, 
and fabulous SABINE AREA 


STUDIOS IN BEAUMONT 


A real market-coverage bargain! Because — seldom do 
you find such ferritorially-important and economically 
active cities so close together (all within a radius of 
less than 20 miles) . . . PLUS — such wide diversification 
in sources of buyer-income. All the strategic industries 
shown below — in a compact area of 24 counties — 
mean STEADY PAYROLLS, strong demand, robust sales- 
performance. Some of the largest refineries and 
chemical plants in the nation are located in this 
area. Sell this market with KFDM’s complete and 
concentrated coverage. 


* *930,050—Combined Population, includ- 
ing 12 Counties in Texas and 12 Parishes 
in Louisiana 

* $776,902,000 — Retail Sales 

* $1,125,803,000 — Net Effective Buying 
Income 


"Figures compiled by Sales Management 


5 for 1953 Survey of Buying Power 
000 watts . 560 i 
kilocycles 


AFFILIATED wity 
Broadcasting Company 
Represented by 


PETERS 


Concentrate on this Strong, Diversified-Income Market! American 


me 


SHIPPING, 
SHIP BUILDING 


oP, 
a a FRE 
CHEMICALS RICE CATTLE 


OL LUMBER 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


TEXAS — (Continued) 


POPULATION 


ESTIMATES 
1183 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES 


RETAIL SALES - 1952 
ESTIMATES 


FIVE STORE GROUPS 


1952 
COUNTIES 


CITIES 


Hill 
Hillsboro 

Hockley 
Levelland 


Hood 


Hopkins 
ulphur Spr 

Houston 
Howard 

Big Spring 
Hudspeth 
Hunt 

Cy reeny 
Hutchinson 

Horger 


Irion 
Jack 
Jackson 


Jasper 

jeft Davis 

Jefferson 
Alieau 
Al’ort Art 

jim Hogg 

jim Wels 
Alice 


i 


r 


Metropolitan Area 


Total 
thou- 
sands 


~ Fami- 
lies 

thou- 
sands 


of 
S.A 


4 
7.4 
1.9 


0195 


19.0 0 


Ur- 
bani- 
zation 


of 
County 


26.7 


40 


79.8 
70.0 


ay / Per Per 
of Cap- Fam- 
S.A. ita | ily 


0132 

0046 1,183 3 
-0180 1.7756, 
0095 2,077 7 
-0024 1,039 3 
-0081 8282 
0041 1,039 3,206 
.0063 657 2, 
-0214 1,735 6, 


1,709 5 


025 7, 


O19 6 25 


013 3,2 
144 3.6 
262 4 


855 3 
025 4, 
, 383 6 
61,7465 


991 6 
4,896 
36,211 
23,722 


907 3, 
183 4, 


249 4,841 


or? 1 


Dollars 
add 
000 


3,503 
30,055 


43s 


in thousands of dollars. add 000 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mdse 


6,463 
2,564 
7,920 
4,892 
1,058 


8. 5,328 
5. 3,985 
1, 5,369 
3 4,771 
121 


2,759 
2,096 
1,713 
1,414 

155 1, 


3,228 
2,154 


140 


177 
738 


ty 


1578 


0933 


0512 


71 
2, 6,390 


2 054 5 524 


769 


Buying Qual- 
Power ity 
Quota = In- 

dex 


0152 


(on? 
0174 
0100 


0172 


O119 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


A and A See end of state for SM Metropolitan County Areas. © SM. 1953. 


618 


which| SOUTHWEST 
do you! SOUTHEAST 


want... 
...or Both 


VIRGINIA 


has it with NEW 


FULL RUN 
CIRCULATION There’s a bustling, hustling new Southwest...a new Southeast, 


with new manufacturing, new industrial, new production dollars. 


550,000 Two new wide-awake, prosperous regions and they re in a buying 


mood. And, there’s a new way to reach them... with 
HOLLAND'S ZONE EDITIONS! 
A NEW SOUTHWESTERN EDITION delivering over 300,000 copies into the 
best-able-to-buy Southwestern homes 
A NEW SOUTHEASTERN EDITION delivering over 200,000 copies into 
up-and-coming Southeastern homes 
No waste circulation you re on the target with Holland’s, 


because Holland's has it! You buy the exact area in the South 


you want, get greater concentration on your market, waste no 
circulation. And, Holland’s is the only slick mazazine devoted 
entirely to the South you can sell the South with Holland’s 


because the South is sold on Holland's! 


MAY 10, 1953 


the potential of $415,373,000 
owned by 339,321 people 


You tap a TOP market with KDUB-TV . . . one of the top 
markets in the NATION! Sales-minded advertisers chan- 


nel a forceful message to buy-minded Texans . . . through 
CHANNEL 13! 


DUIBERTAN 
LUBBOCK, TEXAS 
e 


TEX A S — (Continued) ~The “SM” symbols mark original, exclo- 


SALES AND 
POPULATION EFFECTIVE BUYING ADVERTIS- 


ESTIMATES INCOME ING 
SM 1/1/53 GD ESTIMATES—-1952 @D ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
Ur- } (in thousands of dollars —add 000) 
CITIES } ty a ote ae Buying |Qual- 
zation dd | | | Power | ity 
% | 000) A. P | General | Furn.- | Auto- | Quota | In- 
| Mdse. | House- | metive | Drug dex 
} } 


Johnson 
Cleburne 

Jones 

Karnes 


Kerrville 
Kimble 
King 
Kinney 
Kleberg 
Kingsville 
Knox 
Lamar.... F 
Paris : 0139 
Lamb ; -0134 
Littlefield 7.2 0046 
Lampasas 


0137 1,275 5,141 
-0114 1,367 5,386 
.0057 1,301 4,741 
.0188| 855 2.888 
0095 1,012 3, 109 32,050 

.0125 1,381 4,999] 25,498 

0042 1,354 4,063 15,413 

0042) 9733.16] 10,422 

La Salle 0024] 684 2,843) 5,416 

Lavaca 0079 855,2,991] 12,369 

Loe |. 8 25. | 0030) 697 2,489] 8,912). 

Leon *? Yep | .0030) 604,2,088] 5.497} 0033) 1,686 
Liberty %. 8) 35. | .0123/1,028 3, 39,612) .0187| 3,925) 
Limestone a. 9 26.2]  17,807| .0076 7232,837| 15.832, .0097 2,294 
© SM. 1953. 


nreo-es@-SBe2ononw 


Before using these figures, see explanation page 11. 


“How 783 Companies Use the Survey”—pages 32-48 


SALES MANAGEMENT 


ne Li BBOCK AVALANCHE-Jot RNAL~ 18 
Y.S. Weighs ‘War Risks In ar East 
~Oid Front Keeps Frigid G ip ¢ In Area" oO se 


; > 


we 


AND THE RICH SOUTH PLAINS M 


... that’s to cover this established, independent key Ay AL ANCHE 


Area Burglary 


market as only the Lubbock Avalanche-Journal can: " Luppot K MORNING 


$8,000 


and does —completely, intensively, with neither = 


dead spots, overlap nor fringe area dissipation 


Three Held - 


emen, Police 


thoroughly without waste! si 


1. 


Population. . .. . 456,300 
Families. . . « « -« 117,100 
Effective Buying Income . $668,060,000 
Per Family Buying Income . . . 5,705 
Retail Sales . . . . . +. . ##$543,101,000 


(Sales Management, May 10, 1953) 


Mi ABC CIRCULATION 50,685 


: Sie ee i B 


; v2 ee a Seat +S 
TEXAS DAILY PRESS LEAGUE, INC. 


The “SM” symbols mark original, exclu- : 
an ectiuate, by SALES MANAGEMENT. : T E xX A S — (Continued) 


iar ha : ; SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/53 BY) ESTIMATES 1952 ESTIMATES CONTROLS 


| | FIVE STORE GROUPS 
| Ur- in thousands of dollars add 000 
Fami- | bani- % Per Per] Dollars ur) Buying |Qual- 
of lies | zation of | Cap- | Fam- add | | Power | ity 
. S.A.) (thou- | % . S.A.) ita | ily 000 .$. General Furn.- Auto- | Quota | In- 
sands)! of ) | | Food Mdse. | House- | motive | Drug | dex 
County } | | Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Lipscomb. ... .8} 0024 : .0022 1,381/4,770} 6,504). 1,351 237 316} 1,460 0027) 113 
Live Oak 9 .0057 ; .0037, 946 4,010 6,885). t 1,639 123 .0043) 75 
Lano .5| 0035 : : .0026 1,117,3,234 6,241, . 1,482 182 : 0031) 89 


Loving . -0001 . -0001 1,445 2,890 47—Ci(«w 49 .0001 | 100 
Lubbock . -0778 . ° 204,241, .08801,6706,007] 178,066 . 27,633, 23,575 9,808 47,132 6,647) -0923) 119 

ALubbock -0601 27.7 164,256) .0708 1,740 6,930 159,513 21,340 22,915 9,314 45,862, 6,235 0767) 128 
Lynn . 0071 ° . 15,608 .0068 1.406 5,203 9,131 2,126 375 272 2,500 329 0065) 92 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11 


The 225 metropolitan areas are listed according to size, in descending order, in these eight categories—pop- 
ulation, families, retail sales, food sales, general merchandise sales, furniture-household-radio sales, automo- 
tive sales, drug sales. Pages 196-211. 
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Quality is our middle name .. . spelled: 
M-E-R-C-H-A-N-D-1-S-I-N-G! 


Texas Quality Newspapers were featuring Merchandising—getting tie-in listings, etc.—before most 


advertisers realized the value of such cooperation and started asking for it! 


For well-rounded merchandising helps in papers which pioneered that field, don't overlook these 8 
important Secondary Markets in Texas! 


Sunday 4.Color Comic Advertisers Totals for Market Areas Effective Total 


“—_— Of Our Eight Papers Buying Retail Auto- 
also get Merchandising—PLUS: (In thousands) Income: Sales: : | motive 


Low Group-Frequency Rates og Ray 


in these papers’ Sunday Comic Sections— Corpus Christi Caller-Times 
SOUTHWEST COLOR GROUP pose, Seme, Genesee 

182,559 Net Paid! Sem toy tom 
GROUP RATE—FREQUENCY RATES! 8-MARKET TOTALS | 1,568,287! 1,239,687] 291,499| 282,973 


Texas Quality Newspapers, Inc. 


Headquarters: 927 National City Bldg., Dallas 1, Texas 
Rm. 602, 52 Vanderbilt Ave., New York City 17 400 N. Michigan Ave., Chicago 11, Ill. 


° The ‘“‘SM"’ symbols mark original, exclu- 
TEXAS — (Continued) sive estimates by SALES MANAGEMENT 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


—— ING 
JM JM ESTIMATES 1952 @D ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total Fami-  bani- Net ‘ Per Per Dollars Buying Quail- 
thou- of lies zation} Dollars of Cap- Fam- add ale Power | ity 
sands S.A. ‘thou- ‘ add U.S.A. ita ily 000 5. A. General Furn.- Auto- Quota | In- 
sands of F Food Mase House- motive dex 
County Radio 


COUNTIES 


CITIES 


Metropolitan Area 


McCulloch . 3.4 650.8 2, 0053 1,065 3,666 ° . , 2,783 827 565 , -0063 84 
McLennan : 40.0 73.4 ° 0784 1,322 4,554 . ° 3,82 34,223 19,065 904 , 0848 «(97 
AWaco 2 0587 7 ik 7 O586 1,476 4,985 797 25,416 18, 142 i 0.677 3, 0650 11 
McMullen 4 . 5 P .0007 1,104 3,092 ‘ 107 67 


Madison 2 “ -0023 697 2,376 ; . . ° : 71 
Marion 2.6 0026 618 2,375 | 55 
Martin Af 2 -0035 1,406 5,826 


Mason 2 . 0023 1,052 3,033 
Matagorda 22. 0147 . ' 0115 1,197 4,254 
Kay Cit 7 3.5 ,905 0064 1,420.4,259 


Maverick 2 ' ‘i ‘ 657 3,028) 


Medina : ‘ 828 3,205 
Menard y 2 } ' d 012 3,543 
Midiand 2 2 é ,038 6,773) 

Midland 28.7 , 4 } 2 263 2,130 6,946 


Milan 2.5 d 6 21.4 sz 644 2,230 
Mills 5.8 1 : 842 2,712 
Mitchell 14.9 4 47.2 22,72 525 5.411 2. ‘ ° ‘ 719 327 


A and A See end of state for SM Metropolitan County Areas. «SM 5 Before using these figures, see explanation page 11 


You can be SURE when you buy in a 
; BALANCED MARKET... WACO, TEXAS 


This alert market is striding forward with: 


@ Industries @ New Business @ Education 
@ Military © Agriculture etionsl 


~ 7 ; Representatives 
You can be CERTAIN ... buy the medium that reaches 
‘>, retail customers in CENTRAL TEXAS like no other medium can 


‘THE WACO NEWS-TRIBUNE @ THE WACO TIMES-HERALD |= On Sunday it’s 
Morning Evening THE WACO TRIBUNE-HERALD 


SALES MANAGEMENT 


mamas CORPUS 
came CHI 


Population 130,200 
Up 11% over 1951 (Sales Management 1952 Estimate) 


1930 27,789 


Population 


Effective Buying 
Income $230,194.000 


Up 14% over 1951 (Sales Management 1952 Estimate) 


$130,703,200 


1951 (Statements Dec. 31, 1952) 


$21,142,508 


Bank Deposits 


{ p 12% over Dec. $i, 


Building Permits 


Up 17% over 1951 (City records, 1952) 


AFFILIATE NBC AND 
TEXAS QUALITY NETWORK 


T. Frank Smith, President 


New records every year down here on the Texas 
Gulf Coast! To influence eager buyers in Corpus 
Christi and thirteen prosperous South Texas counties 
put your pitch on KRIS—-always the No. 1 
in listeners, in prestige, in sales. Ask the Free & Peters 


FREE & PETERS station 
Exclusive National 


Reprcseututions man for latest facts and figures. 


The ‘‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


TEXAS — (Continued) 


SALES AND 
RETAIL SALES 


COUNTIES 
CITIES 


Montague 
Montgomery 
Conror 


Moore 


Morris 

Motley 

Nacogdoches 
Nacogdoches 


Navarro 
Corsicana 

Newton 

Nolan 


weetwater 


Nueces 


@ SM, 1953 


Metropolitan Area 


Total 
thou- 
sands 


POPULATION 
ESTIMATES 
11/53 


Ur- 
bani- 
zation 


Fami- 

of lies 

U.S. A. (thou- 
sands of 

County 


0107 
0162 
0050 


0120 


5.2 44.3 


29.8 
45.9 
0061 


0025 
-0190 


EFFECTIVE BUYING 


INCOME 
ESTIMATES 1952 


Net 
Dollars of 
add U.S.A 


00721, 
.0102 
0041.1, 


-0160 1, 


0034 
00211, 

-0101 
0061/1, 


0158 
0100 1 
0033 
01321 


0097 1 


1373 1 


Per 
Cap- 
ita | ily 


Per 
Fam- 


012 3,251 
920 3, 
2103 


9727, 


828 2, 
223 3, 
789 2, 
065 3,569 
946 3,157 
157 615 
723 2,840 
472 4,996 


8D, 


6706 


1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 
Dollars 
add 
Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase 


717 
821 


702 


627 


926 


278 
656 
1,167 
859 


1,616 
$49 
169 

1,114 


G4 5,647 


21,381 13,425 


Before using these 


46 834 


773 
115 
1,235 
1,101 


6,810 


ADVERTIS- 


ING 
CONTROLS 


Buying Qual 
Power ity 
Quota — in- 

dex 


0140 


0109 


1305 


figures, see explaration page 11 


Data in this book are divided as follows 


: Introductory Explanation, Uses, Industrial Section, Farm Section, 


Wholesale Sales Section, Leading Counties Section, Leading Cities Section, Metropolitan County Area Sec- 


tion. Summary of All Data by States and Regions, State county-city tables, U.S. Territories, Canadian Section 


MAY 10 


7953 


The “Corpus Christi market now has an effec- 
tive buying income of more than half-a-billion 
dollars, and the Caller-Times alone still covers 
it all. Sales Management’s figures add up to 
$503,029,000 in buying power for the eleven 
South Texas counties in our ABC city and retail 
trading zones—up more than 7% from a year 
ago. Population increased to 352,600, and retail 


THE CALLER-TIMES sales soared last year to better than $330,000,- 


000. The only metropolitan daily published 


iS ALL YOU NEED within 140 miles of Corpus Christi is The 
TO COVER THE Caller-Times. With ABC circulation now more 


than 79,000, this one paper is all you need to 


spread the word in this able-to-buy, ready-to- 
HAL F.B | LLION buy market that keeps getting bigger and big- 
ger. For the complete picture, with facts and 


DOLLAR figures, write for our new market data folder. 


‘4 fy rit Corpus7. ++ 
CheMrrs/chrishCaller-Cimes 
Represented nationally by TEXAS QUALITY NEWSPAPERS, Inc. 
National City Bldg., Dallas 1, Tex. New York 


TEXAS — (Continued) a tm y Ya 


ic SALES AND 
POPULATIO EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


N 
ESTIMATES INCOME ING 
1/1/83 BYP ESTIMATES—1952 BYP ESTIMATES CONTROLS 


COUNTIES 
CITIES 


~ FIVE STORE GROUPS 
(in thousands of dollars add 000) 
ces Aiea ‘ Buying | Qual- 


} Ur- | 
Fami- | bani- % Per | Per y, - 
of lies | zation of | Cap- | Fam- | Power | ity 
. S.A.) (thou- | % . S.A.) ita | ily . $. Per | General | Furn.- Aoto- Quota | In- 
| sands) | of Food | Mdse. | House- | motive dex 
inty | Radio 


Metropolitan Area 


ACorpus | | | | 

Christi 30.2) 0828) 37.3} 230,194) .0902|1,768,6, 171 668). | 37,875} 20,671, 13,146 43,362) 5, .0991) 120 
Ochiltree 9} 0044] 2.01 73.3] 13,972) .0060/2,025/6,986] 13,608). ; 3,346, 385,286 0084 145 
Oldham 7} 0000) 4)... 2,458) .0010 1,446)6,14 ' F 188) secede 0010) 100 
Orange ; ane .7| 88. — .0338 1,577/5, ! F 15,230, 2, 3,776 : .0313) 99 
Orange 0183) 48,469| 0209 1,683) 11,006, 2, 3,407) 7, 195] .0207) 113 
Palo Pinto 2) .0116 9) 45. 18,426} .0079 1,012'3, 5 4,140) 1, 356) 4, 0093) 80 
Mineral Wells 0} .0087) 10,174) .0044/1, 130)2, 99: i ; 3,036 ’ . .0057| 100 
Panola. . 9 0120) 4.9) 24. 18,135) .0079) ' i . 3,199 2, | 2,433) 0091) 76 


} } } | | i 
Parker . d -2| 37. 26,001, . 1303, . F ° 4,206) x -0122) 84 
Weatherford , 4 882) . , 288/3, , 064) 3, 184| : 803! : .0070) 109 


1.291) 482 -0041) 105 


.0067 J ‘ F .472)6, : ; 2,521 397, .0067| 100 
| | | | 


| } } 
orl 328). : 178). 3,477) 1,731) 342) 1,872 0071! 70 


Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


Biccer, BErrer 
Buy THAN Ever! 


TQN is radio's oldest network 
in the Southwest. For 17 years 
Texas Quality has offered the 
Southwest the best in radio en- 
tertainment. TQN gives 91.3% 
coverage of Texas radio homes 
... plus Oklahoma, Arkansas, 
New Mexico, and Louisiana. 


K GNC iirc 
Amarillo 
K p a ¢ 950 Kc A 
Houston market of over two million families, with over 


K Q G V 1290 Kc $7.600.000,000 in retail sales, over $9,700,000,000 in effective 


Weslaco buying income — and growing every day. In the 


K i i 5 1360 Ke booming Southwest business is good! Coverage that blankets 


Corpus Christi ‘ ; : 
Texas ...gives the most economical coverage possible! 


W 8 A Pp tng Reaching over 1,500,000 families daytime — over 


2,000,000 families nighttime — TQN delivers 


WF A A 338° « : 
Dallas most listeners for fewest dollars. 
WOAL" 
San Antonio 


Representatives: 


EDWARD PETRY & COMPANY, INC. 


O. L. TAYLOR FREE & PETERS 
MAY 10, 1953 


A MARILLO is already Number One 
i 


n retail sales per family. With all 


KGNC-TV 


those families* buying TV sets, now that 


KGNC-TY is a reality, it will be Number 


CHANNEL 4 


*Primary TV area population: 


fr 


Network affiliations: 


One-er. Come get your share. 


196,140; 


inge area: 395,000. 


NBC and Du Mont 


REPRESENTED NATIONALLY BY 
THE O. L. TAYLOR COMPANY 


TEXAS— (Continued) 


COUNTIES 
CITIES 


Potter 


sAAmarillo... 


Presidio 


Rains 

Randall 
3AaAmarillo 

Reagan 


Real 

Red River 

Reeves 
Pecos 


Refugio 
Roberts 
Robertson 


Rockwall 

Runnels 

Rusk 
Henderson 
2Kilgore 


Sabine 
San Augustine 
San Jacinto 


San Patricio 
San Saba 
Schleicher 


Scurry 
Snyder 

Schackelford 

Shelby 


Sherman 


Metropolitan Area 


1/1/83 


Total | % 
(thou- | of 
sands) 


5 


! Kilgore is in Gregg and Rusk Counties 
: Amarillo is in Potter 


and Randall Counties 


Fami- 
lies 
U. S. A.) (thou 
sands)| of 

County 


0608, 24. 
.0582| 29. 
7) 49.0 


JM 


| Ur- 


/0 


8| 92.6 
1| 


a 
0 78.8 


bani- 
zation 
r~ 


EFFECTIVE BUYING 
@D INCOME 
ESTIMATES— 1962 


U.S.A.) ita | ily 


0607/1, 761/5, 675, 
.0720| 1 ,827\5,740 
-_ 815 3,356 
.0011) 631 2,179 
0138 1,906 6,442 


-0028 1,880 7, 103 


-0009 828 3,076 
0058 631 2,182 
0084 1,499 5,610 


0070 1,775 6,211 


-0072 1,643 5,986 
-0005 1,104 3,680 
-0052 618 2,261 


-0019 749 2,644 
-0090 1,235 4,235 
.0195 1,091 3,878 
0035 1,210 3,685 


.0027 
-0019 
-0016 


762 3,012 
526 1,985 
513 2,023 


-0162 986 4,060 
-0035 933 3,172 
-0016 1,381 4,833 


0202 1,670 5,865 
0122 1,775 5,460 
0028 1.315 4,508 
0065 657 2,291 


0022 2.064 8.598 
A and A 


160,743 


157,769 
6, 666 


1,723 
11,910) 


RETAIL SALES—1952 


JM 


-0093 
0185 
0105 


0037 


See end of state for SM Metropolitan County Areas. 


The “SM"" symbols mark original, exelu- 


ESTIMATES 


"FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


General Furn.- | Auto- 


motive 


37,140) 
10,602| 37,140 
219) (1,860 


229) 
2,472| 


1,415 


sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying (Qual- 
Power | ity 
Quota | 


0025 
@ SM, 1953 


Before using these figures, see explanation page 11 


Sectional Index by States is on page 5. 
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Again in 1952, Amarillo, Texas held 
the enviable position among the 


metropolitan areas of the nation... 


THE MARKET WITH THE 
HIGHEST PER FAMILY RETAIL 
SALES IN THE UNITED STATES 


Nationa 


GLOBE-TIMES 


Represented lly by Texas Daily Press League 


MAY 10, 1953 


Serving the Southwest 
0 RT WO RT 149 Manufacturers and Distributors 
Chose Fort Worth in 1950-52 
HEART OF $20 BILLION MARKET 


¥%& labor pool exceeds 604,000 


¥e Abundant water, fuel and power 
ow 9 Railroads — 24 Truck Lines — 6 Airlines 


= Over 70 minerals produced in area 


LUBBOCK ¥& Climate you'll like 
ROSWELL @ @ SHREVEPORT 


Leavy Ganaee ¥& No state or city sales or income tax 


INDUSTRIAL SITES 
AVAILABLE 


WRITE, WIRE OR PHONE 


FORT WORTH 
CHAMBER of COMMERCE 


T E xX A S —— (Continued) The “‘SM’’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION FFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY) 1/1/53 SH ESTIMATES 1952 GD ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000 
Total | ‘ Fami- | bani- Net Per Per Dollars Buying Qual- 
(thou- | of lies | zation} Dollars of Cap- Fam- add Power ity 
sands) U.S.A. (thou- % add U.S.A. ita ily 000 U » General Furn.- Auto- Quota In- 
sands of 4 Food Mase House- motive dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


~ 
= 
= 


Smith 22.2 52.2 210 4,27 u 94 3,639 16,161 8,720 5,342 21,413 
ATyler ; 7 13.5 - 5 919 ”) ® 


410 4,56 71,6 j 12,136 71,444 ,e 
Somervell 
Starr 

Stephens 
Brecke 


999 3 93 -0012 2,423 549 513 
28.6 k 618 2, 2,248 2 
62.4 , ‘ 4194 


199 4,247 12, A5¢€ O07 2 O85 ' H40 0054 
105 3 362 q 0007 
328 4, y 0% 0019 
354 4 
538 5. 
754 5 
Abort Worth 768 5.656 
Taylor 4194 
Abilene 53 5.7 7 25 30 4725 
Terrell 302 4 
446 5,3 
0056 1,841 5 
0020 1,288 4, 
946 3, 
153,772 2 77 9 20 967 } 0050 
473 5, ’ ‘ , ; ° . ‘ ; -0438 
1,514. 5,073 71,79 0439 14,175 7 2 7,28 . 0401 
381 5, : . / . ‘ . . ; . 1084 
419 5,222 786 37, 3 7, 767 9,75 3 , 18S 0989 
6,564. 684 2, ° : . . ° -0043 
9.608 .0042 8283, 184 f f ‘ ° -0052 
21.7 14,488 .0062 7102, 12,824 . . ° ‘ . 0081 
7 58.8 11,137 .0048 2,025 6,551 6,242' . . ; -0040 114 


A and A See end of state for SM Metropolitan County Areas SM, 1953 Before using these figures, see explanation page 11 


628 SALES MANAGEMENT 


Sterling 
Stonewall 
Sutton 
Swisher 
Tarrant 


_wmeaooarsaces 


nN 


2o 


Terry 
Brownfield 7 OOS 
Throckmorton 0023 
Titus oll 
Mount Pleasant } 0042 
Tom Green 
Adan Angelo 
Travis 
AAustin 1 
Trinity J d | 2 
Tylor 6. 3. 
5. 
1. 


s~ou=-ow 


~ 


Upshur 
Upton 


the new figures... 


1953 Business Estimates by Sales Management's Survey of Buying Power 


for Fort Worth and West Texas... 


a rich and productive 100 county trading area 


prove that this market 
consistently offers you 
more business! 


The business forecast is bright for Fort Worth and West Texas—an area where \ 
people read and believe in the Fort Worth Star-Telegram! Here are the facts 
that prove Fort Worth and West Texas to be a powerful buying empire ... . 4 
proof that the Fort Worth Star-Telegram can help YOU sell this market. cad 


Percentage 
Classification 1953 Estimate nge from 1952 Change 


POPULATION 

FORT WORTH 408,100 24,900 UP 6.4% 

TRADING AREA 1,928,700 81,700 UP 4.4% 
EFFECTIVE BUYING INCOME a 

FORT WORTH $7 15,807,000 100,394,000 UP 16.2% 

TRADING AREA $2,848,613,000 $430,300,000 UP 17.7% 
RETAIL SALES a 

FORT WORTH $574,468,000 | $66,436,000 UP 13.0% 

TRADING AREA $2,267,311,000 | $170,189,000 UP 8.0% 
AUTOMOTIVE SALES te 

FORT WORTH $97 02400 $8,864,000 UP 10.0% 

TRADING AREA $505,168 $21,749,000 UP 4.4% 
DRUG SALES ‘ 

FORT WORTH $17 408,000 $1,818,000 UP 11.5% 

TRADING AREA $7 4,1 48,000 $4,170,000 UP 5.9% 
FOOD SALES q 

FORT WORTH $198,641,000 $14,456,000 UP 15.3% 

TRADING AREA p48 ,413,000 $39,227,000 UP 8.8% 


FURNITURE-HOUSEHOLDABADIO SALES 
FORT WORTH 24,913,000 $3,913,000 UP 18.6% 
TRADING AREA 04,550,000 $12,397,000 UP 13.4% 


GENERAL MERCHANDISE SALES 
FORT WORTH 137,608,000 $10,600,000 UP 8.3% 
TRADING ARE 284,010,000 $12,553,000 UP 4.6% 


Fort Worth, 9 o of every 10 families read the Daily & Sunday Star-Telegram 
In West Texasg@ffe average county coverage is 43.9% Daily and 39.4% Sunday. 


TOTAL NET PAID STAR-TELEGRAM CIRCULATION:* 


240,197 220,413 


(morning & evening) (Sunday) 


FORT WORTH STAR-IT ELEGRAM 


AMON G. CARTER, Publisher 
— AMON G. CARTER, JR., President and National Advertising Director 


ee LARGEST CIRCULATION IN TEXAS 


ae a oe WITHOUT the use of contests, schemes or premiums... 


"just a good newspaper" 


reece tne mm omen 


MAY 10, 1953 


wichita falls, texas 


GROWING FASTER THAN FABULOUS TEXAS ITSELF! 
1953 METROPOLITAN WICHITA FALLS POP. 107,200° 
UP 46% SINCE 1940 U.S. CENSUS 


13-COUNTY A.B.C. RETAIL TRADING ZONE 


1953 Population 234,600* 
1952 Retail Sales $225,374,000* 


@ 1952 Building Permits Hit All Time High of $20,000,000. 
Lead all West Texas cities in percent of growth over 195] 


@ Sheppard Air Base: World's Largest Airplane Mechanics School 
Estimated 1952 Expansion—$34,000,000. 


* Sales Management estimates. 


Served by 


THE WICHITA FALLS TIMES & RECORD NEWS 
DAILY CIRCULATION OVER 50,000 


Represented by THE KATZ AGENCY, INC. 


T E xX A S _ (Continued) The ““SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


has _— pape SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 @D ESTIMATES— 1952 ESTIMATES CONTROLS 


COUNTIES 
CITIES 


| | | | | | FIVE STORE GROUPS 
} Ur- | in thousands of dollars— add 000) 
Total % Fami- | bani- % | Per Per e ieee i Qual- 
(thou- of lies | zation | of | Cap- | Fam- | | ity 
sands) U.S.A.) (thou-| % |U.S. A.) ita | ily 000) (U.S.A) P General | Furn.- | Auto- In- 
sands)| of } Food | Mase. | House- | motive | Drug dex 

| Radio | 


Uvalde a 3 6) 64. ¥ er 589) 0113) 4,041, 4,196 


Metropolitan Area 


Uvalde wie . ! ° 4 0047/1, 1835, 24 .0092 | 3,242 
Val Verde ‘ Ms . v -0074'1,012/4,088) 3,628 
Del Rio - . oe 7 . . .0064/ 1,039 4,155 * e 3,250 
Van Zandt ° d . | 0076) 815/2,721 909. } 3,439 
| | 
Victoria - 8. | ° ° .0205 1,406 5,056 
Victoria . ° R 2% -0117/1,538 5,138 
Walker 
Waller 


Ward _ ‘ d . , . -0114'1,761 on 
Monahans y= 3.1 -0057] 1906/6, 064 
Washington...... V . y . , 0082) 710\2,419) 
Brenham wa ‘ e \ 5 -0028} 946 2,839 
Webb ° R . ° ° . -0218, 855,3,817 
Alaredo..... . 0% . -0208} 881/3,832 

| | 


Wharton........ 8}. .0| 29. .0186 1, 170/4, 306 
Fl Campo... 6 . 066) .0043/1,525|4,377 
Whooler......... Se 8} 32. .0055 1 ,275|4,609 
Wichita. ........ 2. .3) 81. | .0868'1,446)5,477 


AWichita Palle 77.2) «. | 5) -0498'1,499 5,644 , ¢ , 58! 11,446 6,665 
| } 


Wilbarger...... |. 0! 61. 028) .0121/1,341/4,671 j 2,547 914 
Vernon . 3.3 A i ° 7}. .0078)1,367/4,230) 22, id | | " j 1,698 914 
Willacy......... 1. : ' 0086) 828)/3,564 ‘ 1,543 708! 
Raymondville 1 : 0045} 973/3,589 19,375) d | , 573 1,320 640) 
11.1] 36. 0163) 9733, 35,765 2,968, 1,604) 

.0044'1,078/3,493! 16,567] .0101! 3,7 1,374! 1,031 107 


A and A See end of state for SM Metropolitan County Areas. © SM, 1953. Before using these figures, see explanation page 11. 
630 SALES MANAGEMENT 


. 120 miles from the nearest larger 
city . . . served by railways in 6 direc- 
tions, direct highways to all points, 
scores of bus and trucklines, Braniff & 
Continental Airlines . . . is Texas’ new 
key wholesale point, hub of a 27-county 
market now grown to over HALF A BIL- 
LION DOLLARS ANNUALLY in retail 


... Hub of this 
HALF-BILLION-DOLLAR-PLUS 
North Texas—Southern Oklahoma 

WHOLESALE MARKET 


RETAIL SALES 
Wichita Falls & Primary 
Wholesale Area—1952 


Total 


Food 


$525,340,000 
$116,065,000 


sales. 


WICHITA FALLS METROPOLITAN AREA 


(Wichita County) —1952 

. 107,200 RETAIL SALES .. 

. 28,300 RETAIL SALES 
PER FAMILY .. 


POPULATION 
FAMILIES 
BUYING INCOME 


PER FAMILY $5,477 


-FOR COMPLETE MARKET 


Gen. Mdse. $ 45,338,000 
$ 26,095,000 
$130,055,000 
$ 16,992,000 


Source: Sales Management 


Furn., Household, Radio 
Automotive 


Drug 


$131,178,000 


$4,635 


Source: Sales Management 


DATA, WRITE: 


Wichita Falls Chamber of Commerce, Wichita Falls, Texas 


FIRST... In 


WICHITA 
FALLS 


KFDX-TV reaches more 


homes than any other 


Wichita Falls advertising 
medium — 40,000 more 
homes than any other tele- 


vision station in the area. 


FIRST IN POWER* 
FIRST IN COVERAGE 
FIRST IN FACILITIES 


60,000 Watts E.R.P. 
—3 times the power of any other 
TV station in this market 


——CHANNEL 3—— 


KFDX- TV 


Represented by O. L. Taylor Company 


MAY 10, 1953 


CESSARY! 


“WBAP-TV OFFERS*THE BEST IN COVERAGE... 


$Z BILLION PLUS MARKET! 


POPULATION (1952) 20.3% of Texas 1,309,670 

THE 1952 FAMILIES (1952) 16.5% of Texas 394,800 

MARKET FIGURES RETAIL SALES (1952) 18.5% of Texas $1,720,369,000 

PROVE THE VALUE FOOD SALES (1952) 29.7% of Texas $ 339,784,200 

OF THE GENERAL MERCHANDISE SALES (1952) 

WBAP-TY 30.4% of Texas $ 340,381,900 
HOME FURNI 1 

16 COUNTY nat 8 $ 83,868,800 

PRIMARY AREA AUTO SALES (1952) 31.7% of Texas $ 318,293,800 

DRUG SALES (1952) 18.6% of Texas $ 54,734,600 


opyright 1952, Sales Management Survey of Buying Power 


30 Wealthy Texas Counties are included in WBAP- 820 he ag ol 5 


TV’s proved response areas. The total buying in- 4“, 
come of these counties is $2,229, 196,600. 


STAR- TELEGRAM STATION | a2 SEES AMON CARTER, Chairman HAROLD HOUGH, Director 


FORT WORTH, TEXAS ° »* AMON CARTER JR., President GEORGE CRANSTON, Manager 


FREE & PETERS, INC. Exclusive National Representatives ROY BACUS, Commercial Manager 


TEXAS— (Continued) The ‘‘SM"’ symbols mark orig nal, exclu- 


sive estimates by SALES MAN4GEMENT 


SALES AND > 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


— ING 
JM SUD Estimates. 1982 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000) 
Fami- bani- > Per Per ( Buying Qual- 
ot lies zation Cap- Fam- | 
S.A. (thou. ‘ . ita ily 000 General Furn.- | Auto- | 
Mdse. House- | motive | Drug 
Radio | 


COUNTIES 


| 


CITIES 


Metropolitan Area 


789 3,198 , ‘ : ‘ 2,299 248 .326| 355 
. 169 7,465 ° 0071 3, ’ 268 179, .794) 494 
933 3,047 356.0076 2, , 576 1 

| 


841 2,897 ’ 0120 3, , 1,703 
906 7,104 ’ -0018 2, 87 
354 4,323 ’ 0121 3, ’ ’ -0106 101 


Zapata : 460 2,162 .0009 1, ae 0013 43 
Zavala , 2.5 ’ J 671 3,138 


Total Above | 
Cities 4,372.3 2.7823 1,307.5 7,150,504 5.0754 1,635 5,460] 6,437,585 3.9355 1,311,332) 893,853 390,644 1, 


State Total 8,287.9 6.2734 2,328.1 62.7 [11,536,268 4.9701 1,392 4.955] 8,925,203 5.4565 3,834 2,038,556 1,080,299 477.2621, 


Por Capita Sales 1,077 246 130 58 
Por Family Sales 3,834 876 464 205 


TEXAS— Metropolitan County Areas 


0616 ’ ‘ 172,939, .0745 1,7875,803| 172,653, .1056 5, \ 11,362, 10,914, 39,612; 5,924)  .0812 132 
1122 . 243,424 =. 1049. 1,381 5, 182,914 .1918 3, , 18,353 9,996, 35,293) 7,294) .1084 97 


| | 
1351 ; : 399,483 .1721 8,836 6 496 . 1578 4, ; 29,455) 18,158 a 423, 8,187] .1604 119 
1214 ; : 318,636 =.1373 1,670 6,3 ‘ 1284 4, : 21,381 13,425) 834| 6,810}  .1305, 107 
4388 , -8 | 1,296,758 .5562 1,8796, , 59% 4, , 188,659 52,380 100.388 31,914) 5449) 124 
1426 ° ° 330,624 .14241,4766,1 ’ 1449 4, ; 34,606, 14,025, 43,282) 7,885] .1402 98 
. 2587 ° : 715,807, .3084 11,7545, . 3612 4, ‘ 137,608 24,913, 97,024 17,608) .3115, 120 
0788 ‘ ; 217,321 .0837 1,754 5,98 ° 0919 4, . 13,943 10,625) 22,729) 6,854) .0902 114 
5816 , 1.725.757 .7435 1.888 6,389) 1.138.535 .6960 , 132,937 80,013 217,646 34,930)  .6969 120 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Big HOUSTON- 


a 2% Billion Dollar Market! 


. ie 


_ he 
wet Oy.4 
eg Y 


ADEQUATE COVERAGE of the Great and 
Fabulous Houston Market Requires the Use of 


- THE HOUSTON Post 


TEXAS’ LARGEST MORNING NEWSPAPER 


’ 


NATIONALLY REPRESENTED BY MOLONEY, REGAN & SCHMITT 


MAY 10, 1953 


The Per Family Effective Buying 
Income in KEYL’S primary TV area ss 


(Bexar County, Texas) is 4% greater 
than the National Average, and 
5% greater than the Texas average 


cBs 
DUMONT 


Sam Gatonios 


County Average... . $0202 =» 
National Average . . . $0080 2 1 a 
Texas Average... . . S490 vx rmm Seer acu 


488 Madison Ave. * New York City, N. Y 


TEXAS— Metropolitan County Areas — (Continued) 
SALES AND 


POPULATION EFFECTIVE BUYING RETAIL SALES 1952 —— 
ESTIMATES INCOME 
1/1/53 JM ESTIMATES - 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000 
Total Fami- bani- Per Per] Dollars ty i Buying Qual- 
thou- of lies = zation of Cap- Fam- add of Sales | Power 
sands) U.S.A. ‘thou. “| S.A. ita ily 000 S.A. Per General Furn.- Auto- | Quota 
sands of ‘00 Fam- Food Mase House- motive 
County ily Radio 


y Metropolitan Area 


Laredo 0378 3) 92.5 0218 855 3,817 53,919 -0330) 4,064, 12,712 7,549 
Lubbock . ‘ .0| 76.0 : ,6706,007} 178,066, .1089) 6,237; 27,633) 23,575 
San Angelo ‘ -0, 68.4 ‘ 473 5,140 78,063, .0477) 4,109) 15,831 10,309 
San Antonio ° : 2) 89.8 ; 368 5,252] 529,236 .3236 3,857) 122,177 74,995 
Waco ‘ .0 73.4 ¢ 322 4,554) 152,925, .0935| 3,823, 34,223; 19,065 
Wichita Falis ; ° -3) 61.6 ‘ 446 5,477) 131,178 .0802) 4,635. 25,230) 12,802 


/\Abilene os ‘ 71.9 ‘ 419 4,898 92,104 .0563 4,560 16,631 12,608 
/, Brownaville- 


Harlingen- 
McAllen..... : 6 58.6 296,592 . 921 3,923] 256,345 .1567 3,381, 61,006) 28,392 
ATexarkana 217 > ‘ 6 48.5 116,319. , 138 3,930) 84,184 .0514 2,844 20,719 9,289 
AtTyler 219 77.5 .0493 62.2 93,760 . 210 4,223 80,793 .0494 3,639 16,161 8,720 
A and A See end of state for SM Metropolitan County Areas. © SM, 1953. 


Before using these figures, see explanation page 11 


Write today for 
SALES MANAGEMENT’S 


1953 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


7” by 41”. in 6 colors . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more ... Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million ... Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1953. 


PRICE: $3.50 a single copy ... $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


[BOxELDER 


UTAH 


1950 Net Effective Buying Income 


T emery 
r * 
f SEVIER 


[eeaver 
et Te (WAYNE Fain WAN 


} 
4 


~ [GARFIELD 


Copyright by 


I E I F | G 


For explanation of map symbols, see “State Maps,” page 220 


(Other Mountain States: Arizona, p. 227; Colorado, p. 254; Idaho, p. 301; 
Montana, p. 440; Nevada, p. 448; New Mexico, p. 463; Wyoming, p. 676.) 


— UTAH — Counties and Cities 


Pop Pop 


NUMBER OF OUTLETS 
GM | FHR 


NUMBER OF OUTLET 
GM |FHR A | D 
, : | 


in in 


thous 


City County thous.)}] I City 
| 
' 14) 
23) 9 
OR 54 


63 19} 5 & 
$1.4 49 6) 16] 
189.1 402 32) 104 


Price... 
Provo 


Salt Lake City 


Cedar City 
Logan 
Murray. 
Ogden 


7 
16 
. Salt Lake.... 6 


] Salt Lake 
Weber... f ; _ 34 


SALES AND 


POPULATION ADVERTIS- 


ESTIMATES 
JM 1/1/53 


EFFECTIVE BUYING RETAIL SALES. 1952 


IN 
ESTIMATES CONTROLS 


COUNTIES 
CITIES 


Beaver 

Box Elder 

Cache 
Logar 


™ SM, 1953 


Metropolitan Area 


Total 


sands) |U. 


Ur- 
bani- 
zation 


€ 


Fami- 
lies 
thou- 
sands of 
County 


thou- of 
S.A. 


1.2 
5.3) 34.4 
9.2 50.2 


5.0 


@ INCOME 
ESTIMATES—1952 
= j 


Net w/ 
Dollars of 
add U.S.A. 


Per Per 
Cap-| Fam- 
ita | ily 


0026 1,261 5,043 
-0097 1,103 4,225 
-0153 1,627 3,855 
-0084/1,130 3,909 


6,051 
22,392 
35,465 
19,543 


FIVE STORE GROUPS 
in thousands of doliars add 000 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase 


-0024, 3,276 
-0140 4,311 3,915 1,359 
-0220 3,903 6,262 4,661 


O75 >, oH) 1.245 


742 246 160 
923 
2,203 


2,057 


347 
5,772 
6 988 


6, 869 


Drug 


161 
408 
1,049 


WOS 


Buying Qual- 

Power ity 

Quota In- 
dex 


0026 
0116 
0187 


0} if 


87 
90 
86 


Before using these figures, see explanation page 11 


Data on Industrial Potentials—Pages 49-78 


MAY 10, 


1953 


The Great 
Salt Lake 
Intermountain 
Market Is 


Out in Front 


A Great of the 


Market Now... , U. S. Average 
and Steadily Salt Lake 


‘ aT City and POPULATION Now 1% Million ... a gain of 
Growing Greater \y \ & 26.1% since 1940 85", above the percentage 
, Retail vain of the U. S.* 
Trading eS 2a 
Zones RETAIL SALES annually are $1', Billion... a 
by : gain of 310% since 500. 30 2°, above the per- 
, ’ centage gain of the 
" j 2WS- Cire t 

two outstanding news jpemation WHOLESALE SALES annually are nearly $114 
papers in one money-sav- Area Billion... up 323.1% since 1939. 54.7% above 

ing buy. the percentage gain of the U. S.** 
*Sales Management NET EFFECTIVE BUYING INCOME of $142 Bil- 
**Consumer Markets lion ..; up 224.5% since 1940. 27°, above the 


Ghe Salt Lake Tribune 
(MORNING & SUNDAY) WIS. Salt Lake Telegram (tveninc) 


Represented Nationally By: Motoney, Regan and Schmitt, Inc. . . . Metropolitan Sunday Newspapers. 


Complete coverage 


U T A H meee (Continued) The ““SM’° symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
t SM 1/1/83 ESTIMATES 1952 GD ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


} | | Ur- | (in thousands of dollars— add 000) | 
CITIES : Total | Fami- | bani- | & Per Per Buying |Qual- 


(thou- of lies | zation of | Cap- | Fam- Power | 
sands) (U.S.A. (thou-| ‘ S.A. ita | ily |U. S.A. | General Furn.- Auto- Quota | 
sands); of 000 | | Food Mase. House- motive | 

County Radio 


| 


Carbon y ‘ 49.4 431 5,500) ‘ , ‘ 5,636 ‘ 1,698 5.644 

Price } 0,266 715,148) bf l 2 ,625 2,057 Wl 4.938 
Daggett : 208 4,830 
Davis , 326 5,138 ° ‘ ’ , 502 , 199 


Duchesne 0030 867 3,466 . ° , ’ 106 638 
Emery ; 0025 958 3,960 ° , , 158 
Garfield . 0015 866 3,754 . : : 67 460 


Grand 0007 866 3,292 ‘ ‘ ‘i 96 .0007 
Iron 0055 1,274 4,947 . é , : 815 : 0069 
Cedar City 7 9, OO4L 1481 5,556 13,910 ; 716 713 .0054 


Juab ’ -0029 1,103 4,068 6,118 ' ° -0033 


Kane ° -0008 906 3,473 1,760 . , -0010 
Millard d ’ 0041 998 3,907 9.901, . ° ; 2,113 335 255 -0051 
Morgan 103 4,597 2,590 31 844 68 0014 

SM, 1953 


Before using these figures, see explanation page 11 


New York of course leads all metropolitan areas in size and in sales volume in all categories. 
But which metropolitan area leads in sales per family? Which has the highest per capita in- 
come? The highest family income? See pages 212-216 for the ranking of all 225 areas in 2] 


population, income and sales factors. 


SALES MANAGEMENT 


Uouutain-Westerners cant away a lot of merchandise! 


A million Mountain-Westerners pocketed 1% billion dollars last year even 
after taxes — and that will buy a lot of groceries! 


Here's something you should know to cultivate this market: 


Nearly all merchandise for the Mountain-West flows out of Salt Lake City 
into hundreds of cities and towns that make up the Salt Lake wholesale market 
area — an area that reaches deep into Idaho, Wyoming, Nevada, and Colo 
rado. Because Salt Lake City is the market basket of the Mountain-West, whole- 
sale sales of Salt Lake City are nearly double retail sales (and the ratio of retail 
sales to population is rated ‘'superior’’). 

That Salt Lake City should be the distribution center for the Mountain- 

West is only natural. It is strategically located astride the main East-West, 

North-South highways, airtrails, and railroads of the nation. Thus the vast 

ness of the Mountain-West poses no transportation or marketing problem for 

manufacturers or distributors. . . . Nor does the vastness of 
this empire pose any advertising problems. The entire Salt 
Lake whoelsale market is effectively covered from Salt Lake 
City by 50,000-watt KSL Radio. KSL Radio, and only KSL 
Radio with its power and popularity, can take your message 
effectively into so many homes for so little cost — less than 
12¢ per thousand family pros- 


pects... . Call your nearest CBS 
Radio Spot Salesman today for KSL RADIO 
more information on how you SALT LAKE CITY, UTAH 


can reap bigger profits from the 
Mountain-West. 


SOURCES: 1953 Sales Management Survey of Buying 
Power; Nov. 10, 1952 Sales Managemen 
February, 1952 Hooperating 


The ‘SM’ symbols mark orig'nal, exclu- 


ive estimates by SALES MANAGEMENT U i A H — (Continued) 


4 SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES -1952 ADVERTIS- 


ESTIMATES INCOME ING 
1153 ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars — add 000 
Total Fami-  bani- Net Per Per] Dollars Buying |Qual- 
thou- of lies | zation] Dollars of Cap- Fam- add Power | ity 
sands) U.S.A. (thou- | ‘ add U.S.A. ita | ily 000 General | Furn.- Auto- | Quota | In- 
sands of 000 am- Food | Mdse House- | motive | Drug 
County Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


Piute 221 89 


Rich B 5 37 309 
Salt Lake 423 24, 52,781 10,746 


43,779) 9,289 


San Juan ; 5.6 ; 788 4 5 22 103 
Sanpete 5 d 9 8402, rf , j 1,885 
Sevier 3 2, d 037 3,802 é 4 2 37 4,753 


Summit y 0043 6 1424 Z 5 , 5 1,172 
Tooele 2 g 0125 2 y 392 5.246 5 . 2 2,964 
Uintah y 0066 242; . 985 3 y 2,548 


Utah 0560 2 70.3 . 195 4.6 , 8, . 15,784, 2,156 
Provo 1.4 O20 165 5, 35st 1,541 D 1,950 72 0,164) 1,060 0209 


Wasatch E2 5 0035 52.7 155 4, 1,128 1,027 69 0032 9 
Washington C6 10 0064 2.6 46.4 K 893 3,46 y R 731 247 1,629 186 0048 «75 


A and A See end of state for SM Metropolitan County Areas. «) SM. 1953 


Before us.ng these figures, see explanation page 11 


The Survey is used to help solve specific problems for such companies as United States Rubber Co., Miles 


Shoe Co., Columbia Records, Inc.. General Electric Co.. Lamp Division, Prudential Life Insurance Co., Nes- 


co, Inc. Typical examples of such use are cited in “How 783 Companies Use the Survey”, pages 32 to 48. 


MAY 10, 1953 


HEIGHT MEANS REACH IN TV, TOO! 


That's why the KSL-TV transmitter was moved to the top of a 9,425-foot mountain peak 


That's what it took to make the vast, booming Intermountain 
market a leading TV heavyweight contender 

Now beaming a signal from the highest video transmitter 

in the U. S., KSL-TV's primary area includes 15 counties 

in two states. Over 650 thousand people in this blue chip 
corner have an effective buying income of over 850 million 
dollars and that doesn't count thousands in 

KSL-TV's secondary coverage arca! 

The KSL-TV fan club is sky-rocketing, too. According to 
ARB, KSL-TV is a knockout weighing in on the rating scale 
with 10 out of the 15 top shows; 71 percent of the total 


afternoon audience and 52 percent of the total evening viewers. 
Handled by CBS Television Spot Sales 
KSL-TV packs a. wallop im. the Sritivmowttain. West! 


SALT LAKE CITY 


sources upon request 


U TA H — (Continued) £ sive estimates by SALES MANAGEMENT, 


’ ——— SALES AND 
POPULATION EPrESTIVE BUYING RETAIL SALES-- 1952 ADVERTIS- 


ESTIMATES ME : ING 
JM JH ESTIMATES 1962 ESTIMATES CONTROLS 
COUNTIES l FIVE STORE GROUPS 

| | in thousands of dollars add 000 
CITIES P % i A Per Per 
of Cap- Fam- 


Buying Qual- 
a Pow i 
sands) U.S.A. .S.A. ita ily 


General = Furn.- Auto- 
motive Drug 


Wayne 2.1, .0013 , ’ -0008; 8544, 1,137 0007 2,843 148 225 31 
Weber 91.7 0664 26.1 84.5 ’ -0666 1,431 5, 101,870, .0623, 3,903 22,313 8,948 , 15,075 3,081 
AVaden 61.8) .0393 18.8 3 , 32 -0402)1 510.4, 964 92,948) .0568 | 19,158 7,571 247 14,891' 2,910 0450) 115 


Total Above | | | | | } 
Cities 322.4) 2051) 96.3) ’ -2152 1 ,600)6 961 475,157 nent 88 952 72,244 36,514 90,017, 14,982 -2358) 115 
| } 


| 
State Total. . 4683! 201.1) 65.3 ’ 4224 1,332'4,878] 752,707 4602! 3,743 157,866 102,543 47,145 134,506 21,973] .4429 95 


Per Capita Sales _ wi , hon eee 1,023 A 214 


183, 30) 
Por Family Sales dotesslavecslescee SNMP csocsee}on: 24’ te 


UTAH— @yD Metropolitan County Areas 


Ogden | - 91.7; .0684 26.11 84, 131,280, .0866 1,431|5,029) 101,870) .0623. 3,003), 22,313! 8,948 6,966 15,075 3,.081{ .0587| 101 

Salt Lake City 126] 293.1 1865 84.2 8.49} 446,383, 1923 1,523.5.301] 329,406). 2014 3,912 70,194 55,423 24,000 52,781 10,7 .1939 104 
: cae (Other New England States: Connecticut, p. 257; Maine, p. 369; 

VER MON T —Counties and Cities — Massachusetts, p. 378; New Hampshire, p. 449; Rhode Island, p. 572.) 


Vermont state map—p. 640 | Pop 


’ Pop 
in NUMBER OF OUTLETS 


in NUMBER OP OUTLETS 
City County GM/FHRI A D City County thous.)} F {GM |FHR| A | 

- ° i 2 | 

Barre Washington . 6 12 Montpelier. .. ... Washington A 31 12) 9 


Bennington Bennington d 14 mig nee Rutland 8 17| 20 
Brattleboro Windham 3s 8 . Albans. .. Franklin < 5) & 12! 
Burlington Chittenden 34. 2 31 28 _St _ Johnsbury. -C aledonia : 6 i ll 


Addison D3 19.7, .0125 1) 18.6 17,823, . , 16,205' .0099 3, im 4,733 856 338 2,026 365] 0083) 14 
Bennington D5 24.2 .0154 7.3) 33.2 32,854 .0142 1,358 4,501 25,946 .0159 3,554 7,796 944 1,074 4,108 543} .0149 97 
Bennington 8.2) .0052 2.5 12,639 .0054'1,541'5,056 16,299 .0100 4,381 681 750 2,718 395 0067) 129° 


A and A See end of state for SM Metropolitan County Areas. ® SM, 1953. 


linwM cow 


Before using these figures, see explanation page 11. 


638 SALES MANAGEMENT 


The More 


Buckets 
You Hang— 


= 


Se 


.. and the same thing applies to selling Vermont. 
The more times you use the Vermont Allied Dailies, 
ie VERMONT IS A SWEET MARKET 
the sweeter the returns on your advertising dollar 
investment. Annual retail sales in the active According to Latest Survey of Buying Power Figures 
Vermont market are over 396 million dollars with 


the Vermont Allied Dailies’ combined circulation 


area containing 94% of the state’s retail sales VERMONT SALES GAINS 
money. And the average family’s buying income for 1952 over 1942 
the area covered by the Vermont Allied Dailies is Retail Sales WU LT A) 13% 


a Food Sal cS LIRR 
greater than $5,000. The Vermont Allied Dailies a: nate — : 
reach 72% of all the families in Vermont. Vermont Drug Sales 
Total Income 
Per Capita Income 
message into the Vermont home. Contact any one Per Family Income 


Allied Dailies are prepared to get your product's 


of the Allied Dailies or their representatives today. 


Tap the "Sweet" Vermont Market through consistent advertising in the 


VERMONT ALLIED DAILIES. 


Barre Times . Bennington Banner . Burlington Free Press 


Brattleboro Reformer Rutland Herald St. Johnsbury Caledonian-Record 


MAY 10, 1953 


VERMONT 


1950 Net Effective Buying Income 


a In excess of $150 Million 


HT) $75 Million to $149.9 Million 


ae $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


BENNING ; 


Scale of Miles 


One Inch Equals Approximately 25 Miles 


At 


For explanation of map symbols, see “State Maps,” page 220 


The Combination to Open Sales in 
Northeastern Vermont 


North Country Stations, WTWN, St. Johnsbury, and WIKE, 
Newport, dominate Northeastern Vermont exclusively. With one 
low combination rate you can reach Essex, Orleans and Caledonia 
Counties; parts of Washington, Franklin, and Orange Counties, 
as well as Grafton and Coos Counties, New Hampshire, and 
Quebec Province. Use WTWN - WIKE and get MORE people, 
MORE sales, for LESS money. Let us prove it for you. 


1490 W 1340 
NewrortT @ ST. JOHNSBURY 


REPRESENTED NATIONALLY BY JOSEPH HERSHEY McGILLVRA, INC. AND KETTELL-CARTER (NEW ENGLAND) 


SALES MANAGEMENT 


The Burlington Retail Trading area with its net WwW 
spendable income of $214,374,000* represents YOUR TEST MARKET 
15.3% of the state’s total income, an increase of 
11%. Retail] sales in this area were $176,833,000* = 
or 44.5% of the state’s total. It’s a test market vertising media that will cooperate; per capita 
with all the factors experts demand. Typicality income above the average in the United States; 
of distributive outlets; complete market uninflu good mixture of industry and farming; a typical 
enced by overshadowing cities; availability of ad small American city; good year-round stability; 
; : diversified cross section as to race, religion, ete 
Make Burlington, “Your Test Market”. 


BURLINGTON FREE PRESS Sales Management Figures 
BURLINGTON, VERMONT Represented by Small, Brewer & Kent, Inc 


The “‘SM"’ symbols mark orig’nal, exclu- ° 

sive estimates by SALES MANA SEMENT Vv E R M Oo N T — (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 BY) ESTIMATES. 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000 
Total Fami- — bani- Net Per Per Dollars Buying Qual 
thou- of lies zation] . Dollars of Cap- Fam- add Sz Power ity 
sands) U.S.A. (thou- add U.S.A. ita ily ¢ General Furn.- Auto- Quota | In- 
sands of 000 i Food Mase House- motive Drug dex 
County Radio 


COUNTIES 
CITIES 


@ 
= 
a 
c 
x 
$ 
S 
= 
= 
= 


Caledonia 2 7.0 30.6 0121 1,174 4,07 J ‘ 6.353 622 6,488, 508] 0141) 92 


tJ Oot 119 4. 62¢ 5 750 yr ON 534 5 ARB 100 


Chittenden 2 16.9 68.1 0371 1,346 5 3 19,632 996 12,302, 1,543 
Essex 3 1.8 0032 1,223 4 y 1,754 143 
Franklin : 0146 1,125 4 297 91 3 9,589 785 : 0169 


Alba . O55 4 ; ‘ 0060 1.590 5 


14 51.182 0221.1,492 5 


O070 


Grand Isle 1 3 0013 +9293 ; 893 7 21g 0015 
Lamoille 3.0 .0052 1,052 3 ¢ 480 2 0058 
Orange 3 4.7 0072 978 3, : 496 y 0083 


Orleans q 039 3 ; 372 : 0112 


SM, 1953 Before using these figures, see explanation page 1] 


HERE'S THE VERMONT MARKET A () |, ( { 

PLUS 3 ADJOINING N. Y. COUNTIES { ne (W ()S ! 

109,990 RADIO HOMES — $529,950,000 SP. INCOME — $428,878,000 RET. SALES 
32,230 FARM HOMES — $144,972,000 FARM INCOME 


This is the sales division for many large companies. Distribution facilities, simi- 
lar buying habits and effective coverage — at ONE LOW COST — by ONE 
RADIO STATION — provide economy in Sales Promotion. Ask us or Weed 


and Co. for Standard Audience Survey of listening habits and availabilities. 


Wwe AX BURLINGTON, VERMONT - 5000 warts — 620 KC — CBS 


VERMONT'S MOST POWERFUL STATION 


MAY 10, 1953 


The powerful circulation of the Rutland Herald saturates 
Central Vermont's Retail Trading Area with its net 
spendable income of $202,047,000.* and Retail Sales 
amounting to $171,486,000.* It’s a sweet Vermont Mar- 
ket, with the highest quality of market index and the 
highest retail sales per capita in the state. The Rutland 
Herald gets it for you efficiently and economically. 


* Sales Management Figures 


VERMONT IS A SWEET MARKET 


REPRESENTED NATIONALLY BY THE JULIUS MATHEWS SPECIAL AGENCY 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power quotas, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


GRANITE MONEY HELPS SWELL 
BARRE’S BUYING POWER! 


. and not only money from granite, but Vermont's large dairy 
and maple industries make Barre’s average family income of $5,688 
tops in the state's average by $1,232 . . . its total effective Buying 
Income of $18,770,000 and Retail Sales amounting to $18,330,000 
make it a rich market. The BARRE TIMES penetrates this rich 
market, where the average Family Income is $5,172 . . . the highest 
county average in the State. The BARRE TIMES gives you complete 
Washington County coverage, plus Orange County, too. 


BARRE TIMES 


VERMONT'S LARGEST EVENING DAILY 


Represented by Julius Mathews Special Agency 
SALES MANAGEMENT 


The “SM 


symbols mark original, 


exeiu 


sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Rutland 
Rutland..... 

Washington. 
Barre.... 
Montpelier. . 


Windham. . 
Brattleboro 
Windsor 


lotal Above 
ities 
State Total 


Per Capita Sales 


Per Family Sales 


POPULATION 


@ ESTIMATES 
1153 


Total 
thou- 
sands) U 


Fami- 
lies 
thou- 

sands 


of 
S.A. 


Metropolitan Area 


.0292 13.2 
-0113 5.4 
.0274 11.9 
-0071 3.3 
0056 2.6 


-0183 8. 
0074 


Ur- 
bani- 
zation 


C 


of 
County 
38.5 


52.9 


JM 


Net 
Dollars 
add 
000) 


59,518 
28 ,729 
61,544 
18,770 
14,419 


36,270 
17,171 


55,582 


Ag dns BUYING 
NCOME 
ESTIMATES 


1952 


Per Per 
Cap- | Fam- 
ita | ily 


of 
U. S.A. 


0257 1 
-01241 
-0265 1 
.0081)1 
0062 1 


,614.5,32 
4315, 
,676 5 
,639'5,§ 


0156 1 
-0074)1 
-0240 1 


.259 4, 
468 4,77 
464, 


0722 1, 


547 


2037 1,245 4,456 


, 297 4,509 


VERMONT — (Continued) 


RETAIL SALES - 1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


Furn.- Auto- 
| House- motive 


| General | 


Food Mase. 


10,501 
6,535 
8,782 
4,028 
2,136 


-0335, 4,154 14,484 
0209 8,140 
-0267 3,660 12,693 
0112 4,736 
0073 3,169 


-0196 3,830 
0119 
-0259 3,499 


9,104 
4,961 K 
11,571 1,524 


2,836 


189,648 1158 45,651 10, 845) 


17,190) 


38,574 


396,984 .2427 3,742 
1,045... 
3,742 


108 , 864 


71,209 


287 45 187 
1, 026 287 _162 671 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 


0147} 130 
-0267, 97 
.0088) 124 
0064) 114 


0174 


OOS 


0250 


(Other East South Central States Delaware, p. 270: District of Columbia, p. 272; Florida, p. 274; Georgia 
p. 290; Maryland, p. 375; North Carolina, p. 492; South Carolina, p. 578; West Virginia, p. 658.) 


VIRGINIA— - Counties and Cities 


Virginia state map—p. 649 Pop Pop 
| NUMBER OF OUTLETS 


City 
Alexan 
Bristol 
Charlottesville 
Covington, 
Danville.... 
Fredericksburg 
Front Royal 
Hampton 
Harrisonburg 
Hopewell 
Lynchburg 
Martinsville 
Newport News 


dria 


County 


Arlington... 
Washington 

Albe »marle 
Alleghany 
Pittsylvania 
Spotsylvania.... 
Warren sane 
Newport News. 
Rockingham 
Prince George 
Campbell 

Henry 

Newport News... 


thous.) 


(in 


75.2 
16.2 
26.7 

6.3 
45.2 
12.7 

8.9 
68.4 
11.3 
11.2 
48.8 
19.2 
46.0) 


Cit 


Peters 


Port 
Pulas 


Richr 


Roanoke 
South Boston 


Staur 


Suffolk. ... 
Virginia Beach. 
Warwick. ... 


Wayr 


Winchester 
Wytheville 


smouth 


y County 
Dinwiddie 
Norfolk 
Pulaski 
Henrico. . 
Roanoke. . . 
Halifax.... 
Augusta 
Nansemond 


burg 
_*% 


nond 


iton. 


Augusta 
Frederick... 
Wythe. . 


1esboro 


Princess Anne... 
Newport News.. 


in 
thous.) 


36.0 
85.0) 


NuMBER OF OUTLETS 
I | GM FHR 


175| 
348] 
43| 
768) 


312! 


Norfolk . _216.9 2 


‘10.0 8. 1 
13.5) 49.3 


Norfolk . 


4 
53.9 
26.7 
29.8 
6.3 
7.9 
19.7) 


0219 
-0343 

0170 
-0190 
-0040 
.0050 
.0125 


G2 
E2 


0170 2,785 
.0335 4,057 
0287 | 
0160 3, 445) 
.0087) | 
0019 1,828 
.0029) 1,080) 
0024) 2,066) 
.1567) 3, 684) 
0677] 

0338) 3, 231| 
.0177 
“0102 4,172! 
.0019' 1,988 987 


7,777 
11,731 
9,130 
5,951) 
3,092! 

348 
2,641) 

648) 
80,484 
36 , 898 
13,068 
4,488) 


0146) 
.0311) 
0202! 
.0173/1, 353 5, .0173] 


-0040)1 ,466/5,773 


54,641] 14,182 
23, ‘290| 4 ,743 
"1, ‘sm. 


75.2 
69.2) 
21.6) .0137) -0145)1 557 6,115) 
13.1) .0083 .0098 | 1,734.6, 310) 
6.2 -0039 -0019' +721 2,796 
1 Albemarle County combined with Charlottesville (independent City). 

2 Allegheny County combined with Clifton Forge (Independent City). 

3 Arlington County combined with Alexandria (Independent City). 


WAYNESBORO'S FAMILY INCOME $6,713 


2nd Highest in the State 


Waynesboro’s family income is topped only by Alexandria 
D.C. 


market is the shopping center for more than 5,000 indus- 


1,122 


578 
206) 227! 64 


, 1953. Before using these figures, see explanation ‘page ll 
4 Augusta County combined with Staunton and Waynesboro (independent Cities). 


; 233} 


D2 


raise the city retail sales $1.417 above the state family 
average. 
You can do an excellent job of cultivating this fast-grow- 
ing, responsive market through the News-Virginian : 
with thorough coverage of Waynesboro and the surround- 
ing area, 


WAYNESBORO NEWS-VIRGINIAN 


Afternoons except Sunday 


(in the Washington, area). This busy self-contained 
trial wage-earners and farm. families of one of Virginia s 


richest agricultural counties . . . whose shopping activities 


Moran & Hedekin—Representatives 


MAY 10, 1953 


643 


Sell the Heart of Virginia .. . 


The LYNCHBURG METROPOLITAN AREA 


When selling Virginia you can count on Lynchburg to deliver on the plus 


side. For Lynchburg offers you extra potentials in the important sales LYNCHBURG METROPOLITAN AREA 


Virginia 
as shown in this table. And among Virginia metropolitan areas it Soles Family Sales 
Retail Sales $4,076 $3,226 
Food 818 780 
General Merchandise 396 
Furniture -Household 

Automotive 576 
—No. 2 Automotive Market . . . with $714 per family— Drug 104 


No. 3 Retail Sales Market . 


categories, It is far ahead of the state average in per family retail sales Per Family 


ranks as 


Virginia’s No. | Drug Market... with $157 per family— 


e No, 2 General Merchandise Market . . . with $675 per family 


. with $4,076 per family. 


The News-Advance gives you complete coverage of 
the metropolitan area both daily and Sundays 
with this extra . . . 72° coverage daily, 76‘ 
coverage Sundays, of the five counties that depend 
on Lynchburg as their shopping center. 


THE NEWS and THE DAILY ADVANCE 


Lynchburg, Va. Represented by WARD GRIFFITH COMPANY, INC 


‘ § inal, exclu- 
VIRGINIA — (Continued) ine estimates by SALES: MANAGEMENT 
SALES AND 


POPULATION ADVERTIS- 


ESTIMATES 
vss 


RETAIL SALES -1952 


EFFECTIVE BUYING 
ESTIMATES 


INCOME 
ESTIMATES 1952 
FIVE STORE GROUPS 


Ur- in thousands of dollars add 000 

Total Fami- | bani- Net Per Per Dollars Buying Qual- 
thou- lies zation] Dollars of  Cap- Fam- add | S: Power | ity 
sands s thou- |‘ add U.S.A.) ita | ily 000 La General Furn.- Auto- Quota | In- 
sands of 000 d Food Mase House- motive dex 

County Radio 


ING 
CONTROLS 
COUNTIES 

CITIES 


Metropolitan Area 


Bedford D2 2 24 2. 4 3,375 1.833 715 1,837 2 61 
Bland Hk 4 F gs 2 363 42 673 4 2 49 
Botetourt 3.6 14,86 ) é 26 128 } 135 664 


Brunswick . : ; 13 250 
Buchanan : 36 4 34 
Buckingham 


5Campbell 
! 


Caroline 


20.7 66.7 


BS 


Carroll 


Charies City 
Charlotte 
6Chesterfield 


Clarke 
Craig 
Culpepper 


Cumberland : 2 5 7 3 j 454 291 613 0019 
Dickenson 23.9 + 20.757 155 1,632 1,674 708 .0090 


5 Campbell County combined with Lynchburg (Independent City) SM, 1953 
6 Chesterfield County combined with Colonial Heights (independent City) A and 


Before using these figures, see explanation page 11 
See end of state for SM Metropolitan County Areas 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM listings of 
data in the “Survey of Buying Power’, regrouped according to your sales territories, may be obtained from 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


NEARLY EVERYBODY 
IN PETERSBURG EATS! 


YES, eating's here to stay—in fact, Petersburg people 
ate more than eleven million dollars worth of food in 
1952... over a million dollars worth more than in 1951 

. and it was all bought locally ! 

It's just good media sense to put your food advertising 
in the one paper that's delivered to the homes of 97.4% 
of these hungry people in the Petersburg City Trading 
Zone. Especially when all housewives queried in a recent 
survey said they bought food locally, and 97.3% of 
them said they read the food ads in the Progress-Index! 


~~ ______ Whe Progress - Index 


Represented by John Budd Company 
—so just ask the Budd Man for facts. 


The ‘‘SM"’ 


symbols mark orig‘nal 


*In 1951 the average Petersburger spent $284.04 in 
food—a per capita average higher than in many cities 
No other paper reaches half of this market 


exclu- 


sive estimates by SALES MANAGEMENT 


COUNTIES 
CITIES 


Metropolitan Area 


7Dinwiddie 


Petersburg 


8Elizabeth City 
Essex 
OF airfax 


Fauquier 
Floyd 
Fluvanna 


Franklin 
10Frederick 

Winchester 
Giles 


Gloucester 
Goochland 
Grayson 


Greene 
Greensville 
Halifax 


South Bostor 


Hanover 


Total 
thou- 
sands 


23.0 


POPULATION 


ESTIMATES 
1/153 


Ur- 


Fami- | bani- 


of lies 


U.S. A. 
sands 


13 


Ww 


0106 
0266 


OO40 


0146 


5.6 


zation 


thou- 


of 
Coun'y 


5 65.0 
1 


11.9 


EFFECTIVE BUYING 


JM 


Net 
Dollars 
(add 

000 


,732 
817 


22.311 


INCOME 


ESTIMATES 


Per 


of |C 
U.S.A. 


0272 1, 
01941 


ita 


1952 


Per 
ap- Fam- 
ily 


153 4,690 


253 4,338 


,351 
767 3,375) 


241 4,598 


970 3,984 


Dollars 
(add | 


000) U 


2491 


-0078 
.0136 
OOS 


0057 1.689 


VIRGINIA — (Continued) 


RET4IL SALES 


JM 


1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


General 


Food Mase. 


12.178 
11 


5,234 


292 5176 


783 
1,200 


2,023 
8.172 
6.548 
4,494 


1,448 
1,109 
2,297 

525 
2,669 
4,853 


2,437 


2,927 t, 


Furn.- 
House- 
Radio 


3,035 


, O04 


Auto- 
motive 


7,923 


7 870 


2. 


438 
733 
530 


110 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying Qual- 
Power | ity 
Quota | In- 

dex 


.0299 
0230 


7 Dinwiddie County combined with Petersburg (Independent City) « SM, 1953 

& In 1952, the Counties of Elizabeth City and Warwick officially became the Inde- 
pendent Cities of Hampton and Warwick. Since the Independent City of Newport 
News had been grouped with these counties, we include it with them in a new 
county called Newport News. to keep the state total additive 


MAY 10, 1953 


Before using these figures, see explanation page 11 
9 Fairfax County combined with Falis Church (Independent City) 
10 Frederick County combined with Winchester (independent City) 


CALLING ALL CUSTOMERS 
IN RICHMOND? 


Of course, a three-quarter billion 
dollar market has lots of customers 
worth calling. WTVR, WMBG and 
WCOD talk to most of them daily 

are closer to them than their 
telephones. First stations of Virginia 
in radio and television both, the 
Pioneer Havens & Martin, Ine. stations 
deliver a loyal, time-tested audience 
in this expanding area of consistently 
strong buying power. Call 5-861] and 


we will gladly provide details. 


THESE ARE 
THE FIRST STATIONS OF VIRGINIA 
PIONEER NBC OUTLETS FOR VIRGINIA’S FIRST MARKET 


WMBEG represented nationally by The Bolling Company 
WTVR represented nationally by Blair TV, Inc. 


. The ‘SM’ symbols mark original, exclu- 
V | R G | N | A — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES - 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 JM ESTIMATES 1952 SM ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Fami- bani- ¢ Per Per r a Buying Qual- 
lies zation of Cap- Fam- Power | ity 
thou- “| S.A. ita ily 000 A. General = Furn.- Auto- Quota In- 
sands of 000 Food Mdse. House- motive Drug dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


84.1 90.2 4 .2319 1,772 6, 399 p , ° 82,289 P 25.829 . 13,810 . 117 
‘3 1794 1,734 6,132) $75,163 76,293 71,387 25,384 54,7 13,236 124 
42.6 ‘ 0261 1,162 4,880 , ¢ . , . 3,005 ’ 857 
0104 1,263 4,850 2 f 3 2,110 5, 766 648 
42 
137 ' 191 
41 


~ 
~ 


11Henrico 
ARichmond 
12Henry. . 
Martinsville 
Highland 
isle Of Wight 
13James City 
King and Queen 
King George 
King William 
Lancaster 
Lee 
Loudoun 
Louisa 
Lunenburg 
Madison 
Mathews 
Mecklenburg 
Middlesex 
14Montgomery J 
15Nansemond .0188 
Suffolk y 4 ‘ 15 OF a2 Le 4 ’ 5 +, ‘ 1. Oos Ooug 
Nelson , ; .379 ‘ 1044 
New Kent 0014 : 2,066 : 934 .0016 
8Newport News 1066 1.519 5,874 157,149. ‘ 40,470 , . 1028 
244 Newport 
News oO 02 10 4, 50 O27 1,402 4,962 OS 465 21,303 5, O56 774 17 3,136 0378 
Aliampton 68.4 5 17 ‘ O470 1,595 6,27 42,918 » 12,383 O49 2.3 238 0400 
AW arwick 4 i! 73,7 OSIS 1,523 6,20 15,768 6,784 545 } l 520 0250 


eo-ne-nwewwen-—- —- = Rw 


i@eo@meeeweoncwuwna#t @eeaecdccaquwassd w 


o- oS 


8 See Elizabeth City County 14 Montgomery County combined with Radford (independent City). 
1l Henrico County combined with Richmond (independent City). 15 Nansemond County combined with Suffolk (independent City). 
12 Henry County combined with Martinsville (Independent City) 24 For certain marketing purposes, Newport News may be regaraed as included in the 
13 James City County combined with Williamsburg (Independent City) Norfolk-Portsmouth area 


646 SALES MANAGEMENT 


L 
‘sun RGINIA'S 
COUNTY » 77 7: * VI 


i “Oumry 


nd LARGEST 


ya Corporate City 
WARWICK 


sans) POPULATION 


vin” (62,800 
PENINGULA TRI-CITIES 


NEWPORT NEWS e HAMPTON e WARWICK 


ONE MARKET COVERED ONLY 
BY TRI-CITY NEWSPAPERS 


In July 1952 the City of Hampton increased its population more RETAIL SALES 

than ten-fold by merger with Elizabeth City County and the town of 

Phoebus. In the same month, the new City of Warwick was created $1 5 7,149,000 
by incorporation of the former Warwick County. The two new cities 
border on each other, and both border on Newport News, forming 
a single, tri-city market which is Virginia's third largest in popula- PER FAMILY EBI, 
tion. The Tri-Cities have been recognized as a Standard Metro- $5 874 
politan Area, independent of any other Virginia market. The Daily " 
Press and Times-Herald are home-town newspapers for all three 
cities, plus the trading area they serve...the counties of York, 


James City, Gloucester, and Mathews. 


TRI-CITY NEWSPAPERS 


DAILY PRESS + TIMES-HERALD 
NEWPORT NEWS e HAMPTON e WARWICK 


Represented Nationally by Sawyer-Ferguson-Walker Company 


MAY 10, 1953 


For 13 Years—1941 through 1953-PORTSMOUTH 
Is VIRGINIA’S FIRST CITY IN Sales Management's 


High Spot City Retail Sales Estimates 
Keep Your Eye on this Record! 


AN IDEAL TEST MARKET 


: . . City Ind 
HERE is a city market which is a well defined geo- is o“— March, 1947 1295.8" 
graphical unit for product testing—compact, highly . March, 1948 

industrialized, and average and steady as to income. ’ pene ed 
It has maintained gains in retail sales, both against March, 195] 
the 1939 base and its previous year's record, for ’ March, 1952 
thirteen straight years March, 1953 

WHAT'S more, this past year shows gains in Pop _ *ehotio te 1939 
ulation of 4,000, to 85,000—in Retail Sales of $13- ; 
million, to $87,351,000—in Income of $11-million, to Test in Portsmouth—where the Portsmouth Star opens the 
$111,945,000 doors of more than 25,000 homes, with 25,001 E and 25,355 
S, circulation. That's terrific coverage! 


Portsmouth’s Only , : Represented 


~ = Nationally By 
Newspaper Ward-Griffith Co. 


V | R G | N | A — (Continued) The ‘‘SM"’ symbols mark orig nal, exchu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 JM ESTIMATES— 1952 JM ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
| Ur- in thousands of dollars add 000 
CITIES i Total % Fami- | bani- A Per | Per y Buying Qual- 
(thou- of lies | zation of Cap- Fam- j Power ity 
sands) U.S.A. (thou-| S.A. ita ily LA. | Furn.- Auto- Quota in 
of | } House- | motive Drug dex 
y | i | Radio 


16Norfolk 2818 2850 1,494 5,418 . ° \ J . 28,741 72,003 14,634 
4 ANorfolk 1380 j ; } 373 1,469 5,123 72 ; 7 58 58: 28,592 21,367 52,564 10,136 
Al’ortammouth OAL 23 94! 2 317 4,684 7,35 5: | 22,992 43 6,117 16,426, 2,771 

Northampton 0110 1,115 266 

Northumbertand 0063 435 67 

Nottoway 0113 2,912 582 

Orange 1,685 379 

‘ . 1,339 276 
9,904. s ; d : : . 1,377 37 

122,313 . ( ' d ' ‘ , : 14.678 2,514 

166 5.021 shad P 3 3, 66% x 13,507; 2,248 

Powhatan ; . ‘ 711 3,377 ’ é 713 

Prince Edward 0101 : ; ; 698 2,485 y ‘ { , , 1,576 : 

18Prince George .0207 ‘ -0158 1,128 5,487 ° ° , ° 2,730 0151 
Hopewell 2 OO7! ; 5.79% 0068 1,410 5,264 ; 5 155 592 2.515 0074 

Prince William y .0150 ‘ 0113 1,116 5,044 ; dé : 3.935 0119 

Princess Anne 100 0311 ? ‘ 0235 1,116 4,586 y r t 2,872 -0232 
Virginia Beach A oo ? 73 0046 1.556 3.977 ; oO109 $f) i3 2 234 vi 0065 


-n 


Page 

Patrick 

17 Pittsylvania 
Danville 


Lod 
“ewww 


16 Norfolk County combined with Norfolk, Portsmouth and South Norfolk (independent Cities) Before using these figures, see explanation page 11 
17 Pittsylvania County combined with Danville (independent City) A and A See end of state for SM Metropolitan County Areas 
18 Prince George County combined with Hopewell (independent City) © SM, 1953 
24 For certain marketing purposes, Newport News may be regarded as included in the Norfolk-Portsmouth area 


Queen of Tebaccefand’ 


in '52 was "Miss Danville Bright Leaf"' — from the city 
where MILLIONS are paid to tobacco farmers in the 
trade area, and where 99.4% of families read 


THE REGISTER and BEE | «2 


Morning — Evening — Sunday Food Sales 39% 


DANVILLE, VIRGINIA Auto Sales 26% 
“World’s Largest Textile Mills” Drug Sales 25% 
THE JoHN Bupp ComPANY, National Advertising Representatives L o's “2 


SALES MANAGEMENT 


STATE OF 
VIRGINIA 


Virginia ranks as the 15th 
largest state in terms of pop- 
ulation, and the Norfolk 
metropolitan area — includ- 
ing the five thriving cities 
Norfolk, Portsmouth, New- 
port News, Hampton and 
Warwick, located on the 
great port of Hampton 
Roads — is by far the great- 
est concentrated population 
center of the state. It has 
wide diversification of in- 
dustrial and agricultural ac- 
tivity. Strategically located 
in the central part of the 
Eastern coast, its past up- 
ward trend of prosperity is 
an indication of its great 
present and future. One of 
the world’s most important 
ports is located at Hampton 
Roads, Virginia, a major rea- 
son why Norfolk continues 
to be the leading metropoli- 
tan market in Virginia. 

Norfolk, America’s Mira- 
cle Market (26th largest in 
the country), has many 
other sources of revenue in- 
cluding shipping, shipbuild- 
ing, U. S. Navy and Army 
installations, agriculture, 
coal loadings, fertilizer, 
NATO, and large industrial 
companies. 

See “Summary of Data for 
Metropolitan County Areas” 
(Norfolk and Hampton- 
Warwick-Newport News) 
for complete data. 

Reach and sell this fastest 


growing market in the U. S. 

.use both Dominant 
WTAR-AM and Exclusive 
WTAR-TV. 


NORFOLK, VIRGINIA 
MAY 10, 1953 
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VINISZIA 


cr 1 THE ROANOKE NEWSPAPER MARKET DEVELOPMENT PLAN } 


youre talking €& to me: 


when you TEST food advertising | in ROANOKE = kn fy Market”’ 


gives you an intimate close-up 
, ams . of Roanoke and the newspapers 
And she the right person to talk to! Like most of the which serve it. Tells aan’ tenes 
pe ople in Roanoke , she and her family live comfortably a newspapers do to get your food 
and buy consistently. She read and is prepare d to ni advertising a maximum of 
re pond to effective food adverti ma! ee at ie 
Roanoke Market 
Want to put food advertising to the test? Roanoke is your ideal test market! f Development 
Pian. For your 
Roanoke has geographic isolation and minimum penetration from outside 5 , FREE copy, write 
newspapers two key factors assuring dependable test results " af Le — 
60 East 42nd St., 


More than that, Roanoke offers the powerful new Market Development Pian N. Y. 17 oF 


directed to the food stores and wholesalers who make more than 70% of 
the sales in this compact, self-contained, 16-county trading area Gg Oo A na @ | 4 E TIMES AND 
With the new Roanoke Plan working for you and in advance of you... . WORLD-NEWS 
retailers are kept abreast of your advertising, and you obtain important ROANOKE . VIRGINIA 
| seater tie-ins . . . better cooperation with your entire campaign SAWYER * FERGUSON * WALKER CO. National Kepresentatives 


° ——— The “SM” symbols mark original, exclu- 
VIRGINIA — (Continued) sive estimates by SALES MANAGEMENT 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
11/53 Gy ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total Fami- bani- Net Per Per ‘ Buying Qual- 
thou- of lies zation| Dollars of Cap- Fam- ‘ Power ity 
sands) U.S.A. ‘thou- add U.S.A. ita ily 000 U.S.A. General Furn.- Auto- Quota In- 
sands of 000 @ Food Mase House- motive dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Pulaski : 33.2 .0134 1,072 4, y 4,954 1,299 1,169 3,938 

Pulaski 0.5 One 2.5 7 0049 1,207 4,587 | 5.13 031 1,038 3, 822 
Rappahannock , 0039 0013 4851, : 332 
Richmond y 0039 ; 0017 654 2, j ; 175 659 
19Roanoke 0886 221, 0955 1,592 5 . ; ' ; 25,521 

Altoanoke 04.7 0605 7.7 7 0680 1.667 5.7 2.16 ON6O 1 BG ; OF4 | 22 593 
20Rockbridge y 0187 0 0115 +9133 ' 0119 2, 096 } 3,202 
21Rockingham 0303 2 970 3 .0270 083 6,599 

Harrisonburg 11.3 © .0072 | 285 4,685 27 o170 $3 3052 2,006 1,765 
Russell , 0172 5.0 ° 598 2, ; ‘ 731 2,339 
Scott 26 0171 5 632 2 ; F : 297 805 
Shenandoah y 0135 7 ‘ 755 2, ; ; 677 3,014 : 
Smyth 0196 9 30.8 ' : 812 3, ; 3.598 f 3,751 .0128 
Southampton 26.8 .0171 6.2 17.6 ‘ 677 2,926 i 4,205 491 3,538 -0102 


19 Roanoke County combined with Roanoke (independent City) A and A See end of state for SM Metropolitan Coty Areas. 
20 Rockbridge County combined with Buena Vista (Independent City). SM, 1953 
a Rockingham County combined with Harrisonburg (Independent City). Before using these figures, see explanation page 11 


SULTS FORMULA FOR ROANOKE 


WDBJ’s weekly SAMS-1952 audience is 124% greater than the second 
station's; on a 3-or-more days basis 192% greater. WDBJ’s weekly night- 
time audience is 94% greater, and for 3-or-more days, 125% greater 


In survey after survey of Metropolitan Roanoke, WDBJ has averaged 
better than 50% of the local audience. Inthe last one,—a Pulse,—WDBJ 


bee J 


averaged 60% from 7 a. m. to 12 noon, and 61% from 12 noon to 7 p. m. 


The cost difference? WDBJ rates average less than 20% more. 


Compare as you like ---— then call Free & Peters! 


WDB) ::e':s ROANOKE, VA. 
AM-5000 watts-960 kc.— FM-41,000 watts-94.9 me. 


SALES MANAGEMENT 


people are RICHER in Roanoke 


How were your sales in Roanoke last year? 
Did you benefit from the $793,206,000 spent in 
retail stores? Did you get your share of the... 


... 9180,541,000 spent for food? 
.-«- 9151,766,000 spent on automobiles? 
...5 23,667,000 spent on drugs? 


Roanoke county income has hit an alltime 
high of $5,867 per family... 20° above 
national average and 34% above Virginia 
state average. 


Yes, people are richer in Roanoke and the most eS 
effective way to reach them is through 
complete radio and television coverage with... 

mw AA Rha a 


Pe 4 
now ie 
NBC ¢ 610 K.C. NBC * CBS * CHANNEL 10 


OWNED AND OPERATED BY SHENANDOAH LIFE STATIONS, INC, 


catt rour AVERY-KNODEL man tropvay 


S ee eae | VIRGINIA — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
BY) 1/1/53 GD ESTIMATES— 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total Fami- bani- Net % Per Per Dollars 
thou- of lies zation] Dollars of Cap- Fam- add 
sands) U.S.A. (thou- °; add U.S.A. ita ily 000 S General Furn.- Auto- 
sands of 000 Food Mase. House- motive 
County Radio 


COUNTIES 


CITIES Buying Qual- 


Metropolitan Area 


22Spotsylvania. . ° 0158 6.2 50.5 : .0132 1,229 4,937 é 3 J 3,897 2,295 6,514 

lh redericksburg 2.7 0081 3.2 7, .0073 1,342 5,328 } 565 , 010 
Staftord ‘ A . oes , -0061 1,116 4,536 ‘ | 
Surry : ; : F < eee ; -0017, 620 2,687 ‘ ‘ ’ 2 0021 
Sussex : : . wai : -0035 632 2,887 ’ ‘ ; ; / j .0049 
Tazewell ’ ‘ 11.2 18.6 z -0218 1,026 4,517 ‘ ° 2 .0238 


} 


2,295 6,514 -0108) 


W.Va 


Bluefield 26.1 16¢ 7.1 ( 0162)1,444 5,81 


1 


22 Spotsylvania County combined with Fredericksburg (Independent City). @ SM, 1953, Before using these figures, see explanation page 11 


NOW—WROV-TV gives you a TNT Market 
in Prosperous ROANOKE, VA. 


WROV-TV ...a TERRIFIC NEW TELEVISION between Industry ($368,883,000), Agriculture 
market ready to explode with tremendous sales ($84,016,000), and Commerce ($286,692,000). 
for your products and tremendous profits for you. (Source: Consumer Markets 1952-1953) 

Here’s a market covering 13 rich counties in West- WROV.-TV ... covers Remeohke... one of he 


Se’ a ec food “o~ pene = nation’s top test markets and one of the three 
one a - +» and estimated total retail sales great markets in Virginia—telecasting from 1750- 
of $472,.281,000. 


‘— foot Mill Mountain within the city limits to deliver 
WROV.-TYV ... has a coverage area well balanced top picture quality and reception. 


ABC e TV Network W *4 '@) V -~ T Vv Channel 27 


ROANOKE, VIRGINIA REPRESENTED NATIONALLY BY: BURN-SMITH COMPANY, INC. 


MAY 10, 1953 651 


Covers the RICHEST markets in VIRGINIA 


‘ 
f 
‘ 


MORE audience promotion for advertisers’ 
products: MORE program-catering to 
the MOST financially secure 


listeners in VIRGINIA 


Aye oO R E I We f [ gies 
S z L L on VIRGINI 


910 KC—5 KW—ABC AFFILIATE 


National Representatives 
Edward Petry & Co., Inc. 


VIRGINIA — (Continued) lve estimate: by SALES MANAGEMENT 


SALES AND 
POPULATION FFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
GD 1/1/53 JSM ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- | Coun- in thousands of dollars — add 000 
Total Fami- | bani- | & Per Per Dollars ty Buying Qual- 
(thou- of lies = zation of Cap- Fam- add of Sales Power ity 
sands) (U.S.A. (thou- |) S.A. ita ily 000 U.S.A. Per General Furn.- Auto- Quota in- 
sands of Fam- Food Mdse House- motive | dex 
County ily Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Warren 4.2 54.8 -0089 1,297 4,941 .0093 3,632 > ; 2,891 91 
Front Royal 2.5 0058 1,511 5,378 0086 +56 ) 2,650 
GWarwick 


23Washington ° 0351 13.0 39.3 -0207 868 3,688 .0283 3,558 
Bristol (Tenn 
Bristol (Va 1.7 14 0201 1.381 5,04 033 
Bristol 0103 26; =.0085 1,218 4,811 7 0169 

Westmoreland , -0068 ° .0029, 632 2,479 .0049 2,944 

Wine 0366 , ¢ -0238 958 4,151 -0279 3,436 


¢ 


| 
Wythe .0150 ‘ : .0083 823 3,408 0122 3,509 
Wytheville 5 0036 f { 0026 1,060 3,957 0095 


York -0080 ° -0063 1,162 4,537 0022, 1,113 72 0054 


0049 


Total Above | | 
Cities 1,207.5 7684 339.0 1,880,234 8101 1,557 5,546] 1,745,759 1.0671 388 092 ; 114,090 310,631 


State Total 3,499.6 2.2268 889.1 47.0 | 4,430,963 1.9090 1.266 4,964] 2.868.538 1.7537 3,226 693.655 158,158 612,311 


Per Capita Sales 820 
Per Family Sales 3.226 


VIRGINIA— Metropolitan County Areas 


Hampton- 
Newport News- j 
Warwick 61 162.8 .1036 42.1 100.0 247,311, .1066 1,519 5,874 157,149 .0960 3,733 40,470 430 32,249 4,894 

Nortotk - | | 
Portsmouth 100} «491.7. .3129, 134.0 87.5 716,121; .3085 1,4565,344) 463,621' .2834 3,460 118,551 018 . 74,875 15,628 

Richmond 117] «354.7 + .2256, 97.0 82.1 615,203) .26511,7346,342] 398,824 .2438 4,112 86,417 , 186 . . 14,023 

Roanoke 118} «6139.3 .0886 37.8 80.0 221,754 .0955 1.5925,867] 157,064 .0965 4,179 36,992 933 . . 4,452 d 

ADanville 184 102.7, .0654 25.2 39.5 122,313 .0527 1,191 4,854 85,368 .0521 3,388 19,715 927 : . 2,514 0551 

Al ynehburg 199 79.2) .0604 20.7 66.7 105.223' .0454 1,329 5,083 84.380 .0515 4.076 16,937 . 594 : 3,253 -0482 

8 in 1952, the Counties of Elizabeth City and Warwick officially became the Independent 23 Washington County combined with Bristol (Independent City) 
Cities of Hampton and Warwick. Since the Independent Cily of Newport News had Before using these figures, see explanation page 11 


been grouped with these counties, we include it with Hampton and Warwick in a new SM, 1953 
county designation called Newport News, to keep the state total additive 


198 45 146 
780 178 576 


652 SALES MANAGEMENT 


5000 Watts 


1000 Watts 


560 KC 
Wenatchee, Washington 


790 KC 
Bellingham, Washington 


Serving a million people 
Puget 


in the upper 
Sound-British Columbia area . . . 
U. S$. TV 


AVOS TV 


most northerly station 


CHANNEL I2 


REPRESENTED ROsERT 


BY MEEKER ASSOCIATES, tHe. 


(Other Pacific States: Califor- 
nia, p. 234; Oregon p. 543) 


WASHINGTON — Counties and Cities 


Washington state map—p. 654 


( 


Aberdec 
Auburt 
Rellinghan 
Bremertor 
Centralha 
Chehal 
Ellensbur 
Everett 
Kelso 
Kennewick 


COUNTIES 


Poy 
" 
Counts thous 


Grays Harbor 
King. . 
Whatcom 
Kitsap 
Lewi 
Lewis 
Kittitas 
Snohomis} 
Cowlitz 
Benton 
Cowlitz 
Skagit 
Phursto 
Franklis 


13 


POPULATION 


NUMBER Of 


OUTLET 


Pop 


SM | ESTIMATES 
1/1/53 


GM | FHR City 


Port Angeles 
Pullman 
Puyallup 
Renton 
Richland 
Seattle 
Spokane 
Sunnyside 

I 1coma 

\ incouver 
Walla Walla 
Wenatchee 
Yakima 


EFFECTIVE BUYING 


SH 
ESTIMATES 1952 


Clallam 
Whitman 
Pierce... 
King 
Benton 
King 
Spokane 
Yakima 
Pierce 
Clark 
Walla Walla 
Chelan 
Yakima 


RFTAIL SALES 


JM 


1952 
ESTIMATES 


NUMBER 
GM 


or OUTLETS 


FHR 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


. FIVE STORE GROUPS 
r- 


CITIES 


Adams 

Asotin 

Benton 
Pa 


Chelan 

Clallam 
Port A 

Clark 


a 


Columbia 

Cowlitz 
Tongview 
Kelso 


Douglas 


ferry 
Franklin 
Pasco 
See Pasco 
Kennewick 
Richland 


Garfield 


Grant 

Grays Harbor 
Aberdeen 

Island 


© SM, 1953 
MAY 


Map Code 


mon 
> &» WwW 


10, 


Total 
thou- of 
sands) U.S.A 


Fami- 
lies 

thou- 

sands 


Metropolitan Area 


bani- Net 


Per 


Per 


in thousands of dollars 
Dollars 


zation 


of 
Count 


51.6 
73.2 


Dollars 
add U. 
000 


of 
S.A 


Cap- | Fam- 
ita ily 


y 


782 5,509 
416 4,288 
220 7,310 


0270 2.500 9.650 
QOOS 1,898 5.904 
55,951 0241 1,416 4,304 
1) (092 1,569 4.541 
41.083 0177 1,539 4,722 
160,752 0693 1,678 5,323 


i 0348 7465,575 


5,958 0026 1,295 3,724 
101,040 .0435 1,814 5,840 
15,1 O194 2,051 6, 63¢ 


416 4,624 


052 3,633 
721 5,299 


1,752 5,640 


-0020 1,462 5,199 


.0198 1,691 5.821 
-0349 1,554 4,653 
0140 1,646 4,792 
-0053 990 3,175 


General 


Food Mase 


Furn.- 
House- 


Radio 


1,727 
2,009 
17,424 


900 
213 
997 


225 


313 
319 
$078 


423 


87 


849 


110 
3,090 


139 


add 000 


Auto- 
motive 


3,075 
332 
257 


116 


594 
, 567 
843 
210 


Buying Qual- 

Power _ ity 

Quota = In- 
dex 


130 
82 
122 


OOS 


0065 


100 


0169 
0367 

0168 
0067 


98 
mW 
133 

71 


Before using these figures, see explanation page 1] 


653 


STEVENS 
or ~ 
& nN I\NZ- 
(oan an % 


CAAYS maken 


wannianum  Tcowlil? 


Tonamania eter ASOTIN 


1950 Net Effective Buying Income 


a In excess of $150 Million 
ro $75 Million to $149.9 Million 


Scale of Mil Copyright 
C3) $40 Million to $74.9 Million Cities shown are those having net “ a oo rs pyright by 


Effective Buying Income of $15 million SS 
f } $15 Million to $39.9 Million and over One inch Equols Approsimotely 5 4Miles 
} G 


“ | | i E I 


For explanation of map symbols, see “State Maps,’ page 220 


W A S H | N G T '@) N — (Continued) The “‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 SM ESTIMATES 1952 GD ESTIMATES CONTROLS 
COUNTIES FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
Total ‘ Fami- bani- Net % Per Per Buying Qual- 
thou- of lies zation} Dollars of Cap- Fam- 2 Power _ ity 
sands) U.S.A. ‘thou. ‘ add U.S.A. ita ily 000 A. General Furn.- Auto- Quota in- 
sands of 000 Mdse House- motive dex 
County Radio 


CITIES 


Metropolitan Area 


Jefferson 0075 3.6 59.3 14,140 0061 1,188 3,928 ‘ f ? ’ 431 390, 1,316 0062 
King 2.4869 .7| 86.9 | 1,461,548 .6297 1,910 5,694 ; i ’ i i 45,682) 143,054) 26, 5799 
ASeattle W82 ; 949,424) .40001,960.5,830] 743,793. 236 . 38,924 85) 20,805]  .4026 
Renton .0123 5.4 34,811) .01501,794.5,900) 23,056) . 7 207 923 4,843 ¢ 0142 
Auburn 7 0046 12.679 0055 1,761 5,283 oe 3, ‘ 544 VG 0063 
Kitsap .2| 0623 y 142,124, .0612 1,729 5, ‘ F i : ; .0560 
Bremerton 0219 71,724 .0309 2,085 6,237 , 802 J, § 477 82 ‘ 0299 


Kittitas ° .0141 , ° 29,082 .0126 1,3104, . e . , r 0144 
Ellensburg 5} «6.0055 : 10,875) .0047 1,205 4 4 J 23 F . 75 3 0073 
Klickitat ° .0076 ° 15,594 .00671 3103, ’ . . .0068 
Lewis ; -0275 ° ; 53,434, .0230 1,234 3, ° A . ° . , 0264 
Centralia 
Chehalis 09 19,899 086 1,372 4,061 36 , 8065 22 } 04 3, 549 ) 75¢ 129 
Chehalis 5 r « 8.770 0038 1,539 4 3 643 q 3,7 2 » hac 0060 


Centralia } 11,129 OO48 1,265 3 18,162 3,7 57 781 0069 


Lincoin 2 18,554 .0080 1,767 5 16,912. 2,315 
Mason 3 23,528 .0101 1,508 4, 14,064. A y ’ 2,224 
Okanogan 2 0189 22.0 40,281 .0174 1,356 4, 22,066 . . ° 4,444 


Pacific 16 0104 7 24.8 21,111 0091 1,295 3, 16,796. . 1, 2,592 ° 
Pend Oreille GI 7.2 0046 9.875 .0042 1,372 4,293 4,566 . , 242 __W 214 85 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 Before using these figures, see explanation page 11. 


654 SALES MANAGEMENT 


Seattle leads the nation as the richest retail market in cities of over 
half a million population. In Metropolitan Seattle (latest A. B.C. City 
Zone Population: 675,699), the average income per family last year 
was $6,234, Sales Management Magazine reports. 


AND THE SEATTLE TIMES LEADS THE PARADE IN SEATTLE 


Wise advertisers use The Seattle Times frequently because they know 
SEATTLE’'S ACCEPTED NEWSPAPER sells their products in this big, 
important market at one cost. 


a (220 
«is 


\ 


~ 


rue SEATTLE TiM 4 ; market 


Sa |seartie’s ACCEPTED NEWSPA PERO) with sowepeper 


Represented by O'MARA & ORMSBEE, INC. + Ne “ 


| ‘Yor! 
REACHES 8 OUTOF 10 64: Detroit » Chicago « Los Angeles *» San F 
an HOMES | uae re | : 


MAY 10, 1953 


TACOMA’S NEW A.B.C. CITY ZONE 
IS NOW 49,064 LARGER! 


OLD ABC 
CITY ZONE 


Two of Washington State’s 4 Markets 
Account for Over 50°. of the Business 


In Washington State, two big market areas—Seattle and 
Tacoma—-account for more than half the state’s popula- 
tion; more than half the state’s families; more than half 
the state’s retail sales. 

It takes Seattle AND TACOMA coverage to sell this “Over- 
half” market. For the Tacoma segment of this market, 
no outside newspaper and no combination of outside 


newspapers—provides adequate coverage. 


Puget Sound 
you need 
both Tacoma 
and Seattle 
Coverage 


Sia 


New City Zone Now 188,737; 
Tacoma Market, 395,082 


Before September 30, 1952, the Tacoma 
city zone established by the Audit Bur- 
eau of Circulation numbered a popu- 
lation of 143,673 (1950 census). 


Due to the steady growth of Tacoma’s 
suburban areas, the A. B. C. population 
figure has increased 45,064—to a new 
all-time high of 188,737. 


These population - growth figures 
emphasize more than ever that the Ta- 
coma market is an important segment 
of the Pacific Northwest. More than 
ever, Think Twice About Tacoma! It’s 
a separate, distinct market and it’s cov- 
ered ONLY by the dominant News Trib- 
une. That’s why — on Puget Sound 

you need BOTH Tacoma and Seattle 


coverage every time. 


Send Today for 
This Free Booklet 


Important to space 
buyers is our "2 Gets 
You 50” story, con- 
tained in our new 
market data booklet. 
Send for it today 
from Sawyer, Fergu- 
son, Walker Com- 
pany, or from our 
National Advertising 
Dept., Tacoma News 
Tribune, Tacoma, 
Washington. 


and you'll always buy 


7° News Tribune 


SALES MANAGEMENT 


w\ 


ee, Sa A VIBRANT, GROWING, 
ui 0s ADT AF PROSPEROUS MARKET 


SOLYMPIA Six counties bordering Puget Sound account for more 


than half of Washington State’s population, retail sales, 
effective buying income. These counties lie within the 
Puget Sound Area served by KTNT-TV. The Puget 
Sound Area is alive... it is growing... it is prosperous. 
You can sell this lively market with this one TY station! 


@ CENTRALIA 
@ CHEHALIS 


CHANNEL 11 


eal 
South 11th at Grant, Tacoma 6, Wash.; a 
corner of the transmitter strategically located at Ta CBS and Dumont Television nu Monr 
’ coma in Middle Puget Sound. Repre 
sented nationally by WEED TELEV! for the Puget Sound Area 
nl ¢ SION; in Pacific Northwest by ART 
MOORE & SON, Seattle, Portland. 


The ‘‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. WA S HINGT '@) N — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1952 


ADVERTIS- 
ESTIMATES INCOME 
ESTIMATES. 1952 BYP estimates 


ING 
CONTROLS 
FIVE STORE GROUPS 
Ur- in thousands of dollars — add 000 
Fami- _ bani- % Per | Per 


: ty Buying Qual- 

of lies | zation of Cap- Fam- Power | ity 
S.A. (thou-| % dd S.A. ita | ily General Furn.- Auto- Quota | In- 
sands of j Mdse House- motive dex 
County Radio 


COUNTIES 
CITIES 


Map Code 
Metropolitan Area 


Pierce 


= 
a 
Dp 


1911 88.6 66.4 509,004 .2193 1,6945,745] 273,392 .1671| 3,086 ‘ 28,410 14,786 54,055 
ATacoma ¢ 0952 50.6 260 ,962 1124 1,744|5, i157 214,531 1312 


25 508 13,197 47,669 
Puyalluy 10.7 0068 3.6 17,596; .0076 1,644 4,888 15,461 0095 


1,320 930 3,418) 


San Juan : ‘ 3,509; .0016 1,097 2,924 2,422 .0015 2,018 442 58 
Skagit . 56,872 .0245 1,310 4,182 60,373 .0369 4,439 

Mount Vernon 5 ; 9,129) .0039 1,691 5,706 25,915, .0158 : 
Skamania , 5,850 .0025 1,219 3,656 1,935. ‘ 76 


Snohomish : ’ P 181,398 .07811,5764,774) 116,886 . ‘ A 12,030 
Everett 35 225 l 63,012) .0271 1,780 5,082 71,343 9,809 
Spokane : . ‘ 411,898 .17751,7785,607} 279,221 . : ‘ 42,310 


Adpokane 173 1101 57.3 324,669 .1399)1,877 5,666 248,995; .1522 7,4 4! 


8,242 


764 2,4 50,642 


Stevens... ‘ . 19,737, .0085 1,097 3,589 13,976. : A 2,584 2,897 359 


Thurston : : . 69,774  .0300 1,523 4,560 48, e ; é 3,964 ‘ 9,085 1,159 
Olympia } 0106 5 29,333 0126 1,767 5,057 38,93 02 5 2,908 2, 57! 8,091 869 0156 
Wahkiakum 0023 : 4,849 .0021 1,311 4,408 ° é ‘ 121 én 32 0018) 
Walla Walla .0267 > 68,902 .0297 1,644 5,425 . : : 2 5.875 10,784 1,633 0298 
Walla Walla 25 0164 - 44,575 0192 1,7 5,341 2 9,805; 1,428 -0216 


YP 
| 


12,030 1,733] .0431! 
4,563 3,312 9,565) 1,327 0263) 113 


28 5,789 


Whatcom. 175 66.5 0423 9 51.1 94,696 .0408 1,424 4,324 . ‘ . 7,820 
ABellingham 56.6 02 12.6 55,229 0238 1,509 4,383 53, 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 Before using these figures, see explanation page 11. 


CANADA 


MMO WH ; , WASHINGTON STATE U.S A. 


yyy wae" SALES MANAGEMENT classifies 
4 


IE EVERE 
- “i j YY YW our r 
LO yea, :MOWOMISA Co as METROPOLITAN County Area 


Retail Sales now $116,886,000. 
Total effective buying income $181,398,000. 


Per capita income higher than the national 
average. 


Quality of market 138% 


No other medium or group of media approaches 
The Herald coverage of this quality market. 


THE EVERETT DAILY HERALD 


Daily except Sunday 


Represented by 


The Lowest Milline Rate of any Home Town West- HOLLIDAY 


Newspaper in the entire Pacific Northwest. 


MAY 10, 1953 


fabiiil Yuliniflt. . . 


itan 


Get details now on this 
Pacific Northwest region. 


“Survey of Buying Power’’ has now established 
the rich Yakima area as a metropolitan market. 


rapidly expanding 


Weed and Company, Nationally 
Art Moore & Son, Portland and Seattle 


aE: 
kKimnr 
Ginnel 27 


REPRESENTATIVES 


YAKIMA 


WASHINGTON 


CLE Kida 


WASHINGTON — (Continued) 


Te 
IMATES 
JM 


The ‘‘SM"' symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 


eres —_— ADVERTIS- 


SVD estimates 


RETAIL SALES -1952 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


ING 
1952 CONTROLS 
COUNTIES 
CITIES 


Ur- 
bani- 
zation 


Total 
thou- 
sands) U 


Fami- 
lies 
thou- 


| Per Per 
Cap- Fam- 
ita ily 


Dollars 


Buying Qual- 
add 


Power ity 
Quota In- 
dex 


of 
S.A. 


of 
SA. General 


Mase. 


Furn.- Auto- 
House- motive 
Radio 7 


Metropolitan Area 


Food 


Whitman 
Pullman 
Yakima 
Yakima 


.0191 1,372 4,698 
.0068 1,326 5,843 
.0878 1,424 4,656 
0321 1,780 5,3! 


OO38 1,966 5,808 


0216 
0077 
0960 
0576 
0095 


8,012 
3,625 
36,899 7,014 
15,761 4,852 


3,113 937 


2,189 
803 
429 


1,538 


812 


6,348 
1,919 
31,529 
24,442 
+, 358 


.0076 
0911 
0266 


43.8 47.0 


Sunnyside 0029 1.5 


otal Above 


Cities 413.1 1.0019 1,859 5,630) 104,277) 58,366 


State Total 2,499.3 1.5902 801.7 63.2 | 4,237,218 1.8255 1,695 5,285 . 132 133,517 491,658 77,374 


Per Capita Sales 
Per Family Sales 3 


WASH 


102 
437 


Metropolitan County Areas 


53 197 


613 


3 
97 


Seattle 
Spokane 
Tacoma 
Bellingham 
Everett 
Yakima 


WEST VIRGINIA— 


City 


Beckley 
Bluefield 
Charleston 
Clarksburg 
Elkins 
Fairmont.. 
Huntington 
Logan 
Martinsburg 
Montgomery 


™ SM, 1953. 


Pop 


County thous 
Raleigh 

Mercer 

Kanawha 

Harrison 

Randolph 

Marion 

Cabell 

Logan 

Berkeley 


(Other South Atlantic States 


p 


Fayette 


1,461,548 


290; Maryland 


NUMBER OF 
GM  FHR 


-6297 1,910 5,694 
1775 1,778 5,507; 
2193 1,694 5,745 
0408 1,424 4,324 
-0781 1,576 4,774 


.0878 1,424 4,656 
p. 375: North 


OUTLETS 
A D 


Delaware 


914,238 .5589 
279,221 = .1707 
273,392 =. 1671 
77,134 .0472 
116,886 .0714 
156,986 .0960 


Carolina, p 


City 


Morgantown 
Oak Hill 
Parkersburg 
Princeton 


South Charlest« 


Weirton 
Welch... 
Wheeling 
Williamson 


3,562 
3,733 
3,086 
3,522 
3,076 
3,584 


p. 270; District of Columbia, p. 272; Florida 
492; South 


Monongalia 
Fayette 
Wood. 
Mercer 
Kanawha 
Hancock 
McDowell 
Ohio 
Mingo 


209,810 
56,772 
68 093 
16 533 
31,053 
36 .899 


152,268 
42,310 
28.410 

7,820 
12,030 
15.429 


45,682 
13,458 
14,786 
3,708 
4,553 
7,014 


Carolina, p. 578: Virginia 


Pop 

in 

County thous 
208 
4.6 
40.3 
8.5 
18.1 
25.3 
6.60 
59.0) 
8.9 


41 
53 
78 
26 
298 


44 


143,054 
56 679 
54,055 
12,030 
21,434 
31,529 


26 , 308 
8,242 
7,422 
1,733 
2,663 
4,293 


p. 274; Georgia, 


p. 643.) 


NUMBER OF OUTLE1 
GM /|FHR, A 


20 
10 


- coe Um ww Ww 


nn 


tn 


Before using these figures, see explanation page 11. 


Introductory Forewords: To Industrial Section, p. 49; Farm Market Section, p. 79: Wholesale Sales Sec- 


tion, p. 113; Leading Counties Section, p. 124; Leading Cities Section, p. 149; Metropolitan County Areas 
Section, p. 170. 


SALES MANAGEMENT 


Any Survey of Buying Power Will Prove 
A Sound Sales Program Must Include 


¢ EASTERN OHIO 
¢ WESTERN PENNSYLVANIA 
° WEST VIRGINIA 


Any Sound Advertising Program to Cover 
This Productive Area Must Include 


A STORER STATION . CBS RADIO 
50,000 WATTS e WHEELING, W. VA. 
John Blair & Co., National Representatives 


Serving More Than Five Million People Twenty-Four Hours A Day 


||| NAT‘L SALES OFFICES: New York 22, 485 Madison Ave - - Chicago 1, 230 No. Michigan Ave 


Summary of All Data by States and Sections, page 218. 


For explanation of map symbols, see “State Maps,” page 220 
MAY 10, 1953 659 


LOOK AT THE FACTS 


* 1952 Population 87,500 
* Trading Center for 615,000 people 
* Merchandising Minded Newspapers 
A.B.C. Pub. statement 3 mo. ending Dec. 31, '52—Over 60,000 Daily comb. 


PLAN A CAMPAIGN 


* Look Ahead 


*Think Ahead 
® Be Ahead 


° A. B.C. City Zone over 100.000 
® Industrial Powerhouse 


® Make your advertising dollars buy the cover- 
age you want . 


LISTEN TO SALES RESULTS 


* Yes, you'll listen to those cash registers ring sale after sale in 
the choice market of Huntington . 


When 


You 


. the coverage you need 
. in the Tri-State empire, where W. Va., 
Ky. and Ohio meet. 


Use 


The Huntington Advertiser and The Herald-Dispatch 


(Morning) 


(Evening) 


Huntington, W. Va. 
Represented by The Katz Agency, Inc., 488 Madison Avenue, N. Y., N. Y. 


WEST VIRGINIA — (Continued) 


COUNTIES 
CITIES 


Barbour 
Berkeley 

Martinsburg 
Boone 


Braxton 
Brooke 
1 Weirton 
Cabell 
2AHuntington 


Calhoun 
Clay 
Doddridge 


Fayette 
Oak Hill 
3Montgomery 
Gilmer 


Total 
thou- of 
sands) U.S.A. 


Metropolitan Area 


0124 
0190 
O100 
0214 


0109 
0169 


0708 


0062 


81.2 
4.6 


b.5 


cl 9.1 


POPULATION 
ESTIMATES 
1/1/83 


Fami- 
lies 
thou- 

sands 


8 
0 


2.3 


1 Weirton is in Brooke and Hancock Counties 
2 Huntington is in Cabell and Wayne Counties 
% Montgomery is in Fayette and Kanawha Counties 


Ur- 
bani- 
zation 


of 
County 


12.8 
51.5 


EFFECTIVE BUYING 


INCOME 


JM 


Per 


of Cc 
S. A. 


0063 

0164 1, 
oO104 1 
01571, 


0055 
0164 1, 


ESTIMATES 


ita 


1952 


Per 
ap- Fam- 
ily 


761 2,954 
272 4,476 
545 5,052 
079 4,722 


750 3,052 
432 5,289 


385 4, 


1,477.4 


04141 


0027 1 


0019 1.27 


0027 


670 2, 
762 3 
750 2, 


1814, 
4 
693 2 


Dollars 
add 
000 


7,146 
23,589 
20,970 


21,194 


6 606 
15,499 


121,238 


116,014 


1,983 
4,047 
3,410 


62,312 
15,306 


) 638 


2.516 


RETAIL SALES 


in thousands of dollars 


U. 


Food 


0129 2,752 


-0041 1,573 
2,153 


3,630 


13,701 
,823 
295 


107 


3, 
1, 


1952 


ESTIMATES 


FIVE STORE GROUPS 


General 


Mase. 


Furn.- 
House- 
Radio 


298 
,235 


) 


1,249 
57 


add 000) 


Auto- 
metive 


954 
4,522) 
3,391 


3,233 


Drug 


182) 
797 


The ‘SM’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Quail- 

Power ity 

Quota In- 
dex 


-0031 


.0424 
0048 166 
168 


52 


.0037 


-0030 


A and A See end of state for SM Metropolitan County Areas. 
Before using these figures, see explanation page 11 


© SM, 1953 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM listings of 
data in the “Survey of Buying Power’, regrouped according to your sales territories, may be obtained from 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


Ouly WSALTV 


DOMINATES and DELIVERS 
THESE 28 COUNTIES Y, 


WEST VA.—Boone, Cabell, Calhoun, Jackson, 
Lincoln, Logan Mason, Mingo, 
Putnam, Roane, Wayne, Wirt. 
KY.— Boyd, Carter, Elliott, Floyd, Greenup, ROWING 
Johnson, Lawrence, Lewis, Magoffin, : as Gana aaa 
Martin, M ; : : a 
oo 103 COUNTIES OF W. VA., 
OHIO—Gallia, Jackson, Lawrence, Meigs, Scioto OHIO, KY. AND VA. 
: 100,000 WATTS 
CHANNEL 3 
HUNTINGTON, W. VA. 


: NBC CBS ABC DMT 


: National Reyeveentatives : SE: National Kepresentatives 
_ vue KATZ ——— : THE KATZ AGENCY 


C. TOM GARTIN : : er 
Station Manager 5000 WATTS (Day) L. H. ROGERS 1! 
* * (1000 - Night) Vice-Pres. & Gen, Mgr. 


OO) 
SPs RAR A 


sive estimates by SALES MAWAGEMENT WEST VIRGINIA— (Continued) 
: SALES AND 
POPULATION ath hho A BUYING RETAIL SALES—1952 ADVERTIS- 


ESTIMATES OME ING 
1/1/53 GYD | ESTIMATES—1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


Ur- Coun- in thousands of dollars add 000 

Total Fami-  bani- Net Per | Per Dollars % ty Buying Qual- 
thou- of lies zation} Dollars of Cap- Fam- add of Sales Power | ity 
sands thou- | ‘ add U.S.A. ita | ily 000 S.A. Per General Furn.- Auto- Quota | in- 
sands of 000 Fam- Food Mase House- motive | dex 

Co unty ily Radio 


CITIES 


Map Code 
Metropolitan Area 


Grant 
Greenbrier 
Hampshire 


m 


6,080 . 715 2,764 . -0048 3,569) 1,308 156 1,084 
6.7 40,877. 056 4,214 ; -0181) 3,057 7,716 ° 2,021 5,335 
9,857. 795 3,180 ° -0033 1,734 1,247 266 1,699 


mo 
— w 


Hancock y 57,759 . ,669 6,347 , -0129 2,314 7,834 , 1,303 1,367 
| Weirton 15.3 61 f 45,392 196 1,794 6,675 18,7 0115 5,578 055 965 
Hardy 9. 2.4 7,310. 761 3,046 ° -0032, 2,205 755 | 93) 1,303 
Harrison y 105,639. 261 4,476 e -0511) 3,543 21,101 ° 5,041, 16,457 1,916 


Clarksburg 3 { ) 50,199 .0216 1,545.4,874 1,51 0376 11,326 8,1f 4,681 12,085) 1,463 


Jackson B81 ° 3. 11,683. 784 2,996 : .0049 2, 1,952 393 2,024 142 ° 
Jefferson Fl 17. 0108 16,987. 999 3.775 ° -0076 2,792 3,244 928 1,002 1,723 422 0081; 75 


1 Weirton is in Brooke and Hancock Counties «© SM, 1953 Before using these figures, see explanation page 11. 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 
quotas, farm income and value added by manufacture are fully protected by copyright. 
Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC, 
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you need the 


POWER of “PERSONALITY” 


to reach southern West Virginia's 


BILLION-DOLLAR MARKET! 


bor 


The “Personality Stations” speak in a power- 
packed voice that now covers all of southern 


West Virginia . 


. a market of one million 


people with an effective buying income of 
more than a billion dollars. Get your share 
with one order that buys both stations at a 
low, low combination rate! 


Joe L. Smith, Jr., Incorporated @ Represented nationally by WEED & CO. 


WEST VIRGINIA — (Continued) 


COUNTIES 
CITIES 


Kanawha 
ACharleston 
South 
Charleston 
3Montgomery 


Lewis 

Lincoin 

Logan 
Logan 


MeDowell 
Welch 

Marion 
Fairmont 


Marshall 


Mason 
Mercer 
4 Bluefield 
W.Va 
Bluefield 
5Bleefield 
Priaceton 
Mineral 


Va.) 


Mingo 
Williamson 

Monongalia 
Morgantown 

Monroe 


Morgan 
Nicholas 
Ohio 
AWheeling 


Metropotitan Area 


D2 


POPULATION 
@y ESTIMATES 
1/1/53 


Ur- 
Fami-  bani- 
lies zation 
(thou- | % 
sands of 
County 


Total 
(thou- | of 
sands) U.S.A 


66.3 56.6 


3.0 


OO42 
045! 
0190 
0226 


S Wentgomery is in Fayette and Kanawha Counties. 
1 Bluefield is in Mercer County, W. Va. and Tazewell County, Va 
> West Virginia portion only 


353,656 
111,404 


84,463 


6,544 


EFFECTIVE BUYING 
@y INCOME 
ESTIMATES 1952 


.S.A. ita ily 


.1524 1,454 5, 
0480 1499 4, 


Per Per 
of Cap- Fam- 


0152 1 


0052 
0311 
0139 1,2 
.0046 


0033 

.0129 1, 
.0427 1, 
0364 1 


318 
531 
742 
, 590) 


0028 727 3,116 


Dollars 
add 
000 U. 


238 , 105 
165,448 


0123 
0355 


0269 


0550 


0017 


The 


SM" 


symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT. 


RETAIL SALES 


JM 


1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars—add 000 


General 


Food Mase. 


59,659 


$3,643 


5,460 


Furn.- 


House- 


Radio 


15,299 


12,530 


665 


Auto- 
motive 


42,707 


$2 


979 


761 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Buying |Qual- 
Power ity 


Quota In- 
dex 


0183 
0159 
Oo61 


-0130 
0473 
0422 


0031 


A and A See end of state for SM Metropolitan County Areas 
Before using these figures. see explanation page 11 


© SM, 1953 


Industrial data for all counties 


Market Statistics Inc., 432 Fourth Avenue, New York 16, N. Y. Phone MUrray Hill 4-3559. 


INDUSTRIAL SALES DATA FOR 


not just the leading 100 


ALL COUNTIES 


are available on IBM cards. Address 


SALES MANAGEMENT 


i ‘HARLESTON is the most im- 


4 portant city between Washing- 
ton and Cincinnati and is the state 
and industrial capital of West Vir- 
ginia. Year after year Charleston 


and Kanawha County have enjoyed 
substantial growth and the city- 
county is now a huge production 
and distribution center embracing 
one-eighth of the state’s population. 


Much of the world’s largest bitu- 
minous coal fields lie within the 
trading area. And the nation’s 
largest chemical center is situated 
in the Great Kanawha Valley. Lo- 
cated here are names like duPont, 
Carbide and Carbon (part shown 


above), Monsanto and American 
Viscose. Libbey, Owens’ Ford, 
Owens-Illinois, True Temper and 
many varied plants bring the Val- 
ley’s industrial payroll up to 40,- qi 


000. Another 2,500 are steadily em- 


ployed at the state house. 


But this is only the backlog. The Real Charleston 
Market includes eight additional counties in which 
The Gazette has 20% or Better Family Coverage 
and another group of seven with 10% or Better 
Coverage. 

In the 16 counties are 2,692 food stores, 150 drug 
outlets, and a far-flung Industrial Stores develop- 
ment that feeds, clothes and services the coal fields. 
The area buys 41.4% of all the alcoholic beverages 
sold in the state. Sales Management estimates the 
Effective Buying Income at $853,828,000 in the 16 
counties. Here West Virginia collected 38.12% of 
its Consumers Sales Tax last year. 


Charleston wholesalers and nationally advertised 
brands intensively work the entire area. Charleston 
is the distribution hub. The city’s department 
stores and specialty shops draw customers from the 
entire region, and some 775,000 West Virginians 


look upon Charleston as their trading center. 


The Gazette’s 86,890 daily and 89,928 Sunday 
circulation is concentrated in this the Real Charles- 
ton Market. Leading the second paper by an ag- 
gregate of 30,000, The Gazette also far outstrips 
other media. Five Charleston radio stations and an 
outside TV station split up the air audience. 


The most widely circulated national magazine 
penetrates to a depth of only 14.02% in Kanawha 
County, and the aggregate of the five leading maga- 
zines reaches only 9.22%. Against this The Gazette 
ploughs to a depth of 86.21% in the county. 


Day in and day out this newspaper gives you 
tangible, audited coverage with no conjecture as to 
who’s listening or watching. And The Gazette 
alone has the power to deliver the Real Charleston 
Market! 


wal 


Sources: Annual ABC Report 9-30-52; U.S. Census 1950; Sales Managemest; 
Standard Rate G Data Service Consumer Markets; State Tax Commission of 
W. Va.; Stete Liquor Control Commission 


The Charleston Gazette 


Represented by: SMALL, BREWER & KENT, INC. 
Charleston 30, West Virginia 


MAY 10, 1953 


You Bought This Book to Study the Figures—BUT 
THERE’S MORE To Beckley Than Meets the Eye! 


Beckley is a Tip Top city located on a 2,500 foot plateau Trading Zone. Beckley is a fast growing center serving a 
high in the Beautiful Appalachians. It enjoys air-conditioned wide area and responds quickly to brand promotion and 


summers and mild winters. Its modern stores and services sales effort. Beckley is going places—Better join it! 
attract brisk trade from 261,000 people within the Retail 


BECKLEY Post-HERALD sion, 22042, ne Raleigh BH Register 
combing SUID AY Register sits. 


W E S T Vv | R G | N | A a (Continued) The ‘“‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 JM ESTIMATES— 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 


Ur- in thousands of dollars——add 000 
Total // Fami- | bani- ¢ Per Per Dollars 


(thou- of lies zation of Cap- Fam- add Power | ity 
sands) U.S.A. (thou- | S.A. ita — ily 000 U. S. A. General —_ Furn.- Auto- Quota | In- 
sands of 000 Food Mase. House- motive | dex 

County Radio | 


CITIES Buying |Qual- 


Metropolitan Area 


Pleasants md z , 6.444. 056 3,791 , j i i 74 
Pocahontas . , 3.0 10,034, . 829 3,345) 


Preston ‘ P ‘ 28,877, . 920 3,702) 
Putnam t . . 21,706, .0093 1,034 4,174 
Raleigh ‘ : 107,315, .0462 1,113 4,567 : 

Beckley 5 30,204 .0130 1,510 5,034 ¥. 0249 } 7 rt 0165 


Randolph , ' " -0132 1,011 4,183 , .0105 . ’ , -0136 

Elkins 3 S. , .0052 1,306 4,337 3, ORO 3, 133 ie 343 0062 
Ritchie ¢ ; ,600, .0041 807 2,909 A 0029 ' -0044 
Roane ; , . ‘ ; A 864 3,640) y -0041 


Summers . é ‘ ‘ ' d 999 3,872 
Taylor . d ‘ F P 091 3,962) 
Tucker » d , » d 807 3,134 


Tyler d : . . ° 674 2,985 
Upshur F . : A é 909 3,472 
Wayne ‘ , ‘ 977 4,697 

2 Aluntington 


Webster y ‘ , ) d 942 4,022 
Wetzel d a . ’ .0078, 931 3,457 
Wirt : a q -0014, 670 2,346 


Wood ‘ , -0374 1,318 4,437 


Parkersburg ; 2 61,810 0266 1,534 4,613 


Wyoming : " 41,654 .0180 1,068 4,733 


Total Above 
Cities 97 .7 3166 743,647 3203 1,494 4,93 


State Total 995.4 1.2697 306,885 156 4,453] 1,473,530. ° 373,138 


Per Capita Sales 738 187 
Per Family Sales 2.846 721 


WEST VIRGINIA Metropolitan County Areas 


Charleston 25] 324.4 .2064 ' . 449,555, .1938 1.386 5,221 300,417 .1837, 3,489 73,360 51,160 19,369) 7 54,994 
Huntington- 


Ashland 65] 252.9 .1609 8 62, 327,725 1411 1,296.4,695] 211,807 .1295 3,034, 52,982 26,200 12,582 41,282 6,215) . ne 
Wheeling- 


Steubenville 157} 349.7 .2224 99.8) 60.6 518,303 .22341,4825,193} 290,276 .1774 2,909 86.570 30.777 18,095 43,470) 6,807, ° 94 


2 Huntington is in Cabell and Wayne Counties. Before using these figures, see explanation page 11 
A and A See end of state for SM Metropolitan County Areas. © SM, 1953 


Table of Contents is on pages 1, 3 and 5. 


SALES MANAGEMENT 


Wisconsin state map—p. 668 


City 


Antigo 
Appleton 
Ashland 
Barbaboo. . 
Beaver Dam 
Beloit 
Burlington 
Chippewa Falls 
Cudahy 

Eau Claire 
Fond Du Lac 
Green Bay 
Janesville 
Kenosha 

La Crosse 
Madison 
Manitowoc 
Marinette 
Marshtield 
Menasha 
Menomonie 
Merrill 
Milwaukee 


COUNTIES 
CITIES 


Adams 

Ashland 
Ashland 

Barron 
Rice | 


Bayfield 

Brown 
Alireen | 

Buffalo 


Burnett 
Calumet 
Chippewa 

ippewa Fall 


au ( laire 


GREEN BAY 


County 


Langlade 
utagamie 
Ashland 
Sauk 
Dodge 
Rock 
Racine 
Chippewa 
Milwaukee 
Eau Claire 
Fond Du L 
Brown 
Rock 
Kenosha 

La Crosse 
Dane 
Manitowe 
Mar 
Wood 
Winnebago 
Dun 
Lincols 
Milwaukee 


rette 


Total 
thou- 
sands 


Map Code 
Metropolitan Area 


Clark 


C5 32.4 


ait 


(Other East North Central States: Illinois, p. 304; 
Indiana, p. 321; Michigan, p. 400; Ohio, p. 510.) 


Pop 


thous, 


648.2 


POPULATION 


ESTIMATES 
1/1/53 


Ur- 
bani- 
zation 


Fami- 
lies 
U.S 


County 


54.7 


19.9 


0206 9.1 8.2 


1 Eau Claire is in Chippewa and Eau Claire Counties 


A and 


MAY 10, 


1953 


Complete Coverage of Compact, 
Prosperous Green Bay, Wisconsin 


. . » With The Press-Gazette! 


170,000 Trading Zone population makes Green Bay 


Wisconsin's 3rd largest market! 


We're 100% City Zone, 95% Metropolitan Area 
readership in this high-spending market! 


Stable, diversified industry and agriculture assure 
effective buying income! 


annual wholesale-retail sales! 


We're a decisive factor in Green Bay’s $265,000,000 


One-paper saturation of a prosperous, typical population, undisturbed 


by outside media. . 


full details, contact Phil McClosky, Manager, General Advertising. 


. adequote spread with positive control . . . plus 


full media co-operation make Green Bay tops as a Test Market! For 


GREEN BAY PRESS-GAZETTE 


in NUMBER OF OUTLET 


GM |}FHR| A D 


yn 


ue eu 


6 
121 
EFFECTIVE BUYING 
INCOME 
ESTIMATES 1952 


Net 

Dollars 
add U 
000 


Per Per 
Cap- Fam- 
ita ily 


of 
S.A 


-0029. 856 2,738 
-0087 1,051 3,651 
0059 1 
0161 1,066 3,670 


OUSS | 


1068 4.286 
232 4,33 
.0052 901 3,096 

607 5,924 
1 ,682.5,798 


916 3,175 


766 2,553 
232 4,485 
232 4,691 


427 4,785 


30 946 3.370 


A See end of state for SM Metropolitan County Areas 


City 


Monroe 
Neenah. 
Oshkosh. . 
Portage 
Racine 
Rhinelander 
Rice Lake. 
Richland Center 
Shawano 
Sheboygan 
Shorewood. 
Stevens Point 
Sturgeon Bay 
Superior 
Two Rivers 
Watertown 
Waukesha 
Wausau 
Wauwatosa 
West Alli 
West Bend 
Wisconsi! 


Rapid 


Coun- 


Dollars 
add 


Poy 


thou 


Green 
Winnebago 
Winnebago 
Columbia 
Racine 
Oneida 
Barron 
Richland 
Shawano 
Sheboygan 
Milwaukee 
Portage 
Door 
Dougla 
Manitowoc 
Jeffersor 

W uke ha 
Marathon 
Milwaukee 
Milwaukee 
Washingtor 


Wood. .. 


RETAIL SALES 1952 


ESTIMATES 


s.) 


NUMBER 
GM FHR| A 


| 


FIVE STORE GROUPS 
in thousands of dollars add 000 


General 


Food Mase 


Furn.- 
House- 


Radio 


027 2,214 


51 
1,131 
1 036 
1, 386 


ibe) 


97 


500 


Auto- 
motive 


4,830 


— WISCONSIN — Counties and Cities 


or OUTLET: 


12 
13| 
36) 
5| 
48 


597 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying |Qual- 
Power | ity 
Quota | in- 

dex 


0035 
0108 
0075 
.0209 
0063 


0057 
0695 


0427 


0167 «81 


Before using these figures, see explanation page 11 
¢ 


@ SM, 1953 
665 


Reach this market with 


efficient low-cost, one-medium 
; . } , coverage 
a 


A Rich, Responsive MADISON NEWSPAPERS 


9-County, 106,000-Family Deliver 96% of ABC City Zone 


Market 69% ABC Retail Trade Zone 


Madison Newspapers, Inc. 
The Capital Times, 
Afternoon 
Wisconsin State Journal 


: ; i 356 000 TOTAL Morning and Sunday 
» le ’ 
s es Se s a a — ‘ ee 


Food Sales . $89,086,00t 
Gen. Mdse. . $35,528,000 
Auto Sales . $69,196,000 
Drug Sales . $12,449,000 sivvev'criiiyine’ 


Power 


Write Research Department for further information : National Representatives: Jann & Kelley, Inc. 


: The ‘“‘SM"’ symbols mark origial, exclu- 
WISCONSIN — (Continued) sive estimates by SALES MANAGEMENT. 
7 SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
GD 1/1/53 ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES 
CITIES 


Columbia 
Portage 
Crawford 


Dane 
AMadison 
Dodge 
Beaver Dam 
2Watertown 
Door 


Sturgeon Bay 


Douglas 
ASuperior 

Dunn 
Menomonie 

Eau Claire 
1Eau Claire 


Florence 

Fond Du Lac 
Fond Du Lae 

Forest 

Grant 

Green 
Monroe 

Green Lake 

lowa 

Iron 

Jackson 


FIVE STORE GROUPS 
Ur- in thousands of dollars add 000 
% Fami- bani- % Per Per % ty Buying Qual- 
of lies = zation of Cap- Fam- Power ity 
S.A.) ita | ily S.A. General —_‘ Furn.- Auto- Quota = in- 
Food Mase. House- motive dex 
Radio 


0193 1,291 4,296 44,130. 8,139 026 1,216 7,703 
0049 1,547 4,978 14,460 44) 121 417 3,516 
-0080 1,036 3, 13,974. 433 


.1193 1,562 5, 206.258 d , ‘ ‘ .1200 
0709 1,637 6,917 146,264 OR94 72 r 23.7 : 0751 
0351 1,382 4, 52,923 .0324 A ’ ; ’ .0348 
OO81 1,532 4, 18,485) 0113 ; a2 3 0090 


0104 1,141 3, 23,118 = .0141 ‘ j ; 0121 


0041 1,306 4, 12,916 0079 5! 0053 


0289 1, ‘ 49,194 .0301 ° . J . : .0295 
0225 7 g § 547 ! 43.326 757 57 , 0242 
0175 ; i ‘ m 26,062 J ‘ . .0143 
0053 2 ; 1 15,414 3,216 2 33% 0059 
61,91). ’ : j : , .0374 
52,768 s2¢ re} ot oS, 0281 
2.413 .0014 .0015 
82,722 .0506 . , ‘ ‘ 0466 
} 50,492 0309 ] 73 55 -0240 
3 6,597 .0040 ° .0041 
, 1 .0238 
0155 4 .0173 
0046 { 721 3,173 0071 
0096 6 » e J ; ‘ s ; 3,839 .0091 
0126 6 ’ , 1,938 
0054 5 247 4,240 ‘ ; 642 
0103 8 826 2.789 3,232 216 


1 Eau Claire is in Chippewa and Eau Claire Counties @ SM, 1% Before using these figures, see exnianation page 11 
! Watertown is in Dodge and Jefferson Counties A and A See end of state for SM Metropolitan County Areas. 
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SALES MANAGEMENT 


dominated by WIBA listening 


WIBA has more listeners in Metropolitan 
Dane County among families listening 6 or 7 
days or: nights per week than all other 
Madison stations combined! For better results 
omnes > foe at lowest cost per family always use WIBA. 


come} Sa Write for complete mar- 
py HIGH ket and station § data: 
WIBA, Radio Park, Madi- 


e 


nia ) INCOME son 0, Wis. 


© 


= FAMILIES 
| GH 


Daytime Listening Data WIBA 


oo LISTENING ie 


Dane Mad- v. 
Cty. ison S.A.M.S. COST 
Radio homes 48,120 27,310 183,660 NBC IN MADISON COVERAGE 


Weekly Audi- 


ence, Families 40,834 22,471 83,975 
85% 82% 
6-7 Days, ene 
Families. . 29,758 15,211 53,942 
62% 56% é 
Our 28th Anniversary Year 


National Representatives: 


Ee tll TT 
sive estimates by SALES MANAGEMENT.” WISCONSIN — (Continued) 


SALES AND 
POPULATION EFFECTIVE ie RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOM ING 
1153 ESTIMATES 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- Coun- in thousands of dollars add 000) 
Total a Fami-  bani- Net : Per Per] Dollars y ty Buying |Qual- 
thou- of lies zation} Dollars of Cap- Fam- add ot Sales | Power | ity 
sands) U.S.A. (thou- (add U.S.A. ita ily 000 U.S.A. Per General Furn.- Auto- | Quota | In- 
sands of 000 Fam- Food Mase House- | motive | Drug dex 
County ily Radio | 


COUNTIES 
CITIES 


Metropolitan Area 


Jefferson E 44.4 .0283 «13.1, 50.3 60,012, .0258 1,352 4,581 53,408 .0327 4,077 11,876 3,951 2,279 9,202} 1,018 -0783) 100 
2Watertown 12.7, 008] 3.9 18,497) 0080 1,456 4,743 20,103) .0123 5,341 2,349 963 3,068) 38 0093) 115 
Juneau D6 19.0 .0120 5.4) 16.8 20,548) .0089 1,081 3,805 19,053 .0116 3,528 4,347 1,129 467 3,373 387} 0104! 87 


Home of WISCONSIN'S 
EAU CLAIRE ate PAYCHECK! 


and Shopping Center for Six Farm-Rich Counties! 
TWO FIGURES TELL THE STORY 


$83.86 $80,357,000 
Average industrial weekly wage for 1952 higher than Total Farm Income in The Leader and Telegram’s six 


ther Wi in city, dl f size. coverage counties! 
any other Wisconsin city, regardless of size $5,460 average form family income! 


industrial Employment up 20% over 1951. Nearly $500 more than the national average! . . . and 
Report of Industrial Commission of Wisconsin. growing with the growth of the Eau Claire market! 


For CONCENTRATED COVERAGE 


The Leader and Telegram offer you er coverage in the Eau Claire City Zone, and intensive, highly merchandisable sales penetra- 
tion throughout its 50-mile radius, 6-county coverage area. 


The EAU CLAIRE LEADER & DAILY TELEGRAM 


(morning) (evening) 


National Representatives SHANNON & ASSOCIATES, INC. 


MAY 10, 1953 


WISCONSIN 


ONEIDA 


MARINETTE 


BARRON 


LINCOLN 
LANGLADE 
TAYLOR OCONTO 


— 
CHIPPEWA 


[MARATHON fovawano 


woop PORTAGE WALPACA 
© mormteld 


IAC KSOK] 


ADAMS | WAUSHARA WINNEBAGOLCALUMET [MANITOWOC 


shhosh 


MARQUETTE [GREEN 
LAKE 


FFOND DU LAC SHEBOYGAN 


VERNON 


COLUMBIA Toonce 


RICHLAND 


CRAWFORD 


ey JEFFERSON 
all RANT | /OWAT™” otnewe 


WALWORTH 


) 
LAFAYETTE R j 
i KENOSHA ) 
) 
\ 


Kenosha } 


1950 Net Effective Buying Income 


excess of $150 Million 


Cities shown are those having net 


Effective Buying Income of $1 5 million 


G 


SALES MANAGEMENT 


in wisconsin 
you need both 


for maximum 
~ effectiveness 
™~> 


& | One newspaper alone has 
merchandisable coverage 7 
(20% or more) in only 12 
Wisconsin counties t 


Of course you want maximum effective- 
ness for your advertising in Wisconsin. That § 


\ oh stp, means you need both Milwaukee newspapers. g 


The smali maps at the left show you that one 
alone doesn't do the job, because you get ’ 
merchandisable coverage of only 12 counties. 


cance 


The Sentinel alone has 


merchandisable coverage The large map shows what happens when you 


consin counties. use both Milwaukee newspapers. You get ' 
20°, more coverage in three times as many § 
counties .. . and six additional key cities. & 


And this area represents the major share of & 


SALES MANAGEMENT ESTIMATES the Wisconsin market, as the analysis of &@ 


1953 Survey of Buying Power Sales Management estimates indicate. So g 
in the 33 counties and 6 additional key cities* no matter what your product or service, 
h in the | ‘ . . 
ee ee ee ee oe Pct. of State Totel give maximum effectiveness to your @ 
Population .. 7 advertising by using both Milwaukee 
Families : ; 
en ee newspapers. Let us tell you more 
Total Retail Sales about it! e 
Food Sales § 
General Merchandise Sales ° < 
Furniture, Household & Radio Sales... 
Automotive Sales , 
Drug Sales 


*Appleton, Green Bay, LaCrosse, Manitowoc, Two 
Rivers, Wausau 


The Newspaper Wisconsin Grew Up With 


NATIONALLY REPRESENTED BY MOLONEY, REGAN & SCHMITT 


MAY 10, 1953 


Help Yourself to GREATER SALES in Western Wisconsin 


The La Crosse, Wise., Tribune effectively covers 7 prosperous counties (*) with 
57,000 Families @ $192 Million Retail Sales 
HERE ARE THE FIGURES $42 Million Food Sales @ $4 Million Drug Store Sales 


Fam % b . % 
County 7 ' 1/83 Daily 
000 


La Crosse, Wisc 
Crawford, Wisc 
Jackson, Wisc 
Monroe, Wisc 
Trempeleau, Wisc 
Vernon, Wisc. 
Houston, Minn 


7-County Total $192,443 


"See Mao of Wonderful Geographical Location on Mississippi River Page 668 


. The ‘‘SM’’ symbols mark original, exelu- 

WISCONSIN — (Continued) sive estimates by SALES MANAGEMENT. 

SALES AND 

ree an og RETAIL SALES 1952 — 
1 INCO 

JM 1/1/53 JSM ESTIMATES — 1952 ESTIMATES CONTROLS 

COUNTIES FIVE STORE GROUPS 

Ur- in thousands of dollars add 000 

Fami- | bani- % Per Per Buying Qual- 

lies zation of Cap- Fam- Power | ity 

S.A. ita ily S.A. General Furn.- Auto- Quota In- 

Food | Mase. eg motive dex 

adio 


CITIES 


Metropolitan Area 


135,113 .0582 1,712 5,725 92,131. . 24,957 5. 566 4,189 15,561 , . W2 
AkKenosha 56 O62 7 100 , 823 0434 1,772 5,931 78,310 21,849 


Kenosha 


~ 
— 


1,689 1,148 14,874, 2 120 


Kewaunee 0112 a 19,035 .0082 1,082 4,050) 16,645 2,482 2,143 574 1,907 ° 82 
La Crosse . 0446 20. " 108,456 .0467 1,547 5,396 83,213. 20,523 10,757 365 12,290 

AlLa Cross 0309 3 77,922, .0336 1,607 5,449 73,461). 16 ,623 10,660 4,001 11,484 
war 0116 5. 19,959 .0086 1,097 3,838 18,602. q 3,806 514 


Langlade 0140 . , -0110 1,156 4,239 24,961 «. ‘ 5,914 
Antigo O64 , 3,062 -0056 1,306 4,214 19,992 4,810 
Lincotn 0143 , ‘ a -0114 1,186 4,152 25,242, . x 6,652 
Merrill . 0057 A 0054 1,382 4,442 15,038 3,841 
Manitowoc . 0436 , 4 -0430 1,456 5,039 74,727, . 18,634 
Manitowor : OB! 776 0206 1,682 5,555 37 , 758 10,976 
I'wo Rivers 0064 i ,627, .0067/1,547 5,209 } d 3,533 


— Ow = = to 
oo @ 2 


Marathon é , , -0468 1,321 4,893 ‘ d 17,004 
Wausau 31. .427|  .0200, 1,547 5,152 57 , 306 11,283 
Marinette d ' 218} .0191 1,232 4,293 , ‘ 3,253 9,014 
Marinette : 808) .0086 1,382 4,627 20,235). | §,109 
Marquette 0} . . 565) .0032 841 2,802 ; 2,874, = 1,497) 


Milwaukee . : : : 655,011) .7130 1,848 6,267] 1,142, é 4,326 271,329 , 59,234, 192,528 
AMilwaukee B48. 4124 : ,168,165, .5033 1,802 6,046 218,072 55,760, 159,520) 25, 5137 
Weat Allis 0286! 2.4 5, 302 0372 1,922 6,690) 16,302 2 1,831 13 112! F .0337 

4 -0377 2,508 8,415 23 ,02: 8,009 32 358 5,707 0275 

Cudahy § OO8O 5 22,339) .0006 1,787 6,383 8,214 ill 2,069 0095 
Shorewood 5.7 0106 5.4 | .0183 2,538 7,849 2, 966 ‘ 5,384 275 191 3, O83 0136 

Monroe ic 6 ‘ .0206 5 4.0 ‘ -0150 1,082 4,097 ° A 5,474 1,397 942 3,813 598 0161 

Oconto e4 0167 3 19.3 , .0117 1,036 3,719 5 é 4,218 2,597 1,039 4,230 258 .0133 

A and A See end of state for SM Metropolitan County Areas. © SM, 


Wauwatosa K 0222 


Before using these figures, see explanation page 11 


eae LD 
Let the WAUSAU DAILY RECORD-HERALD | 


serve a delicious helping of this 


$100,000,000.00 (plus) MARKET 


Population, buying power, quality of market . . . ALL index figures 
are UP in Wausau and Marathon County...and ONLY the RECORD- 
HERALD serves you with 101% city coverage, 79% county coverage 
. . « PLUS substantial penetration of neighboring central Wisconsin 
counties. 


1 


~ Represented by Burke, Kuipers & Mahoney 
, 4 


PP Per ee 


SALES MANAGEMENT 


1953 Buying Habits 


IN AMERICA’S 
TOP NEWSPAPER MARKET 


: = 


Here’s the latest picture of consumer buying habits 
in a metropolitan market of 272,008 households— 
what, when and where they buy; brand preference; 
ownership and buying plans. This information, all 
gathered since January 1, 1953, again shows the 
competitive positions in many lines, shifts in brand 
preferences, trends in preferences by types of stores 
and services, dealer distribution by brands and com- 


parisons with past years. 


Write for a copy and get the close-up details on local 
marketing and buying factors which influence your 
1953 sales in the Milwaukee market. 


FACTS 
ON THE MILWAUKEE JOURNAL MARKET 


For the third consecutive year advertisers in 1952 
placed more lineage in The Milwaukee Journal than 
has ever before appeared in any publication— 
49,457,702 lines. 

MAY 10, 1953 


FOOD PRODUCTS 


64 classifications from baby foods to wieners. 


SOAPS AND ALLIED PRODUCTS 


19 classifications from bleaches to floor waxes. 


BEVERAGES 


14 classifications from cordials to soft drinks. 


TOILETRIES 


24 classifications from deodorants to tooth paste. 


HOMES, APPLIANCES 


Lh 30 classifications from radio-clocks to 220-volt wiring. 


AUTOMOTIVE 


12 classifications from antifreeze to recapped tires. 


L 
GENERAL 


22 classifications from adults in families to vacations. 


Of the 272,008 families in the ABC City Zone, 92% 
read The Milwaukee Journal regularly. You are 
provided single newspaper coverage here, with 734 
of The Journal’s total circulation in the ABC City 
Zone, 90% in the ABC Retail Trading Area. Milline 
rates of The Journal are 21° lower than the average 


for U. S. newspapers of comparable size. 


Retail sales per family in the Milwaukee 100-mile 
zone are 33% above the national average, and 
exceed the total sales in 35 of the 48 states! This 
zone in rich southeastern Wisconsin is less than 30“ 
of the state’s area, but does 73° of the state’s total 


retail business. 
Use The Journal for maximum, low-unit-cost sales! 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc. 


APPLETO WISCONSIN! Now a STANDARD 
METROPOLITAN AREA’! 
and the LARGEST City Zone Market North of Milwaukee! 
The Appleton Post-Crescent 


SERVING THIS HUB OF THE FOX.~ 
RIVER VALLEY 
County Area ‘ 
\) pepe ; Population if) 
od oppee! ) 


‘ a 


* Sales Management 1953 Survey of Buying Power 


W | S c 0 NS | N aaa (Continued) The ‘‘SM’’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
1/1/53 BYP ESTIMATES. 1952 ESTIMATES CONTROLS 


FIVE STORE GROUPS 
Ur- . in thousands of dollars add 000 
Total Fami- | bani- Net , Per Per a ‘ ty Buying Qual- 
thou- of lies | zation] Dollars of Cap- | Fam- é ale Power ity 
sands) U.S.A. ‘thou- add =6tU S.A. ita | ily > | General Furn.- Auto- Quota = In- 
sands of 000 - Food Mase. House- motive dex 
County Radio 


COUNTIES 
CITIES 


Metropolitan Area 


Oneida y 0134 6.3 42.5 27,881 0120 1,321 4,426 ’ -0157 4, 7,242 ’ 1,090 4,240 .0134 100 
Rhinelander O56 2.6 13,216 0057 1,502 5,083 5,525 0005 4,251 ,745 917 2,712 f 0068) 121 
Outagamie 0542 23.5 62.2 129,242 517 5,500 ; 0592 4, 20,379 . 5,373 14,716 - -0565 104 
Appleton 38.3 O244 11.5 66, 166 285'1,728 5,754 59 37! 0363 13,497 9,076 1,548 8, 880 a * 0300, 123 
Ozaukee - 0157 7.1 32.4 41,754 ,697 5,881 ‘ 0166 3, 5,748 1,005 4,734 .0171 109 


Pepin 0047 2.0 7,212 962 3,606 ° 0047 3, 1,748 182 1,757 -0039 83 
Pierce 0138 6.1 16.1 21,401 991 3,508 ‘ 0126 3, 5,208 789 4,243 -O111 80 
Polk 0158 7.4 24,671 991 3,334 , 0170 3, 5,325 ° 330 5,109 0136 «86 


A and A See end of state for SM Metropolitan County Areas 5 , Before using these figures, see explanation page 11 


APPLETON © wstxorouran warner ovo NEENAH-MENASHA SERVED BEST 


BY ww N A M—stanparp AUDIT SHOWS § COUNTIES DAY, § NIGHT 


sy WN A Mi = F M—storecastinc paity 9 AM To 9 PM 


sy WN AM- T W—arpceton - NEENAH - MENASHA’S ONLY TV STATION* 


* ON AIR FALL—1953 
CHANNEL 42 


WNAM—1000 Watts REPRESENTATIVES, 
— George W. Clark, Inc. 
WNAM-FM—3100 Watt 
aie Seen General Manager 
WNAM.-TV—20 KW ERP DON C. WIRTH 


Per Family Sales for all metropolitan areas, in retail and twelve store groups, on pages 


192-195. 


SALES MANAGEMENT 


WRIJN, THE STATION WITH 26 YEARS OF RADIO KNOW-HOW 
COVERS THE RACINE METROPOLITAN MARKET LIKE A BLANKET. 
LISTENED TO AND BELIEVED IN BY THE VAST MAJORITY OF 
RADIO FAMILIES IN THIS $144,000,.000 RETAIL MARKET. 


WRJN AM and FM :, Racine, Wisconsin 


Member of ABC and Wisconsin Networks 
Represented by the Walker Co. 


The ‘‘SM’’ symbols mark original, exclu 


sive estimates by SALES MANAGEMENT WISC O N SIN— (Continued) 


- SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES —1952 


ESTIMATES INCOME 
SM 1/1/53 ESTIMATES— 1952 ESTIMATES 


FIVE STORE GROUPS 


Ur- Coun- in thousands of dollars -add 000) 
Total Faml- | bani- Net % Per | Per | Dollars : . 


| ty 

thou- of lies (| zation] Dollars of Cap- | Fam- add of Sales 

sands) |U. S.A. (thou-| % add U.S.A.) ita | ily 000 U.S.A. Per General | 
sands of 000 

County 


ADVERTIS- 
ING 
CONTROLS 
COUNTIES 


CITIES Buying Qual- 


Metropolitan Area 


Furn.- Auto- 
Fam- Mdse. | House- | motive | Drug 
ily | | Radio | 


Portage 0224 9.2 47.5 44,825 .0193 1,277 4,872 30,858 .0189 3,354 2,744 1,662 4,141 
Stevens Point 16 0107 4.5 5,738 Oll1 1,532 5,720 21,670 0132 5,47 1,893 1,627 2,564) 


Price .0101 4.7 17.9 14,417, .0062 901 3,067 14,956 .0092 3,182 2,677 788) 3,129) 
Racine 0726 74.2 210,617 .0907 1,848 6,268] 144,780 .0885 4,309 9,526 8,600, 23,913 


ARacine 7 7 22.5 141,880 0611 1,907 6,306 110,065 0673 8,385 7,634 18,703 
Burlingtor ( 0031 1.6 8,169 


0035 1,667.5,106 14,898 0091 2,878 993 813 3,093 .0051 
| 


Richland : 18,924 .0082 991 3,504 22,197 .0135 4,111 944 939 3,883| 0106 
Richland j | 


776 671 2,938) 301) 0047 


Center 4.7 0030 1.4 5,504 0024 1,171,3,931 16,034 0098 


A and A See end of state for SM Metropolitan County Areas © SM, 1953 Before using these figures, see explanation page 11 


COVERAGE OF WISCONSIN’S SECOND RICHEST 
INDUSTRIAL MARKET . .. A MARKET COVERED BY ONE 
NEWSPAPER AND GROWING — EVERY YEAR... 


THE JOURNAL-TIMES 


Racine, Wisconsin 


Represented by Allen-Klapp Co. 


Sectional Index by States, with map page numbers, is on page 5. 


MAY 10, 1953 


Southern Wisconsin's 


Four County “Plus Market” 


Served Nightly by the 
Janesville Gazette 


Significant market facts 


%& 120,000 consumers 


*% 21,700 Gazette subscribers 


MONTICELLO 


ALBANY w 


ROcK co. 


EVANSVKALE 


& 
RDGERTON 


JUNCTION 


LIMA CENTER 


wmton O@ 
MTOM 


i 
i 


%& 63 industries in area 8,580 highly productive farms 


walLwoatH 


0 
roome JANESVILLE 
= ~—y 


@rsnover — 


% $1,687 high per capita retail sales (Janesville) * 


f } ying Power 


The JANESVILLE DAILY GAZETTE 


JANESVILLE, WISCONSIN 
cesta 


te $159,260,000 total morket retail sales* mm 2 


ORFoaDviLLs 
oe 


George W. Gressman, Adv. Dir. 


TON enw 


CUNTON 


WISCONSIN — (Continued) 


COUNTIES 
CITIES 


Rock 
Keloit 
Janesville 

Rusk 


St. Croix 
Sauk 
Baraboo 


Sawyer 


Shawano 
Shawano 
Sheboygan 
Sheboygan 


Taylor 


E56 


F6 


c4 


Metropolitan Area 


POPULATION 
SM ESTIMATES 
1153 


Ur- 
bani- 
zation 


Total 
thou- of 
sands) U.S.A 


Fami- 
lies 
thou- 
sands of 
County 


29.0 68.8 


16.7 

0038 
0623 
0277 


18.3 O17 4.9 15.2 


62.6 


EFFECTIVE BUYING 


SM | INCOME 
ESTIMATES 


1952 


> | Per | Per 
of Cap- Fam- 
S.A. ita | ily 


159,417 
51,308 
45,927 
17,809, 


0687 1,652 5,497 
0221/1 ,682 5,577 
-O198 1 ,787.5,814 

066 3,872 


31,959 
48 405 
10,591 


,201 4,205 
,232 4,209 
1 ,412/4,413 
766 2,605 


082 3,999 
367 4,824 
692 5,303 


,712 5,518 


962 3,591 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES 1952 


' 


Food 


29,766 
12,434 
10,820 

3,128 


4,984 
9,282 
3,396 
2,063 


6,371 
3,302 
19,112 
12,771 


2,396 


ESTIMATES 


FIVE STORE GROUPS 
n thousands of dollars add 000 


Furn.- 
House- 
Radio 


General 
Mdse 


10,041 5,451 
4,629 2,582 
4,258 2, 


2,105 


269 


855 
576 
924 


539 


691 
515 
,679 
13,679 


760 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying Qual- 
Power ity 
Quota tIn- 

dex 


112 
122 


129 


0152 
0234 


0061 


$22 
1,858 
1,458) 
217 


A and 


\ See end of state for SM Metropolitan County Areas Before using these figures, see explanation page 11 


WCLO: WOE 


JANE SVILLE - WISCONSIN .- BELOIT 


EXCLUSIVE TWIN CITY NETWORK-FULL TIME OUTLETS 
SERVING 360,000 PEOPLE 


PROOF OF EFFECTIVENESS 
Is Volume Patronage at Card Rates 


279 Area Advertisers on Long Term Contracts. 76 National Spot and Network Clients. 


Radio listings and consistent newspaper advertising promotion in the Janesville Daily Gazette, ABC circulation 21,700 and the Beloit 
Daily News, ABC circulation 18,799. Write for combination rates. 


MUTUAL BROADCASTING SYSTEM WISCONSIN NETWORK 
GEORGE W. CLARK, INC., NATIONAL REPRESENTATIVE 


SALES MANAGEMENT 


1,099,812 


MORE LINES OF PAID ADVERTISING 
IN ‘52 OVER ‘51 


This increase reflects the recognition wise advertisers are giving 
to one of the most important and richest markets in Wisconsin. 
Oshkosh Metropolitan Area's 94.400 people spend $105,644.000. 
annually ... a per capita expenditure that exceeds the State 
average by $70. Put your advertising dollars to work where they 
can produce more. 


OSHKOSH DAILY NORTHWESTERN 


OSHKOSH. WIS. 


The ‘‘SM"’ symbols mark orignal, exclu a 

sive estimates by SALES MANAGEMENT W | S S @) N S IN — (Continued) 
} SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 1952 ADVERTIS- 


ESTIMATES INCOME ING 
BYP i153 BYP ESTIMATES. 1952 ESTIMATES CONTROLS 


| FIVE STORE GROUPS 
| Ur- in thousands of dollars— add 000) 
Total % Fami- | bani- 
(thou- of | ties | zation | of |Cap- Fam- 
sands) |U. S.A.) (thou- |“ . S.A) ita | ily 000 S.A. } | General Furn.- | Auto- 
sands of | Food | Mase. | — motive | 
| i adio 


COUNTIES 


CITIES Buying |Qual- 


Metropolitan Area 


Trempealeau : : . . ’ -0096) + 9313,336 21,517, . : 3,762 : 1,109) 
Vernon ; J . J ‘ .0113, 946 3,318 22,364 «. ; ‘ ; 628 
Vilas q é - oe .0040 962 3,183 12,152, . 175 

| | | | 


| | | | | 
Walworth 9 .0279 ‘ * 0261 1,382 4,527 66,132) . y i 2,051) — 
Washburn 5 0073 . , 0044, 886 3,088 11,492). ' 151 1,656 
Washington 5 .0226 } ,388| 0235 1,5325,385] 42,219] . : : 2,144 5,654! 
West Bend 2) .0046 2. 2,42 .0054/1,728/6, 220 14,992! .0092 E 1,102 2,839 
| | 


| } 
Waukesha 1.0593 . é .0686 1,7126,108] 84,706) . ‘ 2,916, 13,768 
Waukesha 22.4) .0143 41,046) .0177|1,832|6,620] 35,006). | 2,454) 1,470] 8, 265) 
Waupaca 5.0226 ’ 40,505) .0175'1,141.3,895] 47,110) . 530) : ; 1,765 8,405) 
Waushara . .0088 : é 10,647; .0046 766 2,535 14,186). ‘ : 397 ~ 

| | | | 
Winnebago 4, .0601 : : 146,052) .06291,5475,273] 105,644 . x 5,342 19,544 
Oshkosh 3} .0263 6 62,025) .02671,502.4,923] 68,044) .0416 5, 3,732) 15,555 0311 
Veenah- | | 
Menasha 5.9 lf E 5,915| .0197\1,778\5, 963 28 234 0 236 465 8,273) 0180 
Neenal 3 24,214) .0104'1,863.6,054] 16,647) .010: 9: 269) 1, 897| 0099) 
Menasha 3. 21,701| .0093/1,682/5,865 9,587| .005¢ | 3,347 31! q 1,376 0081 | 
Wood 5. : ,929)  .03231,427'5,203] 57,406) . 651) j 10,490) 1, 0334) 
Marshfield 3 3. (934) .0082/1,456/5,117] 23,346) 014: 3,145) 5, 140 .0101| 
Wisconsir | | | 


Rapids 3,383 O101 1,682 5,703 22,763 3g 2,3 { 4,632 K O110 


Total Above 


Cities 077 ‘ 7 2,940,320) 1.2669 1,736 5.837] 2,546,638 57 598 637 797 $7 ‘2 154,605 68 90K 1.3159 


State Total 526.2 2.2437 1,016 , 5,255,489 2.2642 1,490 5.172] 3,291,222 2.4401 3,928 909,314 .320 178.367 669,749 95,140] 2.3129 


Per Capita Sales 1,132 258 123 51 190 27 
Per Family Sales 3,928 ; 895. 428 176 659 94 
A and A See end of state for SM Metropolitan County Areas. «© SM, 1953. 


Before using these figures, see explanation page 11 


COPYRIGHT NOTICE 
and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 
quotas, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC. 
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a growing medium 


WKOW-TV 


WISCONSIN— GYD Metropolitan County Areas 


Duluth- 
Superior 
Green Bay 
Kenosha 
Madison 
Milwaukee 
Racine 
Appleton 
La Crosse 
Oshkosh 
Sheboygan 


W Y OMIN G— Counties and Cities — 


Casper 
Cheyenne 
Cody 
Laramie 


Albany 
Larar 
Big Horn 
Campbell 


Carbon 
Rawlins 

Converse 

Crook 


SM 
676 


1953 


MADISON 
WISCONSIN 


Get merchandisable 
50 counties with: 
605,290 radio homes 
$2 1/3 billion in retail sales 
139,140 radio farm homes 
$8,055 av. income per farm 


WKOW 


You choose the yardstick . . . mail 
response, measuring service, or sales 
results . WKOW delivers more 
for your radio dollar than any other 
station in southern Wisconsin. Ask 
for proof. 


coverage in 


June 1 is “target date” for TV in 
Madison and Dane County, the sec- 
ond richest agricultural county in 
America. Total of 8 counties, % bil- 
lion in retail sales. 


Madison Metropolitan area ranks: 
103rd in population 

97th in retail sales 

74th in per capita retail sales 
16th in per family income ($6,575) 


A CBS Affiliate 


Represented Nationally By Headley-Reed Company 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 


POPULATION ADVERTIS- 


ESTIMATES 
1/1/53 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES 


RETAIL SALES 1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars — add 000 


ING 
1952 CONTROLS 
Ur- 
bani- 
zation 


Total 
thou- 
sands 


Net 
Dollars 
add 

000 


Per 
Cap- 
ita 


Per 
Fam- 
ily 


Dollars 
add 
000 


Fami- 
les 

thou- 

sands 


Buying Qual- 
Power ity 
Quota In- 

dex 


of 
S.A 


of 
U.S.A 


of 


U U.S.A 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 
of Mdse 


County 


Food 


Metroporitan Area 


78.9 75 
27.8 71 
23.6 72 


600 
680 
13 
993 
0 


1507 1,347 4 
-0710 1,607 5,924 
0582 1,712 5.725 
1193 1,562 5,596 
7130 1,848 6, 
617 .0907 1,848 6, 
242 =. 0557 1,517 5, 
456 .0467 1,547 5, 
052 .0629 1,547 5, 
982 §©.0564 1,592 5. 


431 280 , 207 
114,251 
92,131 
206 , 258 
1,142,562 
144,780 
96 833 
83,213 
105,644 
90 350 


1713 
0699 
0564 
. 1261 
6985 
0885 
0592 
0509 
-0646 
0552 


31, 186 
15,227 
5,566 
22,147 
183, 161 
9,526 
10,508 
10,757 
7,559 
14,679 


13,677 
7,495 
4,189 
8,816 

59,234 
8 600 
5,373 
4,365 
5,342 
3,874 


254; Idaho, 
463; Utah, 


53,381 
17,771 
15,561 
31,217 
192,528 
23,913 
14,716 
12,280 
19,544 
13,753 


p. 301; 
635.) 


87 

91 
114 
170 
195 
205 
215 


,432 
,379 
523 
689 
112 


129 
108 
146, 
130, 


0601 
0623 


@QweNnOSwWwWHR 


(Other 
Montana 


Mountain States 
p. 440: Nevada 


: Colorado 
Mexico 


p p 


Arizona 
4 p 


p p. 
Po 
NuMBER OF Ov 


GM FR 


N ' 


OF OUTLETS 


FHR) A 


MBER 


City unty GM 
Natrona 
Laramie 
Park 

Albany 


Rawlin Carbon 


Rock Spring Sweetwater 


Sheridan Sherida 


18 


E4 0127 


O105 


0085 


33,909 
4 406 
21,544 
6,758 


0139 


01 


3,859 5,425 
2,861 
1,420 


0146 1,695 5, 22,771 
127 1,782 6,257 1,247 
0092 1,608 5, 
0029 1,434 4 


1,379 
4 ye 0 7¢ 
13,356 .0082 
7,603 .0047 


768 
401 


ci 3,610 


4,752 


31,619 


& O82 


0137 1,940 6, 
2,254 7, 
9.590  .0041 1,625 5,328 

294 4,251 


5,951 0026 1, 


18,549 
435 
7,738 0047 
4,997 .0031 


-0113 3,710 3,753 


0082 2,197 
4,299 


1,628 
3,569 1,093 


2,280 
369 
154 


OOTS 513 13 0074 
-0042 


.0028 F 93 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


190 
87 


WYOMING 


* 


NATRONA 


SWEETWATER 


1950 Net Effective Buying Income 
In excess of $150 Million 
$75 Million to $149.9 Million Cities shown are those having net ‘ale by 


ff i ! it 5 . 
EJ $40 Million to $74.9 Million Effective Buying Income of $15 million a a | Ss 
and over One inch Equals Approximately 60 Miles 
ES $15 Million to $39.9 Million 


| B | eT 


For explanation of map symbols, see “State Maps,” page 220 


The ‘‘SM'’ symbols mark original, exclu : 

sive estimates by SALES MANAGEMENT W Y OMING — (Continued) 
” SALES AND 

POPULATION EFFECTIVE {BUYING RETAIL SALES- 1952 ADVERTIS- 


ESTIMATES ING 
GD 11 53 ESTIMATES 1952 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 

Ur- Coun- in thousands of dollars add 000 
Total Fami- bani- Net Per Per Dotlars Buying |Qual- 
thou- lies zation] Dollars oft Cap- Fam- add F Power ity 
sands U.§ add U.S.A. ita ily 000 , General Furn.- Auto- Quota In- 
000 am- Food Mase House- motive 
Radio 


CITIES 


Map Code 
Metropolitan Area 


Fremont : 2 2 32,998 42 1,626 5,59: 26 é 2,087 1,210 , 184 
Goshen 2.¢ 2 y 18.491 4334 2 0112 4,93 , 298 380 132 
Hot Springs y : 9,613 21,748 5 .20 2, 591 


Johnson 124 26 1,276 4 
Laramie , K 57. 2 y 922 6 


Lincoln y 2.6 ,450 5 


Natrona y 2,167 6, 5 304 ° 0308 
Niobrara 4 .002 . 002 538 4 2 ‘ 0033 
Park 5 870 6 : . , : d 0141 


( ody $.2 y27 ‘ , ’ 4 ‘ ”") ' y Mn , 7 767 5 295 0055 


MAY 10, 


W YO MIN G— Continued 


POPULATION EFFECTIVE BUYING 


SM INCOME 


ESTIMATES~ 1952 


COUNTIES 
CITIES Total % 
thou- of 
sands / 


Per | Per 
Cap- Fam- 
S.A. ita | ily 


Metropolitan Area 


Platte 

Sheridan 
Sheridan 

Sublette 


11,324 
33, 555 
21,059 


3,634 


433 4,718 
678 5,243 
800 5,265 
398 4,038 


Sweetwater 
Rock 

Teton 

Uinta 


43,452 
22,509 

3,634 
12,584 


940 6,685 
2,010 6,620; 
398 4,543 
748 6,623 


springs 


Washakie 
Weston 
Yellowstone 
National Park 
Part 


13,544 
12,933 


782 6,772 
748 5,879 


,063 8, 250) 


Total Above 


Cities 236 ,097 1018 2,078 6,613 


State Total 634,712) .2303 1,774 5,935 


Per Capita Sales 
Por Family Sales 


© SM, 1953 


The ‘‘SM"’ symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1952 
ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000) 
Buying Qual- 
Power ity 
Quota in- 
dex 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mdse 


2,379 
6,628 
5,255 


466 
1,918 
1,918 


.0173 
.0153 
-0015, 2,687 


4,430 


-0186 4,667 
-0144 

-0029 6,039 
-0061 5,239 


1,118 
782 
145 
823 


-0079 6,464 
-0046 3,384 


0016 26,180 


55,883 


, 161 92,724 


117 308 
390 214 1,029 134 


Before using these figures, see explanation page 11 


Kconomic and Market Highlights 
of Hawaii, Alaska and Puerto Rico 


Our territorial possessions—Alaska, Puerto Rico and 
Hawaii—have one important marketing characteristic in 
common: they are all almost completely dependent on the 
United States for the supply of commodities entering into 
their retail trade. In this respect they represent favored 
markets for United States manufacturers seeking overseas 
markets without running into customs barriers. However, 
in all other respects, the marketing characteristics of each 
territory are uniquely different from each other, and from 


HAWAII 


POPULATION 


SM ESTIMATES 


11/53 


EFFECTIVE BUYING 
INCOME 


ESTIMATES — 1952 


COUNTIES 
Ur- 
bani- Per | Per 
zation of Cap- Fam- 
% S.A. ita ily 


CITIES Total 
thou- of 


sands) U.S.A 


Fami- 
lies 
thou- 
sands of 
County 
Honolulu 
Honolulu 
Hawaii 
Hilo 
Maui 
Kalawoa 
Kauai 


81.3 2364 1,569 6,215) 
1963 1,784 7,198) 
-0239 882 3,088 


O116 1,057'4,195 


-0162 824 2,953 


39.8 
48.8 


23.6 -O117, 941 3,277 


Total Above 
Cities 2079 1,718 6,923 


Territory Total -2882 1 


Per Capita 


,373 5,252 


Per Family 


678 


the mainland. Americans interested in new markets in 
Alaska, Puerto Rico or Hawaii must understand the prob- 
lems that are peculiar to each of these territories. 


HAWAII 


The Hawaiian Islands are situated about midway be- 
tween America and Asia, with Honolulu about 2,400 miles 
from San Francisco. This distance the 


enormous from 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES-- 1952 
ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars add 000 
Dollars 


Buying Qual- 
add 


Power ity 
Quota In- 
dex 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Food Mase. 


343,081 
100,196 
49,788 
32, 306 


34,943 


-2097 3,885 
1835 
0304) 2,766 
O198 


0214, 2,751 


4,798 
2,871 
17,948 
9,396 
13,730 


41,165 
37,534 
8 866 
$3,326 
8,578 


18,248 
17,122 
3,008 
2,363 
1,627 


48 , 256 
42,465 
11,048 
10,860 
5,247 


-2256 101 
. 1857, 114 
0291 
0150 
-0203 
21,906 


-0134 2,639 6,625 7,092 


4,494 


2033 102, 267 40, 860 53,325 


69,045 


-2749, 3,530) 153,101 


449,718 65,701 


922 314 


1.202 


135 
516 


142 
542 
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Q. How Long Should A Man’s Legs Be? 


LINCOLN’S CLASSIC RETORT TO THE QUESTION WAS: 


A. “Long Enough To Reach The Ground.” 


Q. How Big Should Newspaper Circulation Be? 


A. Big enough to adequately reach the able-to-buy 
families who normally buy within the geograph- 
ical confines of a metropolitan area. 


The Honolulu Market Is Adequately Covered Without 
Waste By The Concentrated Circulation Of 


TheHonohilua 6D Advertiser 


(_t away Term 


HONOLULU'S ONLY MORNING & SUNDAY NEWSPAPER 365 DAYS A VYEA® 


HONOLULU (ISLAND OF OAHU) STATISTICS 
Populotion 11/52 326.953 
Earned Wages (195! $362,795.226 
No. of Wage Eorners 165.142 hes 44,590 (91.3%) of its total Doily Circulation ond 55.630 (93.7%) of its 
Wage Eorners over $1000 yr 104.074 Sundey Circulotion (3 3) 52 ABC) concentroted in this eble-te-buy merket 
Wages over $1000 year $340 372,471 


IT'S A FACT. The Henelulu Merket (Islond of Ochu) consists of eppreximetely 
46828 families with greater thon subsistence incomes. The Honelulu Advertiser 


it isn't necessery te buy lerge weste circvletion te the neighboring islends 
Average Wage under $1000 yeor $ 367.18 
Est. Families (Avg. of 44 persons 74.307 
Actual Family Units (8d of Health 68.600 nelulu Merket 


é 


(reeched enly by plone) te « ly ond lly cover the rich He 


Represented Nationally by THE KATZ AGENCY, INC., New York, Chicago, San Francisco, Detroit, Los Angeles, Kansas City, Dallas, Atlante 


mainland has nowadays been narrowed by regular airline rhe climate and the Oriental origin of the bulk of the 
traffic, but this fact still is a dominant market characteristic population encourage a native mode of dress running to 
of the territory. Thus, the relatively high freight cost on straw slippers and lightweight cotton garments, and a 
mainland goods gives rise to a high price and wage struc diet which emphasizes fish and marine products and 
ture. Indeed, it will be noted that Hawaiian per family vegetables. The Japanese, who are the largest single 
income and per family sales ratios rank favorably with ethnic group (about 185,000), constitute a large market 
those of the mainland. for example, for the sale in grocery stores and supe: 
Another explanation for the high per family income and markets of a wide range of specialized canned goods and 
sales ratios is to be found in the extremely high ratio of vegetables, fishcakes, beancakes (Topu), ete. 
persons per family. Non-Caucasians, making up about five The Hawaiian economy is predominantly agricultural 
sixths of the total population, have an average family size with intensive cultivation possible because of the excellent 
of about five persons. The climate is extremely mild, with water supply and climate. In addition to the rapidly 
a temperature ranging between 58 and 74 degrees in the fluctuating civilian payroll of the armed forces (nearly 
winter and between 64 and 80 degrees in the summer. $100 million in 1952), the largest industries are sugar 
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production (about $140 million in 1952), pineapple pro 
duction (about $100 million in 1952) and tourism ($45 
million in 1952). With the help of the airlines, the last is 
the most rapidly growing industry; 75,000 vacationers 
visited the islands in 1952 as compared with 25,000 in 
1940. The result is a continuing construction boom, par 
ticularly in the Waikiki district of Honolulu, with a rapid 
increase in hotel and other tourist facilities. 

Felevision came to Hawaii in 1952, with the first of 
several stations going on the air in November. Sales of 
television sets are already appreciable and may run to 
as much as $30 million worth in 1953. 

Population, which boomed tremendously during the 
war, is now declining somewhat, reflecting some outmigra- 
tion in excess of the extremely high birth rate. Economic 
activity in 1952 however, reached record levels with 
respect to both sales and income, The income of Hawaii 
is now greater than that of five of the United States, 
thereby underlining the Hawaiian bid for statehood. In- 
deed, the sheer dollar magnitude of Hawaiian trade justifies 
the growing practice of considering Hawaii as part of our 
domestic market, to be serviced from a district head 
quarters on the Pacific coast rather than the Export 
Department. 


\ LASK A 


Che magnitude of Alaskan expansion during the war and 
post-war years has turned out to exceed the expectations 
of even the most ardent of the local Alaskan boosters. 
Recently released Census of Population reports have estab 
lished that the population gain since 1940 is over 75%, 
far greater than that of any other state or U. S. territory. 

A large proportion of this population gain is accounted 
for by the return of veterans and wartime workers, plus 
men attracted by high wages offered in the continued con- 
struction of defense facilities. However, in relation to 
Alaska’s vast geographical spread (about one-fifth of the 
size of the U. S.), this huge percentage gain in population 
merely brings its population density up to 20 persons per 
100 square miles, as against an average for the U. S. of 
about 5,000 persons per 100 square miles. 

Active military operations and defense construction of 
vreat magnitude continue to maintain income and sales in 
Alaska at extraordinarily high levels. Military expenditures 
in Alaska are not publicized, although the U. S. Army 
Corps of Engineers listed about $200 millions worth of 
military construction, to be expended in 1952 and 1953, 
mostly in the Anchorage, Fairbanks, Kodiak and Big Delta 
reas 

Per capita income and per capita sales levels are fat 
greater than those of the United States, in part because of 
high transport charges on imports. Freight rates to Alaska 
ire particularly high because of the lack of southbound 
cargo during the greater part of the year. Yet Alaska has 
i favorable balance of trade with the United States in that 
its exports consistently exceed the value of its imports. 

The character of Alaskan retail trade can be best indi 
cated by a comparison with the U. S. based on the 1948 
Census of Business. See table on this page. 

As can be expected from the high proportion of un 
married males in the Alaskan labor force, receipts of eating 
ind drinking places in comparison with U. S. standards 
are of far more relative importance than sales of food store 
outlets. The greater emphasis on general merchandise in 
Alaska reflects the importance of general stores and trading 
posts which handle the entire range of retail commodities. 
[he smaller emphasis on hard goods is also easily under- 
standable. A large proportion of Alaskan dwelling units 
are of an institutional character—hotels, boarding houses, 
labor construction camps, barracks, etc., which accounts 
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Percentage of 
Total Retail Trade 


Alaska US. 
Total 100.0% 100.0% 


Type of Outlet 


Food 19.5 23.7 
2 


oo 


Eating and Drinking 

General Merchandise and General 
Stores 

Apparel 

Furniture-Home Furnishings and Ap- 
pliances 

Automotive 

Gasoline 

Lumber-Building-Hardware 

Drug and Proprietary Stores 

All other 
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for the small percentage of sales of home furnishings and 
appliances. In general, too, Alaska would be a far greater 
consumer of hard goods if it were not for the problem of 
maintenance of service for such items as cars, stoves, wash- 
ing machines, etc. Manufacturers who are willing to con- 
sider the special problems of Alaskan consumption and can 
furnish such hard goods geared to the climate and requir- 
ing little servicing can easily dominate the Alaskan mar- 
ket, for the price of a product is of relatively little im- 
portance here. 

It must be noted, however, that at present a large part 
of Alaskan sales are handled through a small number of 
Seattle wholesalers and also through direct mail orders. 
Since income levels and savings are very high, Alaskans 
are good prospects for consumer goods of sufficient value 
to bear the cost of transport. 

Marketing men should rid themselves of the widespread 
notion that Alaska is a vast frozen waste offering only the 
most rigorous of living conditions. The average January 
temperature in Anchorage, Alaska’s largest city, is 11 de- 
grees above zero. Except for Fairbanks, almost all other 
towns have even milder winters. Tourists going to South- 
eastern Alaska require the same type of clothing worn in 
New York or Seattle. 

Most economic activity in Alaska is heavily seasonal 
which is today almost wholly confined to the months of 
April through October. But this is due to the nature of its 
principal industries rather than to climatological factors. 
Thus, Alaska derives about $140 million in annual pro- 
ceeds from its extensive fish canning and processing indus- 
trv, in which salmon canning is most important. Since the 
other major industries—farming and mining—are also highly 
seasonal, Alaska’s labor requirements reach a very marked 
peak in the summer months. A small proportion of its labor 
force is in fact made up by single transients, many of whom 
may not even be included in the population total, and who 
return to the United States periodically. The high propor- 
tion of single men (some are brought up in connection 
with short-term construction projects) accounts for the 
very small average size of family in Alaska. And, of course, 
aside from the native Eskimos and Indians, who make up 
about one-third of the population, the proportion of women 
to men remains low, but is increasing steadily, with the 
development of “family” life and the rise in the number 
of permanent residents. 


PUERTO RICO 


In contrast to Alaska, Puerto Rico, with 66,000 inhabit 
ants per 100 square miles, is one of the most densely 
populated rural areas of the world. This population density 
makes the Puerto Rican market quite attractive in terms 
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PRINCIPAL CITIES OF PUERTO RICO AND ALASKA 


Population Families Retail Sales Mean Temperature 
1/1/53 1/1/53 1952 (Degrees Fahrenheit) 
( Thousands) 


Puerto Rico 
San Juan 
Rio Pedras 
Ponce 
Mayaguez 
Arecibo 
Caguas 


Alaska 
Anchorage 
Fairbanks 


Juneau 
Ketchikan 


Thousands (Mil. January 


57.2 
31.2 
26.5 
19.2 
16.1 

13.0 


of quantity, but far less so with regard to quality. Indeed, 
its rapidly growing population represents Puerto Rico’s 
most important economic problem, for the Island’s indus 
trial and natural resources can not support so large a popu 
lation at a standard of living comparable to the mainland’s. 

Our beneficial influence on the Island is discernible in 
many ways, particularly in progress made in education and 
public health. Literacy has increased from 23% in 1900 to 
76% in 1950, surpassing standards set for almost all of 
Latin America. (Note that 37% of all Puerto Ricans speak 
English.) Similarly, the death rate has been reduced from 
31 per thousand in 1900 to about 10 per thousand today, 
equal to that of the United States. But since the birth rate 
(41 per thousand) still ranks among the world’s highest 


ECONOMIC AND MARKET HIGHLIGHTS FOR 
ALASKA AND PUERTO RICO, 1952 


Alaska Puerto Rico 
Population, January 1, 1953 (th. 136.0 2,275.0 
% of U.S.A. .0865 1.4476 
Families, January 1, 1953 (th.) 49.0 475.0 
Net Effective Buying Income (mil. $) 201.0 780.0 
% of U.S.A. 0866 3360 
Per Capita Income $1,478 $ 343 
Per Family Income $4,102 $ 1,642 
Retail Sales (mil. $) 415.0 
% of U.S.A. 
Per Family Sales 
Food Store Sales (mil. $ 
Gen'l. Mdse. Store Sales (mil. $) 
Furn.-House.-Radio Store Sales (mil. $ 
Automotive Store Sales (mil. $) 
Drug Store Sales (mil. $ 
Buying Power Quota 
Quality of Market Index 


the rate of national increase is particularly rapid, although 
in recent years, it has been offset by a heavy annual 
emigration of about 50,000 persons to the United States. 
However, the bulk of this emigration has consisted of men 
in the most productive age groups, and an indefinite con 
tinuation of such a trend can create serious shortages in 
the future Puerto Rican labor force. 
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Puerto Rico’s lack of industrial self-sufficiency makes the 
Island a favored market for the entiré range of American 
goods, from food to automobiles. However, a dispropor- 
tionate share of the Island’s imports go for food, which 
makes up 34% of the retail trade total. 


Population, 1950, of other American Territories 


( Thousands) 
Guam 59.5 
Canal Zone 52.8 
Virgin Islands 26.7 
American Samoa 18.9 


The great weight given to food in the Puerto Rican 
budget is, of course, related to its low per capita income 
of $343, which is less than half that of Mississippi, our 
lowest-income state, though far higher than most of its 
Caribbean neighbors. 

The government drive to attract new industries in ordet 
to lessen its dependence on sugar production is beginning 
to show results. The need for industrialization is under 
scored by the fact that Hawaii produces as much sugar as 
Puerto Rico (1,000,000 tons) with only one-fifth as many 
sugar workers. 

Puerto Rico offers American manufacturers a ready sup 
ply of government trained workers with a unique exemp- 
tion from tax payments to either Puerto Rico or the United 
States for a period of twelve years. Accordingly, in recent 
years, over 200 U. S. plants have been established here 
to take advantage of the favorable tax and labor situation, 
including for example: Sylvania Electric (electronics) 
Textron (textiles), Charms, Inc. (candy), Papermate, Inc 
Joyce (men’s shoes), and Univis Lens 
Co. (optics). In order to qualify as a tax-free industry, a 
company must be in a field which never existed on the 
island prior to 1947 or fit into one of forty-two special 
categories (ranging from hotel operation to cigar manu 
facture) which the government wishes to encourage. In 
terested manufacturers looking for new plant sites should 
consult with the Puerto Rican Economic Development 
Administration at 600 Fifth Avenue, New York 19, N. Y. 
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NATIONAL MAGAZINES 


Maclean's 

Chatelaine 

Mayfaer 

Canadian Homes and Gardens 


Bride’s Book (twice a year) 
Book of Homes 
Home Decoration 


BUSINESS ANNUALS 


Business Year Book 
Survey of Industrials 
Survey of Mines 
Survey of Ouls 
Dwectory of Directors 
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BUSINESS NEWSPAPERS 


The Financial Post 

Bus and Truck Transport 

Canadian Advertising 

Canadian Aviation 

Canadian Automotive Trade 

Canadian Grocer 

Canadian Hotel Review and Restaurant 

Canadian Machinery and Manufacturing News 

Canadian Paint and Varnish Magazine 

Canadian Packaging 

Canadian Printer and Publisher 

Canadian Shipping and Marine Engineering 
News 

Canadian Stationer and Office Equipment 
Buyer 

Canadian Trade Abroad 

Civic Administration 

Drug Merchandising 

Fountains in Canada 

General Merchant of Canada 

Hardware and Metal and Electrical Dealer 

L’Epicier 

Le Prix Courant 

Men’s Wear of Canada 

Modern Power and Engineering 

Painting and Decorating Contractor 

Plant Administration 

Sanitary Engineer, Plumber and Steamfitter 

Style 


TO SELL IN CANADA 


Let your copy be Canadian; written by Cana 
dians; addressed to Canadians. Put your good 


Canadian copy in a good Canadian publication. 
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The Canadian 
Market Section 


rhe year 1952 was in many ways 
Canada’s best year in a post-wat boom 
period that has smashed all records. 
Piled on top of the continued exploi 
tation of Canada’s rich mineral re- 
sources, industrial output, consumer 
demand and farm output continued 
to set new records. Canadian activity 
again paralleled that of the United 
States, as it has for so many years, but 
as is characteristic of the post-war 
period, it has topped the United States 
gain in almost every economic sector. 
Here's a comparison of Canada’s 1952 
gains over 1951 with those of the 
United States. 


Percentage Change 
1952 over 1951 


Canada US. 
Labour Income + 12% +7% 
Total Personal Income ' + 6% 
Disposable Income 4 + 4% 
Gross National Product +5% 
Cost of Living +2% 
Industrial Output +0% 
Retail Trade +-4% 
Food Store Sales +6% 
General Merchandis: 4.3% 
Furniture-House Furnish 
ings-Radio +3% 
Automotive +-1% 
Drug Store Sales +4% 


The Capital Investment Boom 


An extraordinarily high level of 
capital mvestment has been and con- 
tinues to be the key to the post-war 
Canadian boom. In the past seven 
vears Canadians have set aside $25 
billion, or 20% of total output for new 


investment, and in 1952 alone in- 
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Population, Retail Sales, Net Effective Buying 


Income for 


vestment totaled over $5 billion or 
22% of total output. Americans ac- 
count for a sizable portion of Cana- 
dian investment, averaging over one 
billion dollars per year. While the 
main emphasis is still on the develop- 
ment of natural resources, industry 
also comes in for a handsome share. 
American investment interest centers 
chiefly on oil, iron ore, newsprint, alu- 
minum, lumber, cobalt, 
copper, ete. 

As basic as the capital development 
program is the fact that Canadian 
population is growing at the rate of 
3% per year (about twice the U. S. 
rate), and will go over the 15 million 
mark this year. This underlines the 
growing interest on the part of Ameri- 
can business in Canada as a market, 
not only for investment but as a 
source of demand for the entire range 
of consumer goods and services re- 
quired by a rapidly growing country 
enjoying high living 
standards, 

That American marketing men are 
becoming increasingly interested in 
Canada can be judged from the grow 
ing number of inquiries on Canada re- 
ceived by our Research Department. 
We have, therefore, taken great pains 
to make our special Canadian Section 
as useful as possible to our American 
subscribers now operating in Canada 
(with or without a Canadian manu- 
facturing or assembling plant), and 
to our Canadian subscribers who wish 
to apply the same yardsticks of market 
measurement which SALES MANAGE- 


lead, zinc, 


income and 


Provinces, Counties and Cities 
MENT has developed for the States 
since 1929, 

The same methods and techniques 
which have made it possible to meas- 
ure changes in U. S. A. Potential, 
Retail Sales and Income with a degree 
of accuracy exceeding 95% have been 
applied to Canada by the magazine's 
Research Department, the staffs of 
Market Statistics, Inc., and Interna 
tional Business Machines Corporation. 

This year, as in the past, we have 
enjoyed the benefit of consulting with 
various statisticians and officials of the 
Dominion Bureau of Statistics on the 
accuracy of our estimates for all of 
Canada amd the provinces particularly, 
and in some instances on our esti 
mates for county and metropolitan 
areas. In this connection, our special 
thanks go to J. L. Forsyth, Acting 
Director of the Census Division; F. H 
McCoy, Information Services Division; 
J. C. Brearley, Asst. Chief, Merchan 
dising and Services Section; and S. A 
Goldberg, Director of the Research 
and Development Division, all of the 
Dominion Bureau of Statistics. 


Population Estimates 


Our estimates of “families” for Can 
ada follow the United States Census 
Bureau definition of the family as a 
“private household.” It thus includes 
all the persons who occupy a house, 
an apartment, or other group of rooms, 
or a room that constitutes “separate 
living quarters.” It includes the re 
lated family members, and also the 
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look 
to 

the 
leader 


you make or break 
your schedule here in 
B.Cos biggest listener 
area — the 


where 980 dominates 
urban skyline and air- 
lanes alike. You need 
"WX — the figures be- 
low prove it — they're 
sales figures, too! 


STUDY No. 5, 1952 


Radio Total Weekly 6-7 
Station BBM 
CKWX day 197,510 
night 189,200 
No.2 day 188,900 
night 180,120 
No.3 = day 178,440 
night 203,630 


No.4 day 134,890 
night 129,320 


Most People 
e}° é 
* 


in British Columbia 


117,060 
86,070 
78,060 
51,610 
$3,410 
83,310 
71,100 
61,900 


per Week 


unrelated persons, if any, such as 
lodgers, servants or hired hands, who 
share the living quarters. A person 
living alone, or a group of unrelated 
persons sharing the same living accom- 
modations as partners, is counted as 
a household. 

With one exception, the civil units 
in Canada are the same as those in 
the U. S. A., the exception being in 
Manitoba, Saskatchewan, Alberta and 
British Columbia where there are no 
county names. Instead, each province 
is divided into divisions, which are 
synonymous with counties, and read- 
ers who wish to prepare market maps 
of these provinces should request de- 
tailed outline maps from the Dominion 
Bureau of Statistics, Ottawa, Ontario. 

The cities shown in the Survey are 
those which in the official Dominion 
Census of 1941 had retail sales volume 
of $4 million or more. Canada, despite 
its vast geographic size, has a far 
more concentrated population than the 
U.S. A., and this cuts the cost of sales 
and advertising. Sales organizations 
which want to do an intensive local 
advertising and promotion job can 
concentrate in Canada’s 88 largest 
cities, which account for 70% of the 
retail sales volume; whereas in the 
U.S. A. the 502 largest cities account 
for only 62% of the retail] sales. 

Counties are listed in alphabetical 
(Western 
Provinces) and cities are indented un- 
der the counties of which they are a 
part, with city figures shown in con- 
trasting light-face type. Because part 


order numerically in the 


of Canada is French speaking, a col 
umn is provided under “Population” 
for the percentage of population (ac- 
cording to the 1951 Census) which is 
of French origin, i.e., persons speaking 
French only, or French and English. 
Many marketing authorities agree that 
the two groups should be added _to- 
gether and considered as the segment 
of the which can be 
reached most effectively by use of 


population 


the French language. 


Retail Sales 

Our estimates of retail sales for 
1952 will appear a few months prior 
to the release of preliminary results 
of the 1951 Canadian Census of Re- 
tail Trade, and are therefore offered 
with some degree of trepidation. To 
the question of how well will ou 
estimates check with the Census re- 
sults, we can only point to our ex- 
perience with the result of the 1948 
Census of Retail Trade for the U. S. 
There again our estimates, published 
prior to the release of Census results, 
had been based essentially on a nine 
vear projection of Census “bench 
mark” data. Our estimates turned out 


to be accurate enough for marketing 
purposes. (See “How Good is the 
SALES MANAGEMENT Survey of 
Buying Power?”—SaLes MANAGEMENT, 
July 15, 1950). The county and city 
projections of retail sales proved to be 
subject to an average annual error of 
less than 1%. A much higher order of 
accuracy applied to the estimates for 
metropolitan areas, states and for the 
nation as a whole. In fact, our U. S. 
estimate of total retail sales for 1948 
was $130.6 billion as compared with 
the later Census figure of $130.5 
billion. 

While we can’t be sure that the mar- 
gin) of error on our Canadian estimates 
will be correspondingly small, we are 
very hopeful, for the techniques em- 
ployed on the Canadian Survey dupli- 
cate those of the U. S. Survey. 

In addition we have had the benefit 
of working with the D.B.S. in estab- 
lishing current retail sales estimates 
for provinces, whereas in the U. S. 
the Department of Commerce is not 
required to maintain current retail 
sales data on a state level. 

SALES MANAGEMENT then broke 
these provincial estimates down by 
counties and cities by methods which 
are based partly on projections from 
the 1941 Census and partly on spe- 
cial studies in leading counties and 
cities, and on changes in population, 
bank debits and tax receipts. 

The groupings of the five store types 
are those used by the Dominion Bu- 
reau of Statistics and are precisely the 
same as those used by the Bureau of 
the Census in Washington. Food in- 
cludes all stores selling food primarily 
markets, delicates 
sens, candy ang dairy stores) ; the Fur- 
niture-Household-Radio includes fur- 
niture, drapery, curtain and household 
furniture stores, household appliance 
dealers, radio and musical instrument 
stores. Drugs include sales of drug 
stores only. Automotive sales cover 
outlets classed as “vehicle dealers,” 
handling used and new cars, plus 
parts. 


(groceries, meat 


Net Effective Buying Income 


The first column under this heading 
shows in thousands of dollars the Net 
Effective Buying Income (after pay- 
ment of income from all 
sources such as salaries, wages, divi- 
dends and entrepreneurial income, in- 
cluding farm income. 

The Dominion Bureau of Statistics 
provided SaLes MANAGEMENT with 
estimates of personal income (before 
taxes) for Canada and the provinces 
(including Newfoundland) for 1950 
which were then projected to 1952 
and distributed among the various 
counties and cities according to a for- 
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taxes ) 


Bank Puts Faith 
in Young Canada 


H. L. Enman, president of the Bank of Nova Scotia, holds the original painting of the 
illustration on the bank’s 1953 calendar, as Fred J. Chalk, president of the Boy Scouts 
Association, prepares to hang it in Scout headquarters here. Painted by Fred Finley, of the 
Ontario College of Art, the picture was presented by the Bank of Nova Scotia as a tribute 
to the part young Canadians are playing in the growth of their nation. The salute to the 
Boy Scouts this year is second in a series of calendars exemplifying the bank’s slogan 


haa customers are loyal friends, 
your business keeps them longer 

. and grows. But how to win this 
loyalty, and win it early enough to 
pay long-term dividends? 

This was the question faced by 
The Bank of Nova Scotia, a Bank 
like many another business 
with 


intent 
on keeping pace Canada’s 
rapid post-war growth. 

Was not the very fact of Canada’s 
“growing-up” the clue? What if The 
Bank of Nova Scotia were to go into 
partnership with the young people 
who would be guiding Canada’s des- 
tiny—and using banking services 
in the future? 

To do this, BNS aimed a public 
relations program directly at the 
youth of the community. 

A Canada-wide essay contest 
among high school children on the 
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“Your partner in helping Canada grow 


(Reproduced from the editorial columns of the Toronto Telegram) 


It Won Friends for the Future... 


subject of ““The Bank as a Partner 
In My Community” brought floods 
of mail. The Bank’s 1952 calendar 
depicted a young girl violinist. The 
1953 calendar depicted a typical Boy 
Scout scene. The 1953 magazine cam- 
paign features extracts from the 
prize-winning essays. The newspapers 
are carrying both news and commen- 
datory editorials on The Bank’s 
recognition of youth. Deposits from 


youngsters are rising. The Bank’s 


slogan “‘Your Partner in Helping 
Grow” new 
meaning among those who will be 
guiding Canada’s destiny —and using 


Canada is taking on 


Bank services— tomorrow. 

J. Walter Thompson believes that 
every leading organization in the 
country can find and promote success- 
fully some particular project which 
will not only benefit the community 
generally but benefit its own busi- 


ness specifically. 


J. WALTER THOMPSON COMPANY, LIMITED 


Dominion Square Building, Montreal 


and 


Temporary address: 66 Temperance Street, Toronto 


Montreal * Toronto * London * Sydney * Melbourne * Cape Town * Johannesburg 


Bombay * Calcutta * New York * Chicago * Detroit ¢ Hollywood ¢ Los Angeles 
San Francisco * Buenos Aires * Rio De Janeiro * Sao Paulo * Santiago * Mexico City 
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mula originally devised in 1929 for 
estimating income for similar U. S. A. 
civil divisions. 

The county and city figures—just 
as in the case of similar figures for 
population and retail sales—are further 
refined to show percent of Canada. 
Still further refinements are the per 
capita and per family income figures, 
straight arithmetical computations de- 
rived by dividing total net Effective 
Buying Income by the number of in- 
habitants and the number of families. 


Sales-Advertising Controls 


he next to the last column, “Buy- 
ing Power Quota,” is based upon a 
comparable column in the U, S. A. 
section which is widely used in setting 
sales quotas and allocating advertising 
appropriations. 

The last column, “Quality of Market 
Index” is a measure of the purchasing 
ability of each county and city, as 
compared with the 
constructed by dividing the percent of 
Canada potential by the percent of 
Canada population. The Dominion is 


Dominion. It is 


100. This column is designed 
especially for sales and 


the base, 
advertising 
executives who are considering inten 
sive campaigns in a selected list of 
above average cities. 
and cities which have 
an index figure markedly higher than 
the Dominion (100) are likely to be 


counties and 
Those counties 


the ones where intensified promotional 
campaigns should bring the 
returns, provided, of course 


greatest 
that the 
percent of Canada potential column 
shows that they are 
from the standpoint of quantity. 


important also 


Metropolitan Area 
Definitions for Canada 
Marketing men have long been 
seeking a workable metropolitan area 
Canada that would help 
focus attention on the relatively small 


concept for 
number of urban areas that account 
for the bulk of Canada’s marketing 
activity. In connection with the 1951 
Canadian Census of Population, the 
Dominion Bureau of Statistics has 
taken a step in this direction by issu 
ing population data for thirty-one offi 
cially designated “Census Metropoli 
tan Areas.” 

The Bureau confined itself initially 
to fourteen of the larger cities of Can- 
ada which have well-defined satellite 
communities in close economic, geo- 
graphic and social relationship to the 
city proper. Population data are avail 
able for these areas not only for 1951 
but also for 1941. 

In connection with the new Census 
of 1951, however, the D.B.S. estab 
lished analogous “metropolitan” area 
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definitions for an additional seventeen 
cities for which “there are adjacent 
areas with urban characteristics and 
in which the population of the central 
city is over 25,000.” Unfortunately, 
the D.B.S. omitted from its designa- 
tion of these additional urban areas the 
cities of Regina and Saskatoon, both 
of which have populations over 50,- 
000, on the grounds that these cities 
“did not have well-defined satellite 
communities.” Nevertheless, any list- 
ing of Canadian metropolitan areas 
would certainly be incomplete with- 
out these two cities, so we have in- 
cluded — in our tabulations. 

There however, a more funda- 
mental difficulty impeding the use of 
these metropolitan area definitions 
which American marketing men can 
comment upon out of their own ex- 
perience. And the difficulty is simply 
this: the definition of the boundaries 
of the satellite areas follow a popula- 
tion density contour, and therefore 
cut across ‘corporate, municipal and 
county lines. These definitions are 
similar in concept to the “metropolitan 
districts” of the 1940 United States 
Census, which were composed of 
minor civil divisions in and around 
cities of more than 50,000 inhabitants, 
having a population density of 150 
persons per square mile. In making up 
these districts is was sometimes de 
cided to include a few less densely 
populated civil divisions on the basis 
of special qualifications and in other 
Cases only a portion of a minor civil 
division was included if the division 
had a large area and the principal 
concentration of population was in a 
small section in or near the central city, 
with the more remote sections being 
sparsely settled. In such cases, the unit 
considered was not the minor civil 
division but component enumeration 
districts. A metropolitan district was 
thus not a political unit but rather an 
area including all of the thickly settled 
territory in or around a city or group 
of cities, and tended to be a more o1 
less integrated area with common eco 
and often, but not al 
interests. 


nomic, social, 


wavs, administrative 

However, it was this lack of ad 
ministrative interests - sp »wroved to be 
the Achilles heel of the definition. In 
the years since the 19 0 metropolitan 
districts were established, there has 
been very inthe if any major marketing 
use made of these district definitions. 
The reason is that the boundary defi- 
nitions were so complicated and de- 
tailed that it proved impossible to se- 
cure sales data for these areas without 
investing a huge research effort. Con- 
sequently, these essentially unwork- 
able metropolitan district definitions 
were soon scrapped and replaced by 
a metropolitan county area concept 


which in the United States has proved 
to be quite successful. 

The general concept adopted is one 
of an integrated economic unit with 
a large volume of daily travel and 
communication between the central 
city and the outlying parts of the area. 

The application of these principles 
has finally yielded 165 metropolitan 
areas in the U. S., defined along coun- 
ty lines, which have been enthusias 
tically and universally accepted by 
marketing experts, distributors, adver- 
tising manufacturers, etc. 

. for the comparison of sales per- 
formance in the key markets of the 
United States. 

Now, in passing over from the met- 
ropolitan district concept to the metro- 
politan county concept, it was fre- 
quently found necessary to include 
large land areas, frequently sparsely 
settled, which would not really be 
regarded as urban in character. Yet, 
it was felt that the distortions intro- 
duced in the final data were not great 
enough to outweigh the advantages 
growing out of the use of the simple 
county definition, 

Over the past year, the SaLes MAn- 
AGEMENT research staff has been con- 
sulting with various Canadian market 
ing experts on the advisability of es- 
tablishing metropolitan area definitions 
for Canada that would follow county 
lines. Enough interest (along with 
some skepticism) was expressed for 
us to decide to go ahead. Accordingly, 
we present in the table on the opposite 
page our definitions of 33 major Cana- 
dian metropolitan areas, defined on 
county lines, with 1952 population 
estimates, as contrasted with the offi 
cial D.B.S. definition. 

In only four areas (Montreal, Que 
bec, Ottawa and Winnipeg), was it 
necessary to include counties other 
than the parent county. By and ie % 
with the exception of St. John, N N. B., 
the population totals included in the 
metropolitan county areas are greater 
than those of the metropolit in areas 
as defined by the D.B.S. 

The largest divergence occurs with 
respect to Victoria, for which the 
county definition (Division 5 in B. C.) 
covers about twice as many people as 
are in the D.B.S. definition of the 
Victorial metropolitan area. 

It must be noted that these county 
definitions are offered with great cau- 
tion, for there are some difficulties in- 
volved in their use. County lines in 
Canada are in some cases drawn in 
a rather perverse way, from the stand 
point of their use as_ self-contained 
market areas. For example, county 
lines in Quebec on the north shore of 
the St. Lawrence River are long nar- 
row ots running north of the river. 
Thus, the county of St. Maurice in 
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agencies, 


ls it your job to sell to Canada’s 
MARKETS IN THE MAKING? 


Dominion of Canada 


SUMMARY OF ALL PROVINCES 


PROVINCES RETAIL SALES PERCENT OF STAR WEEKLY PERCENT 
1952* CANADA CIRCULATION** | COVERAGE 


1,323,756,000 11.3831 92,631 29.6 
918,204,000 7.8957 78,321 32.4 
736,032,000 6.3292 45,738 21.5 
690,132,000 5.9345 40,176 21.7 

4,345,098,000 37.3638 507,559 46.0 

Quebec 2,691,474,000 23.1442 64,664 32.0 

New Brunswick 270,852,000 2.3291 20,745 24.8 

Nova Scotia 475,617,000 4.0898 28,453 19.4 

Prince Edward Is 46,887,000 .4032 3,279 16.4 


Newfoundland 131,105,000 1.1274 6,937 8.9 
ware ; ee *Sales Management 1953 Edition **Star Weekly Circulation Issue of Sept., 1952 34.8% 


ga It’s a changing, challenging picture that faces 
you in Canada today—fastest-growing land on 
Your No. ] earth! But advertisers who know Canada, 
know one thing has not changed! And that is, 
The Star Weekly’s leadership in covering al] 
A l | os CA N A DA English-speaking Canada at lowest cost. The 
chart above tells its own story: where the most 
money is spent, The Star Weekly is most read. 


Ad es No other single publication in Canada is bought 
vertisi ng by so many Canadians on the newsstands, in the 


drug stores, from carrier boys. Readership 
* 
medium 


built Star Weekly /eadership. 


Published at 80 King Street West, Montreal Office: University Tower 
Toronto, Canada U.S. Representatives: Ward-Griffith Co. Inc. 


MAY 10, 1953 


Still “Ringing the Bell” 


In 1951, that up-and-coming French farm 
monthly La FERME showed a greater increase 
in advertising linage than any other farm pub- 
lication in Canada. In 1952, La FERME repeated 
this achievement . . . again led its field in linage 


gains. 


On top of that, it gained the largest number of 
new advertisers of any Canadian farm publica- 
tion. Today, over 96% of all Canadian national 


La FERME? 


advertisers who use farm media use La FERME. 


That’s the way the French farm family market 
of Eastern Canada, and La FERME, look to the 


considering eyes of an impressive number of 
very shrewd advertising and marketing people. 


Income of these French farm families has been 
running around $600 million per year. And you 
can’t reach them through English or urban 
media. May we tell you more about them—and 


fa ¥ERME 


1236 Crescent St., Montreal 


UNiversity 6-7321 


Expert translation of ads for La FERME, free. 
Equally expert translation of folders, catalogues, 
direct mail, at reasonable rates. 


cludes the two separate areas of Shawi- 
nigan Falls and Trois Rivieres. Much 
of the trade in the latter city is asso- 
ciated with part of Champlain Coun- 
ty and Nicolet County across the St. 
Lawrence. Subsequent examination by 
Canadian marketing experts might re- 
sult in the inclusion of Nicolet County 
along with St. Maurice County as the 
metropolitan area for the multiple 
city market of Shawinigan Falls-Trois 
Rivieres. 

Another difficulty is found in the 
definition of the Winnipeg market as 
including all of Division 6 (Manito 
ba), which means the inclusion of 
nearly 30,000 persons in the rich farm- 
ing areas of the Portage Plains and the 
Red River Valley. Similar difficulties 
affect other metropolitan areas where 
the use of county lines requires de 
parture from a strictly urban concept. 
Whether or not these departures are 
considered too large can be ultimately 
inswered only by Canadian marketing 
experts. We offer these definitions 
principally to stimulate thinking on the 
part of Canadians on a vital marketing 
problem. We can say this, however, 
that these Canadian county definitions 
Americans 
familiar with the usefulness of the 
concept and who wish to assemble 
Canadian data comparable to what is 
ivailable for the U. S. 

One final point should be stressed. 
If the D.B.S. metropolitan area defi- 
nitions are to have any marketing use 
it all, it will be necessary for the Bu- 
reau to make available for each area 
the full range of retail and wholesale 
trade data collected in the 1951 Cana- 
dian Census of Retail and Wholesale 
rade. At present, however, Bureau of 
ficials plan to release such data merely 
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will probably be used by 


for the dozen largest areas. This fact 
alone will make it impossible to eval- 
uate the market characteristics of the 
other metropolitan areas. And in such 
a case there would be no alternative 
to the use of metropolitan county 
definitions for marketing purposes. 


The Canadian Census Bureau's 
Case For Population 
Density Areas 


L. F. Forsyth, acting director of the 
Census Division of the Canadian Do- 
Bureau of Statistics, com- 
mented on the SALES MANAGEMENT 
proposal that Canadian marketing 
areas be defined along county lines 
as follows: ; 

“Whether this definition would serve 
the Canadian scene as well as it does 
in the U. S., | am not altogether sure. 
Possibly the following comments to 
elaborate on this may help to explain 
my point of view: 


minion 


“In Canadian censuses, as much in- 
formation as possible is now published 
on a county basis, and only very de- 
tailed tabulations such as individual 
occupational classes and the like are 
the exceptions. For this reason, it 
would be a very simple matter for 
users of census statistics to group the 
figures for the county or two compris- 
ing any of the areas you have de 
scribed to obtain the required data. 

“On the other hand, I feel there is 
a definite need in Canada for the con- 
cept of a metropolitan area along the 
lines we are presently using. However, 
I would like to see more simplified 
boundaries to the extent of eliminating 
‘parts’ of municipalities and to rede- 
fine some of the existing metropolitan 
areas on a more uniform basis. Census 


tabulations for the parishes, munici- 
palities, etc., comprising our metropol- 
itan areas are being carried out in the 
1951 Census to a greater extent than 
in any Census previously. It was not 
possible, however, to include the 
smaller cities in the detailed program 
for the 1951 Census, but there is no 
reason why this cannot be done in 
future censuses. 

“Perhaps the answer lies in the use 
of two sets of criteria, as I think there 
is room for both the ‘metropolitan 
area’ and the ‘marketing area’ concept 
in Canada. This may be the result of 
the fact that the counties and census 
divisions in Canada seem to be larger 
on the average than in the U. S., and 
otherwise do not lend themselves so 
readily for this purpose. One must beat 
in mind that the territorial units in 
Canada are not only larger as a rule 
but have smaller population than their 
corresponding U. S. counterparts. We 
feel that our municipalities and par- 
ishes, etc., are more comparable with 
the U. S. counties than the Canadian 
counties themselves. Thus it would 
seem that our metropolitan areas on 
their present basis are probably more 
comparable now with the U. S. than on 
the more extended ‘county’ basis. 

“Perhaps one or two examples will 
illustrate my views. The Metropolitan 
Area of Saint John is one I consider 
has well-defined boundaries at the 
present time. It consists of Saint John 
City, Rothesay Village, and the par 
ishes of Lancaster, Rothesay, Simonds 
and Westfield. The change to a ‘coun- 
ty’ definition would eliminate two rap- 
idly developing urbanized parishes 
with a high proportion of ‘city’ resi- 
dents in favor of two sparsely settled 
distinctly rural ones. I am sure that 
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Canadian Metropolitan Areas 
A Comparison of the DBS Population Density Definition and the County Definition 


DBS DEFINITION 


POPULATION 
in thousands 


METROPOLITAN AREA 
1951 


NOVA SCOTIA 
Halifax , 
Sydney-Glace Bay.. 


NEW BRUNSWICK 
Moncton 
Saint John 


QUEBEC 
Montreal 
Montreal Island 
Jesus Island (part 
Chambly (part 
Quebec 
Quebec City (part 
Levis City (part 
Sherbrooke 
Shawinigan Falls 
Trois Rivieres 


ONTARIO 

Brantford 

Fort William— Port Arthur 
Guelph 

Hamiltor 

Kingston 
Kitchener 

London 

Oshawa 

Ottawa 

Carleton (part 


7 eoocovwaeawneaon 


Hull (Quebec) (part 
Peterborough 
St. Catherines 
Sarnia 
Sault Ste. Marie 
Sudbury 
Toronto 
Windsor 


MANITOBA 
Winnipeg 
Div 


1) 


SASKATCHEWAN 
Regina 
Saskatoon 


ALBERTA 
Calgary 
Edmonton 


BRITISH COLUMBIA 
Vancouver 
Victoria 


NEWFOUNDLAND 
St. John’s. .. 67.7 


* Data net available ! Data from 1945 Census 
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Data for corporate limits only 


SALES MANAGEMENT DEFINITION 


POPULATION 
in thousands 


METROPOLITAN COUNTY AREA Estimates 
Jan. 1 1951 
1953 


NOVA SCOTIA 
Halifax 
Cape Breton 


NEW BRUNSWICK 
Westmoreland 
Saint John 


QUEBEC 

Total 3 Counties 
Montreal & 
Jesus Island 
Chambly 

Total 2 Counties 
Quebec 
Levis 

Sherbrooke 

St. Maurice 


ONTARIO 

Brant 

Thunder Bay 

Wellington 

Wentworth 

Frontenac 

Waterloo 

Middlesex 

Ontario 

Total 2 Counties 
Carleton 
Hull (Queb« 

Peterborough 

Lincoin 

Lambton 

Algoma 

Sudbury 

York 

Essex 


N=$@ @nN@ONON 
ee Ss. Pe 


to 


Reeuascaea 


MANITOBA 
Total 2 Divisions 
Div 
Division O 


SASKATCHEWAN 
Division 6 
Division 11 


ALBERTA 
Division 6 
Division 11 


BRITISH COLUMBIA 
Division 4 
Division 5 


NEWFOUNDLAND 
Division 1 


NNR NNN @ ON 


e 
o 


the buying habits of the 5,233 people 
(7% of the metropolitan area) in 
Rothesay and Westfield would be very 
different from the 1,393 residents of 
Musquash and St. Martin’s (2%) and 
distortions up to the foregoing percen- 
tages could result. I believe there are 
more serious ones in other cities, but 
this typifies the fact that not only the 
number of people are affected but the 
characteristics of the people are 
involved. 


“On the basis of a ‘marketing area’ 
I do not believe it would be too far 
afield to include both Kings County 
and St. John County. In this event all 
of these parishes would be included. 
However, while I believe the town 
of Sussex in Kings County, approxi- 
mately 40 miles from Saint John, 
might conceivably form part of its 
marketing area, I cannot see it a part 
of the Metropolitan Area of St. John. 

“The city of London is another ob 
vious example I have noted in passing 
over the list. I believe that by extend 
ing our present boundaries to include 
the whole of Westminster and London 
townships, although the added parts 
are well beyond the range of urban 
growth, would lve the limit one might 
go in defining its metropolitan area. 
The cities of Victoria, B. C., St. John’s 
Nfld., and the Prairie cities are also 
very noticeable in this regard. 

‘Winnipeg, for example, would lose 
the 25,000 residents of the town of 
Transcona and municipalities of East 
aml North Kildonan and gain prob- 
ably an equal number of farm resi 
dents embracing large tracts of agri 
cultural land. Although I have not ex 
amined the smaller cities, I would 
think that this would be intensified for 
them since their influence does not, 
as a rule, extend as far from the central 
city. (Editor's note: True if they are 
not independent. ) 

“Despite these difficulties, however, 
it would seem to me that there would 
be no difficulty in providing useful 
market statistics using both concepts, 
although, as you have pointed out, 
there are certainly more data available 
at the county level. But I do not be 
lieve this means we should scrap our 
metropolitan areas altogether as pres 
ently defined.” 


Typical Applications of the 
Canadian Survey 


The specific uses to which the Cana- 
dian Survey are put run parallel to 
those reported in a recent survey of 
nearly 800 companies who were asked 
to tell us how they use the SALES 
MANAGEMENT Survey of Buying 
Power, including all sections from the 
first page to last. 


690 


In the order of importance, these 
various uses are: 

(1) Choosing city markets for more 
intensive cultivation 
Fixing quotas of salesmen 
Allocation of advertising funds 
between markets 
Changing the size of the adver- 
tising budget according to the 
task to be accomplished. 
Deciding whether or not mar- 
ket potentials justify introduc- 
ing a new item 
Dealer promotion—to 
them their potentials 


show 


Deciding on the number of 
salesmen to be employed 


Choice of specific advertising 
media (new) 
Deciding on location of new 
sales branches, retail outlets, or 
factories 

(10) Changing amounts to be allo- 
cated to media previously used. 


For Canada, as in the U. S., the 
most widely used single factor is the 
Buying Power Quota. In this index a 
weight of two is given to the percen- 
tage of total Canadian population, a 
weight of three to the percentage total 
of Canadian retail sales, and a weight 
of five given to the percentage of total 
Canadian Net Effective Buying In- 
come. This index measures the poten- 
tial demand for a wide range of goods 
and services that are neither low- 
priced, staple goods on the one hand, 
nor high-value goods with a luxury 
appeal on the other. For the low-value 
goods with mass appeal, population 
or families would va the preferred 
indicator of marketing potential, for 
there would be little change in per- 
capita consumption of such goods 
from area to area. However, for most 
commodities, income plays an impor- 
tant role in the determination of de- 
mand, and for such goods Net Ef- 
fective Buying Income would be the 
preferred factor. However, the avail- 
ability of retail outlets is also an im- 
portant factor in marketing; hence the 
inclusion of retail sales in the weighted 
index of Buying Power Quota. 

The weights employed in the con- 
struction of the B.P.Q. can be varied 
of course to suit the product under 
consideration. In the sale of appli- 
ances, for instance, families should be 
substituted for population, since the 
product is sold on a household basis, 
and sale of furniture-home furnish- 
ings and appliances substituted for 
total retail sales. Again a large food 
company assigns a weight of 4 to 
population, 4 to food sales and 2 to 
income. 

The following extracts from  sub- 
scribers’ correspondence give some in- 


dication of specific uses to which the 
Canadian Survey is regularly put: 

(1) Cockfield, Brown & Co., Ltd.: 
“Your Surveys are most helpful in 
determining advertising allocations, 
from the standpoints of both the po- 
tential, and the actual performance of 
markets.” 

(2) R.C.A. Victor Co., Ltd.;: “We 
have been using the data very suc- 
cessfully in allocating our advertising 
dollars so that they will be most effi- 
ciently spent right across the board.” 

(3) Firestone Tire & Rubber Co.: 
“The 10 copies of the Canadian Sur- 
vey of Buying Power were distributed 
to our district managers across Canada. 
They have found this Survey very 
effective in establishing new retail 
store locations in the more important 
Canadian Markets.” 

(4) J. J. Gibbons, Ltd.: This 
Survey of Buying Power, which you 
issue year by year, should be used by 
every sales and advertising executive 
in the Dominion, and [I know that 
many of our own clients regard this 
Survey as a high-hand power when 
they are preparing their respective 
budgets and find themselves up 
against a sales or market problem.” 

(5) The F. H. Hayhurst Co., Ltd.: 
“We have been using the Survey for 
several years now, and have found it 
of very great help in setting up budg- 
ets for advertising and merchandising 
programs. We have found the Survey 
particularly helpful for selecting com- 
parable cities for test advertising.” 

(6) Canadian Advertising Agency, 
Ltd.: “We find your manual very valu- 
able in helping to iron out many of 
our clients’ advertising and merchan- 
dising problems. More specifically, 
your Survey of Buying Power makes 
an excellent — statistical yardstick 
against which can be measured the 
sales potentials of any market area in 
Canada with a high degree of accu- 
racy.” 

(7) H. J. Heinz Company of Can- 
ada, Ltd.: “Most of the information 
contained therein will be passed along 
to various Branch Managers across 
Canada who, in turn, will be requested 
to use it in determining increased 
sales potentials territory-wise, also in 
studying their percapita sales by cities, 
towns and area. 

(8) Fine Foods, Ltd.: “Our im- 
mediate use of the Survey was in the 
allotting of sales territories. Postwar 
conditions made some revisions neces- 
sary, and the information provided 
by the Survey was most helpful.” 

(9) General Foods, Ltd.: “This 
company uses the IBM cards carrying 
the Canadian Survey data in order to 
compare actual company sales perfor- 
mance with potentials on a county 
basis. 
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Richest Markets... 


a oo 


You reach the richest of local markets in Make sure you get effective merchandis- 
Canada and assure yourself of the maxi ing follow-through by using the newspapers 
mum in sales results by using the Thom that give you the following: 

son ne wspapers. 

Thomson newspapers guarantee the most l. Blanket 
complete tie-in possible with the indi 
vidual retailers in the communities they 
service together with the most effective Market analysis. 

point-of-sale cooperation obtainable. Retail cooperation 


consumer coverage 
Distribution checks. 


ALBERT HERALD 

| MOOSE saw Times-HERALO 

LAKE NORTHERN DAILY NEWS 
SARNIA OBSERVER 


660 ST. CATHERIN 
S-CHRONICLE 
[PH MERCURY 


TIMMINS PRESS 
RALPH R. MULLIGAN, 
NEW YORK, CHICAGO, DETROIT 


MAY 10, 1953 


ts-01-s 
A@ HdVEODOLIId 


juewpodag ydo0asay 
INIJWIOVNVYW SIIVS *82490S 


eld 
" 
Ka] 
; “SSI 
°9 ely 
TS 
: wy Piss 
uual eN0 ‘WN 
aN 
“hy 
PW tA “OW ‘suey 
70 CAM 00 
Baas. ‘189 
[N~ o1u9 “puy Wl yern ; 
we td DURST MOM — , “ON 
ry mu0% Pe yo ot H Po} ® 
: 2 4 t 
Sssew 4oIW ONVIS! GeYMG! DME wi 2 aly ‘ NT 
, AN Aen} 7 meme ff vam : 
vi 10) 
U — hi FF Poy f “mime” DI 
‘ i t 
‘a 
HN H 7 
™ : 
“YSEM 
“OYM Ul 


SOjDJS Q BY Of 10 DIUDA/ASUUag OF jonbe ynogpo 
‘srouny uDYy 40610) ‘pauiquuo? se4ynys puo}6u3 
MEN 244 |]/D UDYY 49640) SI DpHOUDZ Sa/Ds j1D4901 UY 


SILVLS 8 ISIHL IVNOI SITVS S.VAVNVD 


MAY 10, 1953 


juawyso 


ts-o1-s 


dag y2s0esey 


INIWIDVNYW S3TVS *92490S 
A@ HdV¥UDOLIId 
GNVISI 
GNVIGNNOd M3N G4YVMG2 DNINd = VILODS VAON YOIMSNNYG MIN )343ND OLWVLNO VaOLINVW NVMGHDLVASVS Vldaa1¥ VIGWN10) HSI 


68S'1$ 


Lis'ts 


zer'z$ 00s'7$ whe 


sees VBS asé'z$ 


gsz'es 
G87'r$ ‘ys 


zee'e$ 6ol'es 


c6e'es 
piles 


Awe sed sayes e324 Wf 
Awe sad awoow 3ukng aa204)3 me 
AlIWW4 Wid S21VS GNV JWOONI 


£568" 
Vivzany (Ege 1 


AIMSNNYg Viawnio) 
MIN Ol¥vINO HSiling 


8£9E"¢¢ 


ZEOP" any 
OuvMa3 Nia 
béZ1'| P 
ONVIGNNOS 2S144 OHI] YOO} _ dow ayy ‘seins 
MIN VEOLINYW A ]!D4O4 JO QUINOA O44 OF ulp10220 pouor 
YMIH LV ASHS -s0ddp 318M De1D PUD] UDIPOUD? 344} }| 


SJ1VS TIVLIN S.VAVNVD 


WEEKEND 


PICTURE MAGAZINE 


first publication in Canada 
ever to achieve 


million | 


PAID CIRCULATION 


Published as part of the week-end editions of 
20 leading Canadian newspapers, WEEKEND Picture 
Magazine alone covers more than 50% of all the English-speaking 
urban families* in Canada—by far the largest circulation 


of any publication in Canada. 


*Centers over 2,500 population where 
75% of the retail sales‘are made. 


WEEKEND Picture Magazine: Montreal Toronto; O'Mara & Ormsbee, Inc. in New York, San Francisco, Los Angeles; in Chicago, John E. Jutz Co. 


ae 


TYPICAL USES of the CANADIAN “SURVEY™ 


The Canadian “Survey of Buying Power” enters its seventh anniversary year with a status comparable to 
its 24-year-old U.S. partner as the “accepted guide to local market potentials.” With the spotlight swing- 
ing more and more towards Canada, the need for up-to-date, accurate data on the Canadian market is 
becoming increasingly important. Here are a few examples of how the Canadian “Survey” is being 
used: (For more details on how to use “Survey” data, see the introduction at the start of the Canadian 
“Survey ’’). 


Allocating advertising . 


‘| have to prepare some statistical figures for one of our 
clients, and we are helped very much by the Sales Manage 
ment Survey. If it is published within the next two or three 
weeks, we can delay the detailed analysis until then 


A. J. DENNE, A. J]. DENNE G COMPANY, LTD 


Budgets and testing 


We have been using the Survey for several years now, and 
have found it of very great help in setting up budgets for 
advertising and merchandising programs. We have found the 
Survey particularly helpful for selecting comparable cities for 
test advertising purposes 


A. M. LAWRENCE, THE F. H. HAYHURST CO., LTD 


Analyzing the sales picture .. . 


“The figures contained in your Survey seemed to be the only 
ones available with the result that we have been using them 
for this purpose. We have also used them for locating weak 
nesses in our sales picture and to help in allocating localized 

advertising support.’ 
J. L. ARMSTRONG, ADVERTISING MANAGER 
ARMSTRONG CORK CANADA LTD 


“Will you please rush us a copy of your 1952 Canadian Survey 
of Buying Power 

We have your previous edition dated May 31, 1951, but need 
the latest figures to determine how. when, where, to sell 
in Canada.” 


MARC SESSIONS, PACIFIC COAST BORAX CO. 


Determining sales potentials .. . 


“Most of the information contained therein will be passed 
along to various Branch Managers across Canada, who in turn 
will be requested to use it in determining increased sales 
potentials territory-wise, also in studying their per capita 
sales by cities, towns and area. It should also prove extremely 
valuable in figuring out better distribution and increasing the 


effectiveness of test markets. You are to be highly commended 
for your factual survey on the Canadian market and we are 
sure that its acceptance by top Management will be universal.’ 
PAUL E. GERVAIS, SALES PROMOTION 

AND ADVERTISING MANAGER 

H. |. HEINZ COMPANY OF CANADA LTD 


Checking markets . . . 


“Your Surveys are most helpful in determining advertising 
allocations, from the standpoints of both the potential, and 
the actual performance of markets.” 


F. G. STRANGE, COCKFIELD, BROWN & CO., LTD 


Research value ... 


‘Because of its conciseness, accuracy and format, it is my 
opinion that Sales Management Survey of Buying Power is one 
of the most valuable single pieces of data available to an 
advertising executive. Personally, | never pack a briefcase for 
a call of any kind, whether client or prospect, without in- 
cluding this vital reference source. It has proven an invaluable 
consultant on many occasions.” 
JOHN EASTMAN, VICE PRESIDENT 
McCONNELL, EASTMAN & COMPANY, LTD. 


“During the past six or eight months | have found it very 
useful on numerous occasions and have kept it close at hand 
as a neatly compiled ready reference.” 


D. J. FORGIE, MACLAREN ADVERTISING CO., LTD. 


Market yardstick .. . 


“We find your manual very valuable in helping to iron out many 
of our clients’ advertising and merchandising problems. More 
specifically, your Survey of Buying Power makes an excellent 
statistical yardstick against which can be measured the sales 
potentials of any market area in Canada, with a high degree 
of accuracy.” 
IRVIN TEITEL, MANAGER, 
CANADIAN ADVERTISING AGENCY, LTD 


CIRCULATION OF THE CANADIAN “SURVEY” 


IN CANADA—3,500 complete copies personally directed to all 
presidents and key sales and advertising executives of every major 
national, regional and branch manufacturer in Canada ‘Source: The 
National List). This includes over 700 to presidents, media directors 
and media buyers in every Canadian advertising agency. 


IN THE U.S.A.—23,500 paid circulation as part of the U. S. Survey 
edition, restricted to top management, sales and advertising execu- 
tives of companies which have national or international distribution 


—and their advertising agencies. 
Reprints of the 1953 Canadian “Survey of Buying Power” may be obtained while the supply lasts from the New York Office of SALES 


MANAGEMENT at $1.00 a copy. For additional quantities bulk rates at a reduced price are available on request. Complete copies 
including all U.S. and Canadian data, are available for a limited period at a cost of $4.00. 


THE MAGAZINE OF MARKETING 
386 Fourth Avenue 
New York 16, N.Y., U.S.A. 


SALES MANAGEMENT 


The “‘SM"’ symbols mark original 


exclu- 


sive estimates by SALES MANAGEMENT. 


JM 


Map 
PROVINCES [Code 
Total 
theu- 
sands 


of 
Cana 


Prince Edward 
Island 

Nova Scotia 

New Brunswick 

Quebex 

Ontario 

Manitoba 

Saskatchewan 

Alberta 

British Columbia 

Newfoundland 


195.5 


§31 
, 232.4 28.95 
851.8 33.18 
809.2 5.53 
848.9 5.80 
985.5) 6.74 
.214.8 8.31 
380.7 


Total All Provinces 
@ SM, 1953 


618.3 (100 


2.6043 


POPULATION 


ESTIMATES 
1/1/53 


Fami- 

lies 
thou- 

da sands 


7217 
658.2, 4.5026 
3) 3.6345 


28 
99 1 
55 
71 
15 
01 «6376. 
82. 


3,783 


French 
Origin 


NET EFFECTIVE 


BUYING INCOME 


ESTIMATES 1952 


Per 
Cap- 


Per 
Fam- 
ita ily 
In- In- 
come come 


Dollars 
add 
000 


of 
Canada 


492 

581 3 
464 2 
,623 23 
515 39 


3932 
4663 
4475 
7678 
2705 1,32 
,503 5.6118 1, 
060 6.35901, 
,922 7.37011 
002 10.0653 1, 


.787, 1.2485 5382 


16,402,949 (100) 1,1224 


Net 
Dollars 


46 887 
475,617 4. 
270,852 2 

2,691 474 23. 
345 098 37. 
690.132 5 
736,032 6 
918,204 7. 
323,756 11. 
131,105 1 


629,157 1 


add 000, Canada 


Dominion of Canada 
SUMMARY OF ALL PROVINCES 


RETAIL SALES 1952 


ESTIMATES 


FIVE STORE GROUPS 


in thousands ¢ 


General 
Mase 


of 


4032 
0898 
3291 
1442 
3638 
9345 
3292) 2 
8957 
3831 
1274 


919 
451 
072 


978 
004 
445 
00 


074 2,544,156 1,779,745 


of dollars 


Auto- 
motive 


Furn.- 
House- 
Radio 


597 2,164,252 257,281" ( 


add 000 


SALES AND 
ADVERTIS- 


IN 
CONTROLS 


Qual- 

Buying ity of 
Power Mkt 
Quota In- 
dex 


64 
86 
73 
85 
113 
103 
107 
110 
122 


Before using these figures, see explanation page 6 


Province by Province the Reader's Digest Parallels Buying Power in Canada 


@/D 


RD 


RD 


Reader's Digest 
Circulation (ABC 


% Canadian 
Effective 


PROVINCES 
OF CANADA 


% Canadian % Reader's Digest 


Retail Sales 


Buying 


Income 


Circulation 


Sept. °52) 


Newfoundland 
Prince Edward Island 
Nova Scotia 

New Brunswick 
Quebec 

Ontario 

Manitoba 
Saskatchewan 
Alberta 


1.2 
4 
4.) 
2.3 
23.1 
37.4 
5.9 
6.3 
7.9 


1.2 


0.9 
0.5 
3.6 
2.7 
25.0 
38.5 
5.4 
5.3 
7.0 


7,037 
3,911 
29,336 
21,752 
203,525 
313,864 
43,824 
43,020 
57,065 


British Columbia 11.4 11.1 90,499 


100.0 100.0 


ader’s 
Dige st 


Advertising Director, 
44 King St. W., Toronto 


Total—all provinces 789,068" 


* INCLUDES 1728 COPIES IN TERRITORIES G NOT CLASSIFIED 


only the Reader's Digest 


parallels Canadian purchasing power so 
completely in both English and 

French Markets. 

lives longer and is read more per copy. 


costs less per page per thousand. 
DAVID B. CROMBIE, 


enjoys the confidence of more than 


) -£> .S 
2 million readers CARL M. DETTMAN, Eastern Advertising Mgr., 


276 St. James St. W., Montreal 


MAY 10. 1953 


NEWFOUNDLAND, PRINCE EDWARD ISLAND, 
NOVA SCOTIA and NEW BRUNSWICK 


1950 Net Effective Buying Income 


2 In excess of $150 Million 


$75 Million to $149.9 Million 
[_] $40 million to $74.9 Million 
[=] $15 million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
ond over 


NEW BRUNSWICK 
1. RESTIGOUCHE 
OUCESTER 
MADAWASKA 


VICTORIA 

NORTHUMBERLAND 

KENT 

CARLETON 15. SAINT JOHN 
YORK 


PRINCE EDWARD ISLAND 
PRINCE 18. KINGS 
es ‘a rAd YA QUEENS 
hs/ 7 NOVA SCOTIA 
i  * Seleateamaed sm 00 ; y/ , 7 INVERNESS 28 KINGS 
a —— J VICTORIA 29 HANTS 
ine Inch Equals Approsimately | 40 Miles © / t CAPE BRETON 30 HALIFAX 
- ) RICHMOND 31 ANNAPOLIS 
CUMBERLAND 32 LUNENBURG 
COLCHESTER 33 DIGBY 
PICTOU 34 QUEENS 
ANTIGONISH 35. YARMOUTH 
GUYSBOROUGH 36. SHELBURNE 


Qn DvVewn 


PRINCE EDWARD ISLAND Ine tat Saree aie 


City and Population County City and Population County 
in thousands) (in thousands 
Charlottetown 17.0.. (Queens Summerside... . Fimtes Prince 


SALES AND 
POPULATION | NET EFFECTIVE RETAIL SALES— 1952 ADVERTIS- 


ESTIMATES BUYING INCOME ING 
SM 1/1/53 ESTIMATES — 1952 ESTIMATES CONTROLS 
Per , Per FIVE STORE GROUPS ar Panay 
| Cap- Fam- | | (in thousands of dollars —add 000 Quat- 


PROVINCES 


| | 
| Fami- 
| ties % Dollars % ita | ily Net % Per det aS Buying ity of 
| (thou- |French| (add of In- | In- | Dollars of | Fam- General | Furn.- Auto- Power | Mkt. 
sands) | Origin 000 | Canada come come] (add 000) Canada ity Food Mdse. House- motive Quota | In- 
| Radio dex 


Kings ° ° ° 499 1,953 4,043 .0347 825 119 ° 77) -0658 50 
Prince ° . . ° . 522 2,186) 17,710 .1524 : 345 ° ° 430 .1648, 60 
Summerside .0493 5,756 799/3 386 10,679 0918 762 3, 203 e 408 296 0550) 112 
Queens ° 3163 ° ° . ° 736 3,003 25,134 2161 ; 73% . : 701 -2313, 73 
Charlottetown 7 1163 K 47 851/3,618) 20,151 a 736 ° 2, 58% 701 -1194, 103 
Total Above Cities 1656 §.7 20,226 12% 836 3,548 30,830 5,343 7 3,988) 997 .1744) 105 


Province Total ; 105.5 .7217 64,492, . 611 2,500) 46,887 . ° . 1,208}  .4619 64 


*Withheld to avoid disclosure. © SM. 1953. Before using these figures, see explanation page 683. 


For the most profitable application of these statistics to your Canadian sales and advertising problems, read 
the introduction, page 683. 


SALES MANAGEMENT 


HALIFAX is one of the 6 Major Cities in 
Canada With Newspapers Over 100,000 A.B.C. 


In planning your schedules you will want to have this market on your 
“A” list. The Halifax combination gives you complete coverage of the 
metropolitan area, and majority coverage of the whole retail trading area 
(N. S. Mainland). Cover this market effectively ... economically . .. with 


THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


Representatives: WARD-GRIFFITH & CU. INC... USA. 


E. A. WILLIAMS, Toronto-Montreal A. B. od 104,211 Daily 


The “SM” symbols ita ; is —— ; oS eae =r 
sive estimates by SALES: MANAGEMENT. NOVA SCOTIA 


City and Population County City and Population County City and Population County 
in thousands in thousands) (in thousands) 
ee 10.1 Cumberland Halifax.... ec .. Halifax ee ....Cape Breton 
Dartmouth. i: oe . Halifax Kentville cae By. ; Kings Truro. . ; ‘ . Colchester 
Glace Bay.... 26.2........Cape Breton New Glasgow er ' Pictou Yarmouth. . ; eeseee ss Yarmouth 


eae eset SALES AND 

POPULATION " ag As a RETAIL SALES—1952 ADVERTIS- 
ESTIMATES UYING IN ING 

JM 1/1/53 SM ESTIMATES— 1952 ESTIMATES CONTROLS 
Map at deanna : iccaletanpnincti — - 
PROVINCES [Code Per | Per FIVE STORE GROUPS 

Fami- Cap- Fam- (in thousands of dollars—add 000) 
Total % lies % Dollars % ita } ily Net % G 
(thou- of thou- French (add of | In- | In- Dollars of General ; Furn.- Auto- 
sands) | Canada, sands) Origin 000 Canada| come come} (add 000) | Canada Food Mdse. | _— motive | Drug 
| | | | | | adio 


Antigonish... .2) 0835! : . 7,851, .0478 644'2,908 6,288) . E 995 853 
Cape Breton 5 y f 116,425 .7098) 943/4,158] 90,568 . 27,526, 22,246 
Glace Bay.. ‘ « 21,311 .1299 813'3,612 20,013 - 6,105 3,951) 
Sydney... k . 3.§ 34,441 2100 1,073 4,851 44,960 10,520 7,310 


Annapolis ‘ ° . 1546 ° ‘ 20,131) .1228| 891 /3,355 6,215 . i 1, 1,027 718) , 273) 7 


Colchester E5 ‘ : m é 28,926 .1763) 898'3,287 31,480. . 5,759 2, 
Truro J q 7 11,232 0685 1 ,030)3 623 24,869 613 

Cumberland D5 " : ‘ - 29,359 .1790 729 2,575 25,456) . ,314 
Amherst ‘ | . 8,196 0500) 811/3,036 11,941) . | , 196 

Digby D6 7 ‘ , i 16,033. .0978 790 2,863 5,934 


Guysborough E5 4). ‘ : 10,204, .0622) 709|2,758 3,788 
Halifax E5 0) 1.1424 ’ ’ 171,614 1.0461|1,028.4,227] 197,848 
Dartmouth .1040 3.9 2 16,953! .1034)1,115)4,347 21,765 
Halifax 6027 d i) 100,427 .6122)1,140)4,782 168,171 
Hants D5 0) .1641 , 19,295) .1177, 804/3,015 8,755 


Inverness E5 ’ .1259 i é 9,932 .0605 540 2,207 4,675. 

Kings were D6 : .2347 . ° 26,930, .1642) 785 2,959 22,720, . ’ 2, ° 414 
Kentville. . . 3) 0294 3,627; .0221; 843)3,297 12, . 673 3,7 205) 

Lunenburg Dé 33.9 .2319 , ‘ 28,886, .1761| 852 2,978 14, ‘ : : 1,761 . 289) 337] .1719) 74 


* Withheld to avoid disclosure. © SM, 1953. Before using these figures, see explanation page 683. 


Che Post-Beror 


has saturation coverage of 


CAPE BRETON ISLAND 


ABC CIRCULATION . .. their ABC Retail Trading Zone 
Sept. 30th, 1952 with a population of 157,696 
26,603 The importance of this market . . . the industrial heart of the 


SYDNEY Maritimes . . . is proved by the fact that there are only 18 more 
Meve Scotie populated ABC Retail trading zones in the whole of Canada. 


MAY 10, 1953 


NOVA SCO TI A-- (Continued ] 


PROVINCES 


Pictou 

ew ( 
Queens 
Richmond 


Shelburne 
Victoria 


Yarmouth 


Yar 


Province Total 


Per Capita Sales 


Per Family Sales 


POPULATION 
ESTIMATES 
1/1/83 


Total 
thou- of 
sands) Canada 


44.) 
10.2 


3071 
0882 
0746 


1013 
0674 
1587 
205.3) 1 


W45 


658.2 4.5026 


Fami- 

lies ; 
thou- French 
sands) Origin 


NET EFFECTIVE 
SM BUYING INCOME 
ESTIMATES 1952 


Per Per 

Cap- Fam- 

Dollars ita ily 
add of In- In- 
Canada come come 


2229 «814 2,973 
).77 O506 G5S 4 

10, 0654 

0397 


36 565 
831 2,979 
598 2.415 
0561 621 2,356 
0291 +4569 2,172 
0928 656 2.415 


0430 8H] 2.82 


568.581 3.4663 864 3.395 


NEW BRUNSWICK 


Albert 
Carleton 
Charlotte 


Gloucester 
Kent 
Kings 


Madawaska 
Northumberland 
Queens 


Restigouche 
Saint John 
Saint John 


Sunbury 


Victoria 

Westmoreland 
Moncton 

York 
Fredericton 


otal Above Citic 


Province Total 


Per Capita Sales 
Per Family Sales 


NEWFOUN 


Newfoundland F3 


Province Total 


Per Canita Sales 
Per Family Sales 


QUEBEC 


City 


ind Population 


n thousand 


Chicoutimi 
Drummondville 
Granby 

Hull 

Jolictte 

Jonquie re 
Lachine 


Ss 0 


lesus Is 


Withheld to avoid disclosure 


700 


County 


County 


Chicoutimi 
Drummond 
Shefford 
Hull 
Joliette 
Chicoutimi 
Montreal & 
lands 


City and Population 


(im thou 


BY ep 


Moncton 


356 .0448 9721 2,724 
-263 .0870 628 2,300 
299 .0993 629 2,145 


.773  .2059 +=567 3,043 
.119 .0800 481 2,385 
-800 .0963 690 2,358 


364 
019 
433 


. 1668 
1465 
0614 


764 4,024 
542 2,476 
629 2,279 


32,402 
74 282 
51, 863 


816 


-1975 871 4,263 
-4529 979 3,606 
3162 1,013 3 


0354 606 2,529 


g 
528 


,823 
, 857 
2,291 
858 


18 028 


0660 564 2,353 
.4930 972 4,063 
1969 1,145 4,425 
.2247 836 3,150 
1009 1.067 3.756 


102,182 6250 1,061 3.815 


401,464 2.4475 756 3,169) 


204,787 1.2485 538 2,482 


204,787 1.2485 638 2,482 


City and Population 
in the 
Montreal 


Outremont 


Quebec 
Rouyn 
St. Hyacinthe 
st Je in 


Shawinigan Falls 


0.5 


RETAIL SALES 


Net ( Per 
Doliars of Fam- 
add 000, Canada _ ily 


2708 2,560 
1542 
0473 
0164 


31.493 


1,530 
706 


0328 486978 
0114 599 
1145 2,114 


OS0} 


0898 2.840 


County 
inds) 
.. Westmoreland 


0189 = 816 
0842 1,579 
-1128 1,726 


-1090 1,142 
-0436 923 
0733 1,272 


-0915 1,565 
-1166 1,398 
0267 838 


1178 1,803 

-5674 3,203 

5334 

-0233 1,177 

-0523 1,321 

.6575 3,843 

5361 

-2342 2,327 
778 


3291 2,138 


-1274 1,589 


1274 1,589 


County 


usands) 
1050 4 


Montreal 
Jesus Islands 
Montreal 
Jesus Islands 
Quebex 
Pemiskaming 
St. Hyacinthe 
St. Jean 
St. Maurice 


Food 


9,124 


+H Os (¥ 


The ““SM"’ symbols mark orignal, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


1952 
ESTIMATES 


FIVE STORE GROUPS 


in thousands of dollars add 000 


Auto- 
motive 


Furn.- 
House- 
Radio 


General | 
Mase. 


4,294 1,136 


129 


630 
414 ; 


18 


City and Population 


in thousanc 
i 


aint John. 


250 
1,933 
2,233 


318 
430 
195 1,138 

770 
1,524 


. 1,691 
515 2,024 
494 


448 
799 


751 


1,520 
6.439 
5536 


252 


885 


448 7,359 


054 
4,112 


15,201 


33 , 328 


30.445 4,909 12,558 


30,445 4,909 12,558 
80 13 33 


369 60 


City and Population 


Sherbrooke 
Sorel 

Trois Riviere 
Valleytield 
Verdur 


Westmout 


Qual- 
Buying ity of 
Power | Mkt. 


County 


St. John 


County 


in thousands) 


Sherbrooke 
Richelieu 
St. Maurice 
Beauharnois 
Montreal & 

Jesus Islands 
Montreal & 

Jesus Islands 


Before using these figures, see explanation page 683 


SALES MANAGEMENT 


In Quebec--- 


everything revolves about the home 
That explains the tremendous success of Le Petit 
Journal and Photo Journal, which reach the family 
during the traditional French-Canadian week-end. 


The nearest office of Henry De Clerque Inc. will 
be happy to answer your inquiries as to the all- 
important French market which makes up one-third 
of Canada's population, yet is concentrated mainly 
in the Province of Quebec. 

NEW YORK- CHICAGO SEATTLE 


12 East 41st St 1529 Tribune Tower. 914 Second Ave 
LExington 2-3739 SUperior 7-2290 ELliott 1769. 


Latest A.B.C. Circulation for 
ed 


ryt 12 months Ending March 31st, 1952 
i / . 

od JOURNAL for LE PETIT JOURNAL—224,722 
ng 


LE PETIT 1 4, Ae Our Circulation for issue of 


du Service \ March 8th, 1953 — 266,186. 


Latest A.B.C. Circulation for 


12 months Ending March 31st, 1952 2s 
for PHOTO JOURNAL—109,291 p H [] T0 ¥. A (] ll R NAL 
Our Circulation for issue of TOUT PAR L'IMAGE 
March 5th, 1953 — 119,016. 


D | 


QUEBE 


dy 


ABITIBI 


ywino>tH> 


hown are those having net 


e Buying Income of $15 million 


HUNTINGDON 22 ST HYACINTHE 
ST JEAN 23 RICHELIEU 1950 Net Effective Buying Income 
NAPIERVILLE 4 YAMASKA 


LA PRAIRIE DRUMMOND ee , of $150 M 
CHATEAUGUAY , RICHMOND In excess of $150 Million 


BEUHARNOIS 27 SHERBROOKE = er 
SOULANGES 28 STANSTEAD [ $75 Million to $149.9 Million 
VAUDREUIL 29 COMPTON -_ 
MONTREAL & FRONTENAC | r 

JESUS ISLANDS WOLFE L ] $40 Million to $74.9 Million 
DEUX MONTAGNES ARTHABASKA ns 
ARGENTEUIL NICOL a 
TERRE BONN( LOTBINIERE : ] $15 Million to $39.9 Million 
L’'ASSOMPTION 5. MEGANTIC 
VERCHERES BEAUCE 
5. CHAMBLY DORCHESTER 

ROUVILLE LEVIS 

IBERVILLE BELLECHASSE Scale of Miles 

MISSISQUOI MONTMAGNY 40 
9 BROME 41 LISLET 

SHEFFORD 2 KAMOURASKA 
BAGOT 43. TEMISCOUATA 


| } G 


oVawnN 


ox2~ 


nN=—c 


@ Inch Equols Appros:motely] 60 Mies 


MAY 10, 1953 


A real PRIVATE NETWORK in French Canada 


COCA-COLA 


presenting for the 3rd year 
“La Pause qui rafraichit’ 


SWIFT CO. 


presenting for the second year 
“Vive la Gaieté” a five a week 
Breakfast Club type show 


BRISTOL-MEYERS 


presenting for the second year 
“*Banco-Banco” 


KELLOGG'S CO. 


presenting for the third year 
“Les Amis de Charlotte’ a one hour kid show 


Bringing results to: { BRADING's BREWERY 
opera type show: “Le Survenant’”’ 
SUCCESS WAX CO. 


presenting for the fifth year 


FRENCH RADIO ASSOCIATES LTD | "souer Doubie” 
Radio Centre Bldg— Montreal 19 | CHATELAINE HOSIERY 


presenting a five a week quiz show: 
“Qui Parle” 
Basic stations: WRIGLEY'S CO. 
CKVL, Montreal CKCV, Québec CHIN, Trois-Rivieres presenting a five a week musical 
CHLT, Sherbrooke CHEF, Granby CJSO, Sorel “C'est si bon” 


LAMBERT COUGH REMEDY 


PLUS seven supplementary stations located in presenting for the second year 
the industrial areas of the Province of Quebec “Les Mémoires du Dr Lambert’ 


° a Si The “SM” symbols mark original, exclu- 
Q U EBE C — (Continued) sive estimates by SALES MANAGEMENT. 
7 ~ ~~" SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1952 ADVERTIS- 


ESTIMATES 
JM 1/1/53 
Map . - aed == . ile ; 
PROVINCES [Code | | Per | Per FIVE STORE GROUPS 
| | Cap- | Fam- in thousands of dollars —add 000) Qual- 
Total | % | % Dollars % | ita | ily Net % Per ae Buying |ity of 
(thou- of | (thou- |French} (add of In- | In- | Dollars of | Fam- | Furn.- | Power | Mkt. 
sands) | Canada) sands) | Origin 000) Canada come} come} (add 000) Canada _ ily Food | General | House- | Auto- Quota | In- 
| | | Mdse. | Radio | motive | dex 


B2 92.4) .6321 18.2 92.1 102,774, .6265)1,112/5,647) 31,577, .2715, 1,735 8,737 2,055) 6,254 -5211| 82 

B5 26.9, .1840 6.7| 75.5 22,082) .1346) 821.3,296 10,887, .0936) 1,625 2,829 894 | 2,844 +1322) 72 

cs 38.8) .2664 8.0, 99.8 37,484; .2286 966/4,686 12,428 .1069 1,554 2,967 598 5,064 - 1995) 75 
} | | } 


BUYING INCOME ING 
BY i ESTIMATES 1952 JM ESTIMATES CONTROLS 


| | | 
J C6] 19.9) .1362) 4.6, 99.8] = 11,897) 0707) 563/2,521 4,607, .0396 1,002) 1,041 307 1,172) 0744) 55 
Beauce D5] 57.4) . 11.1| 99.9] 28,839) 1758) ma 13,394] 1152) 1,207| 2,280 422 5,961 .2010) 51 


Beauharnols......] C5 4a). | 9.3) 96.8 32,227 1965 784 3,465) 27,614, .2374 2,969 8,274 4,688 | 4,344 2257; 80 
Valleyfield 23.7 5.4] 97.2 46,150) .1003) 694'3,046 4,061 ° 3,502 .1424) 88 


23,180) .1993 6,038 


* Withheld to avoid disclosure. © SM, 1953. Before using these figures, see explanation page 683. 


CBS Outlet In Montreal 


Key Station of the 


TRANS-QUEBEC radio grouP 


CRAG 


MONTREAL 
aie 10 kilowatts 
Representatives! 


- New York, Chicago 
& Co. - Toronto 


7,494,184 to be exact — almost all containing proof 

of purchase. A record? Of course it is! And it’s also 730 on the dl 

an indelible record of CKAC’s faithful listenership 

Our bulging mailbags prove our point: CKAC gets results — adom 3. Yours at * 

at lowest cost per listener. Omer Renee 
Covering 2 out of 3 French Radio homes in the Province of Quebec. 


SALES MANAGEMENT 


32% of Canada’s ENTIRE Population 
88% of Quebec Province’ ENTIRE Population 


‘““CAN BE REACHED MOST EFFECTIVELY BY USE OF THE FRENCH LANGUAGE!” 


Source: SALES MANAGEMENT, Survey of Buying Power and Dominion Bureau of Statistics 1951 Census 


For the greatest coverage of the French-Canadian Market, without exception — 


La Patric 


Published in Montreal 
Circulation:—NOW AT AN ALL-TIME HIGH— 


Sunday over 290,000-99.6% Newsstand Sales- Combined Saturday- Sunday over 325,000 
LARGEST CIRCULATION OF ANY FRENCH PUBLICATION IN CANADA 


Four big, SEPARATE sections: COLORGRAVURE—COLOR COMICS— 
COLOR MAGAZINE—and REGULAR NEWS SECTION 


Representatives 


Toronto: Hugh Rose and Dean Vaughan, 19 Melinda St. U.S.A.: Ralph R. Mulligan, New York, Chicago, Detroit 


The ‘‘SM’’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. : Q U EBE C — (Continued) 


sete SALES AND 
POPULATION . NET EFFECTIVE _ RETAIL SALES—1952 ADVERTIS- 
STIMATES BUYING INC 
JM 1/1/53 GD ESTIMATES— 1952 ESTIMATES 


IN 
CONTROLS 
PROVINCES Per | Per FIVE STORE GROUPS 

Fami- Cap- | Fam- | in thousands of dollars—-add 000) — 
lies / Dollars % ita | ily Net | % 7 Buying of 

of thou- | French add of | In- | In- Dollars of General | Furn.- Auto- Power kt. 
Canada sands) Origin 000 Canada come come} (add 000) | Canada Mase. rao" motive | Drug In- 
| | adio | | 


Bellechasse . . . . : -0539, 338 1,735 4,212 
Berthier : 4 ; ‘ ' -1188 758 3,418 5,775 
Bonaventure 5 ; é . x -1128 437 2,373 7,538 


23 
310 


_~_— 


Brome ’ d : ' J -0731| 868 3,329) 3,531 
Chambly . 4 y J A .5937 1,164 5,020 25,190 
Champlain ‘ é . . ,679, .4370 794 3,854 25,534 


£28 BE2 


Charlevoix \ . : ' ‘ -1148; 645 3,691 9,269 
Chateauguay ‘ ‘ , ' c .1207 1,047\4, 399 6,017, 
Chicoutimi - d J : -7594; 999 5,932 75,171) 
Chicoutimi. . f i 3) 99.7 24, 1496} 982 5,707 27,813} 
Jonquiere 3 .f 908 .2| 9 ,546) . ,045 5,844 20,296 


cata e 
2888 
_— oO 

S288 


Compton " ‘ . J . 950 4,232 6,167 
Deux Montagnes : ° ° - ‘ . 985 4, 188 


Dorchester . , , : ; ‘ 408 2,074 


Drummond ’ ‘ . ‘ R . 813 3,867 

Drummondville 5.3 , 7 3.! 5.7 > F 9614, 202 
Frontenac : ‘ : . d 499 2,439 
Gaspe : ‘ J § . = 513 2,818) 


Hull ‘ ‘ , ! ‘ ‘ 784 3,580 

Hull 5 31g 3} 93.6 39 , 227 851 3,808 
Huntingdon ; J : l ; é 958 3,600 
Iberville ‘ . . ‘ ° 040 4,679 


Joliette 0 . ° ’ : 1663) 701 3,366 ; . , , 608) 

Joliette .o] 3. .f .0859} 8333913 ,953|  .1630] 67 608| 
Kamouraska D4 ‘ . . ‘ 923; .0848 506 2,678 ; ‘ ° 
Labelle B5 . ' ; .0934| 537)2,640 


* Withheld to avoid disclosure. © SM, 1953. 
MAY 10, 1953 


Before using these figures, see explanation page 683. 
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MONTREAL DEPARTMENT STORES O 
UP LINEAGE IN GAZETTE 86.4% 


6 5 4 3 2 
ARR ulin Lol i «A 


P. COLOR: 
olor is now a regular 
ig plus in the Gazette. 
rand black available 
extra cost, 


mum space, 1,000 lines. 


Department store advertising lineage in the Gazette has in- 
creased 86.4‘/, in the past 5 years, from 2,398,789 lines in 1948 
to 4,472,644 lines in 1952. Traditionally keen meachandisers, 
department stores base much of their Success On advertising 
to women. And women read the Gazette. 97.9% § f all home 
delivered copies of the Gazette are read by a woman. National 
advertisers too, are recognizing more and more the tremendous 
influence of the Gazette. As the Gazette is Montreal’s only 
English morning daily newspaper it is a vital part of any selling 
program in Canada’s second largest English market. 


CANADA'S BEST NEWSPAPER 
MONTREAL ESTABLISHED 1778 


Q U iz 6 E ss aes (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES -1952 ADVERTIS- 
ESTIMATES BUYING INCOME SM ING 
11,53 ESTIMATES 1952 ESTIMATES CONTROLS 
Map 
PROVINCES [Code | FIVE STORE GROUPS 
Fami- ap- Fam- in thousands of dollars add 000 Qual- 
Total lies ( Dollars A Net ( Per Buying ity of 
thou- of thou- French add - Dollars of Fam- Furn.- Power Mkt 
sands) Canada sands Origin 000 Canada come’ come] add 000. Canada _ ily Food General House- Auto- Drug | Quota In- 
Mdse Radio motive dex 


Lac St. Jean 86 
La Prairie 19 
L’Assomption 24 
Levis 45 
L'Islet 23 
Lotbiniere 

Maskinonge 


5918 
1354 
1676 
3099 
1635 
1979 
1375 
4570 
3222 
1771 
1239 
1751 
1525 


4717 8945 1766 621 825 3,274 4072 
0890 738 3,32 0300 477 942 0806 
1485 9944 5 0567 . 486 1248 
2563 «924 4,552 1272 1, 683 392 
0724 «44972 2 0287 ' . 

477 2 2 0389 14 

778 3 0498 202 

579 3 : 1323 766 

197 5 1238 

784 3 0992 385 

620 2 0312 ; 23 “ ‘ 

7193 0453 4 572 1048 
1437 1,057 5 115 0353 : 1129 


SSSs3se2°8 


voonenagedawvdwceweta ea 


Matane 
Megantic 
Mississquoi 
Montcalm 
Montmagny 


eqownecqnccoc--s2e7 2842 2 


woe @Ge@e @Oeewdeww oe 
eSeennoaenaeean a & & 


Montmorency 
Montreal & Jesus 
Islands 1,402.7, 9.5955 


aw 
ao 
— 


1,565,616 9.54471,1164 ‘ .743 12.9308 4, 24, 230,762 53.039 216,578 34,621] 10.5707 110 
* Withheld to avoid disclosure. ( , Before using these figures, see explanation page 683. 


IN CANADA IT'S IN MONTREAL IT'S 


MONTREAL ¢ CFCF 


Montreal is the largest city in Canada. (Greater Montreal embraces In the heart of this great metropolitan 
9.7% Canada’s entire population. ) area, powerful CFCF (Canada’s First Sta 

mee tht tion) reaches out and beyond giving you 
MONTREAL is the 6th largest city in North America. (It is larger than 


complete blanket coverage of CANADA'S 
San Francisco, Boston, St. Louis, Baltimore, Cleveland, ‘Toronto. ) NO. 1 spot . . . PLUS bonus markets of 


MONTREAL is the greatest inland port in the world. Is the terminus of more than a score of surrounding coun- 
11 of the world’s greatest shipping lines. Is the headquarters of the ties. For complete information 
world’s two largest transportation companies, the Canadian National and 


Pacific Railways. 


an ALL-CANADA RADIO 


Cog Canada 
Total estimated retail sales for Montreal Island are estimated at $1,334,- os WEED AND CO. 


282,000. (12.7% of entire Canada.) US.A. 


SALES MANAGEMENT 


YEAR after YEAR 


clearly shows the 
unchallenged leadership he 


GREATER MONTREAL 


as a 


QUALITY MARKET 


with per capita sales of 


IT int os 


‘420 


for the balance of Quebec province 


Greater Montreal is again 10% above Canada’s average as a 
quality market whereas the Province as a whole is 15% below. 


You can so easily keep your cost down and sales up through 
concentration in the Better Half of French Canada. 


LA PRESSE 


LARGEST TOTAL DISPLAY OF ALL NEWSPAPERS IN CANADA 


Toronto Office : Head Office: _ U.S. Representatives : 
S. L. Rees, Manager MONTREAL, Canada Shannon & Associates, Inc. 


THE LARGEST MONTREAL 
FRENCH MORNING DAILY 31,928 


concentrated in the 


3 7 11 7 Montreal City zone 


(ABC Pub. Stat. Sept. 30, 1952—-Daily net paid Monday to Friday) 
LEO. T. BRAULT 


Advertising Manager 
an 1124 Marie Anne St., East 
Montreal 34. 


Montreal's Second French Daily 


e ~ ‘The “SM"’ symbols mark ‘original, ‘exelu- 

Q U E B EC — (Continued) sive estimates by SALES MANAGEMENT. 

— : SALES AND 

POPULATION WET EPVECTIVE | RETAIL SALES—1952 ADVERTIS- 
1 ING | Cc IN 

BYP 1 1/53 BYP ESTIMATES 1952 ESTIMATES CONTROLS 


PROVINCES | Per | Per FIVE STORE GROUPS 
Fami- | Cap- | Fam- | (in thousands of dollars add 000) |Qual- 
Total | % lies by % ita ily Net % baie — Buying |ity of 
(thou- of (thou- French of In- | In- | Dollars of F Furn.- | Power | Mkt. 
sands) Canada| sands) | Origin Canada| come come} (add 000) Canada | General House- Auto- | Drug | Quota | In- 
Mdse. | Radio | motive | dex 


Montreal 1,050 7.1855) 27% { 1,092,069) 6.6578 1,040.3, 999] 1,298,857, 11.1690) 346,973, 214,745 43,836) 177,520) 27,579] 8.1167 


3 113 
Lachine 2 2011 7 34,779| .2120'1,183/4,898 20,116 1730) 8,649 2,355 1,005 2,745 552 -1981| 99 
Outremont 30.! 2086 8.3 §2,200| .3182.1,711/6,366 18,606 1600 10,775 964 ° 2,962; 1,256 -2488) 119 
Verdun : 5493 1 92,036, .5611)1,146/4,222 Ji . 6892 | 26,248 6,141 13,902 441 .5972| 109 
Westmount 1895 7 57,705) .3518)\2,083'8,244 23,13 1989 10,349 - 6,452) 1,744 -2735) 144 
Napierville cs , é ‘ ° 6, e 634 2,869) ’ é 487 ° ° 
Nicolet C5 ; d , 8 y F 462 2,369) 3 d , ,875 
Papineau BS ; ‘ ‘ ‘ ° 953 4, 137] i d * 299 246 


Pontiac B4 3). ' 747 3,121 ' 871| . 

Portneut C4 . y ; 190). 024 4,862) ‘ ; | 2,583) 1,194 

Quebec c4 .2| 1. . . ¥ F 952 4,508 ,027| 2.0125) 4,194) 59,906) 31,675 10,233 
Quebec i ; é { 4 07% 9804 ,274 222,126) 1.9101 | 53,715 31,026 10,025 


Richelieu C5 ° . . , . . 867 3,927 16,267) .1398) 2,259) 5,519 1,225 549 
Sorel 5.7) . d 99.2 303) . 917)4, 233 14,235} .1224 4,164 1,210 

Richmond cs6& ° : ; ’ ‘ . 888 3,973 13,538, .1164 1, 4,262 1,082 

Rimouski D4 . ° . ’ , . 754 4,250} 16,908. 3,734 2,170 


Rouville C6 4, .1395 $ . y . ,022 4, 437] 5,742, . | 1,409 30 2,222 
Saguenay E2 5) .3044 p ‘ ’ .2574, 949 5,555) 12,321; . 7 1,340, 1,304 
Sheftord C65 3) .3168 ‘ X ' ; 701.3,090} 20,236 . ; 6,877 1,676 4,224 

Granby 23 1621 , 42: : | 777 3,3 13,963) .11 4,353 1,353 32 2,578 


Sherbrooke cs . 4391 . . : ‘ 962 3, 960) . p y 16,816 5,931 A 18,012) 

Sherbrooke 5K 3660 7| O1.: 52,46 981 4,131 50 , 55! 5207 | 14,798 5,931 17,291) 
Soulanges cs . -0643 ° A . d 011 4,131 . j J 740 14 1,262 
Stanstead cs . 2490 8. . 4 ‘ 749 3,171 R ‘ 910 4,801 1,351 426 3.913 


* Withheld to avoid disclosure. © SM, 1953. 


Before using these figures, see explanation page 683. 


Coverage: 250,000 
French radio homes. 
For availabilities and 
rates, write, phone or 


wire: 


CANADA: Jos. A. Hardy 


& Co., Ltd. 
TOP FRENCH RADIO 
U.S.A.: Adam J. Young 


VOICE IN QUEBEC AREA Jr., Ine. 


SALES MANAGEMENT 


Nez ™”c- LOCAL COVERAGE 


Qutsec- 


noel sells this big half of French Canada 


*SnERBROOKE ZONE 2—that vast eastern area of Quebec Province with its limit- 
less northern mineral resources and limitless future—is essentially 


a local market. “Outside” publications cannot and do not provide 
ZONE 2 DAILIES belong on your 


more than token coverage of this important market—home of 
list. Full details from our 


more than halj the province’s French-speaking people. These 
U. S. Representatives: 


GILMAN, NICOLL & RUTHMAN, ae ‘ ‘ “1: 
18 W. 44th. St. New York 18, N. Y. and total effective buying income of well over a billion dollars 


1,639,456 prospects with their average family income of $3,200 


73 Tremont St., Boston 8, Mass. annually provide a compact, one-language market .. . you reach 
400 N. Michigan Ave., Chicago 11, I. it, thoroughly and effectively, with the locally-edited, local-interest 


Old Newton Rd., Philadelphia 15, Pa. ZONE 2 DAILIES. 
Russ Bldg., San Francisco 5, Calif. 


ZONE TWO DAILIES 


LE NOUVELLISTE LE SOLEIL LA TRIBUNE 
Trois-Rivieres L'’Evenement-Journal Sherbrooke 
Quebec City 
26,832 *% 119,207 * 23,091 *& 


% 169,130 Combined Net Paid Circulation, A.B.C. 4th Quarter, 1952 


“SM” 1 & original, exclu- ; 
Jive estimates by SALES: MANAGEMENT, QUEBEC — (Continued) 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES-1952 ADVERTIS- 
ESTIMATES SM BUYING INCOME @ ING 

1/1/53 ESTIMATES—1952 ESTIMATES CONTROLS 
Map : = nee eaines - sais 
PROVINCES [Code Per | Per FIVE STORE GROUPS 
Fami- | Cap- Fam- | | in thousands of dollars -add 000) \Qual- 
Total ‘ lies % > | ita | ily Net | % Per | : o Buying ‘ity of 
thou- of thou- French ( of | In- | In- Doliars | of Fam- | General | Furn.- Auto- Power | 
sands) Canada sands) Origin ) Canada come come] (add 000) |Canada_ ily Food | Mdse. | House- | motive 
| Radio | 
St. Hyacinthe ‘ . : i 29,938 754 3,254 i -2203) 2, : B 1, 
St. Hyacinthe 37 ( 9.§ 16,304 . 09% 776/3 ,327 21, - 1832 3 2, 899) i. 
St. Jean e d : . 333) . 861 3,816 J 2241 
St. Jean 12 94. 7,161; .1046) 913/3,814 24,031| .2066 
St. Maurice ’ ‘ ‘ 264, . 932 4,305} 5783 
Shawinigan Falls f a 4 31,065) . ,090 4,931 42: .1670 
Trois Rivieres 327 98.3 14 59 923 4,204 WA 3797 


Temiskaming _ 3995 ‘ : : P ,082 5,356 J .3166 

Rouyn 1095 3.3) 89. 5 ,129 5,473 228 . 1567 
Temiscouata ' -4672 , y . c 639 3,491 ; 1516 
Terrebonne : 4946 ‘ ’ ' : 672 2,944 y -2116 


Vaudreuil 4.1258 5) 87. 0891} 794 3,246 ' 
Vercheres ; 1273 ‘ J , . ,086 4,810 . d ‘ 1,474 
Wolfe .1279 ‘ . : ‘ 684 3,122 


Yamaska : .1129 5 . ; 726 3,238 . ° 829 


Total Above Cities 762.2 12.0549 2 1,839,331 11.2133 1,044.4,197] 2,022,510 17.3916 549,835 203,587 594, 325,551 42,640] 13.2354) 110 
Province Total 4,232.4 28.9528 ; ‘ 3,898,623 23.7678 9214,114) 2,691,474 23.1442 2,840, 753,733 338,232 ,206, 466,854 563,958] 24.6177 85 


Per Capita Sales 636 178 80 23 110 13 
Per Family Sales . : 795 357 103 493 57] 


* Withheld to avoid disclosure, © SM, 1953. Before using these figures, see explanation page 683. 


Canadian Pictographs are on pages 692 and 694 


MAY 10, 1953 


1950 Net Effective Buying Income HENORA 


ss of $150 Million 

Hi $75 Million to $149.9 Million 
bil 

$40 Million to $749 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


ond over 


County 


; The ‘‘SM"’ symbols ma 1, exclu- 
ONTARIO — (Continued) sive estimates by SALES MANAGEMENT 


County 


Lincol: 
Elgi 
Lambton 
Algon 
Nortolk 
Perth 
Sudbury 
Cochrane 
York 
10 7 Hasting 
16 3 Welland 
126 3 Ess 
16 5 Oxford 


eX 


Before using these figures, see explanation page 683 


To sell ALL of the OTTAWA market 


In one four month period, ninety-two national advertisers used Le Droit and 
ONE English paper to sell the Ottawa market. They realized that the French 
market (over 40% of the total) was too important to ignore . . . so they 
wisely reconciled a two paper budget with a two language market. 


Head Office and Plant——368 Dalhousie St., Ottawa e 

(H. BE. Lemieux, Director of Advertising) ii e D ¢ oO % t 
Terente Beanch Office—112 Yonge St., Empire 3-9903 

(Vern B. Moore, Manager) DAILY CIRCULATION OVER 26,000 


U.S. REPRESENTATIVES—SHANNON & ASSOCIATES INC. 


SALES MANAGEMENT 


THE GREATEST CIRCULATION EVER ATTAINED 
BY AN OTTAWA NEWSPAPER 


Total city zone ... 
Total retail 
trading zone 
” All others 


Morning and evening editions 
ABC publishers statement Sept. 30th, 1952 


In 1952, The Ottawa Citizen Led all Ottawa 
Newspapers in Total Advertising .. . 
13,927,453 lines. 


& THE EVENING CITIZEN =: 


Ottawa’s Greatest Newspaper Cenede” 


For complete information on this market consult: Conklin & Woodward: New York, Detroit, Chicago, San F , Les Ang 
Southam Newspapers: Montreal and Toronto. F. A. Smyth, London, England. 


The SM" symbols mark orignal, exclu- . 

sive estimates by SALES MANAGEMENT ONTARIO — (Continued) 
SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES 1952 ADVERTIS- 


ESTIMATES BUYING INCOME ING 
11/83 BYD EstimaTES 1952 ESTIMATES CONTROLS 
ap 


M 
PROVINCES [Code Per | Per FIVE STORE GROUPS 
Fami- ap- Fa in thousands of dollars add 000 Qual- 
Total c lies é Dollars ( Net . Buying ity of 
thou- of thou- French add - Dollars of General Furn.- Auto- Power | Mkt 
sands) Canada sands) Origin 000 Canada come come] ‘add 000) Canada Food Mdse — motive Quota 
adio 


Algoma : ‘ 16 : ° .5168 1,248 5, ‘ -4392 . 283 


Sault Ste. Marie 34.5 r 52 3195 1.5196 2,153 425 169 


1,549 -4830 

1,472 j 3157 

Brant ‘ ‘ .5711 1,206 4, -5580 2, 217 é 3,482 , , 5593 
Brantford 7 2647 11.5 { 5 3087 1, 3004 55,35 1760 13,605 3,210 r S501 


Bruce ° 2100 «8112, : . 2332 , ‘ 2331 


Carleton K ‘ 4855 1,611 6, : 1685 ‘ ; 2394 
Ottawa 91 54.1 31.5 54,698 2.1624 1,663 225 ,2 1.9368 is 4 Ui | 7.6 31 27 O41 
Cochrane 7576 1,448 5, 5 5936 226 27 2 ; -6743 
Timmins 28 r 12.5 5H! 717 1,575 5, 863 5 5 130 12, 1/ 4 | 7,552 064 


Dufferin ‘ 733 2 0813 2 2 ‘ .0784 


Dundas : - 769 2 56 1089 2 2 0936 

Durham g 2 025 3,¢ . 1555 1899 

Elgin 2 252 4 B 3791 2,608 q 2 4171 
St. Thoma 5.8 12 i 1.1 09 ISS 647 5,077 t i" 7 6 


40 


Essex : 5375 : -6792 5,2 2, BB 56 8982 
Windsor f 5 l 20 1 01,638 5,89 15 1.3515 1s | ‘ 148 1034 5 1 2088 
Frontenac 5 1754 5 3 5 2 .4900 
Kingsto i.8 i) ’ } 1,325 4 51 { 12.0 Bw ] i 12 ] 4104 
Glengarry y g . : 5772 .0726 2 .0787 


Grenville . 4 ; 962 3, : 2, y . - 1053 
Grey 3 ‘ ; : 9213 , ‘ 5 640 . 3560 
Owen Sound 5 20 537 1252 1,194 4 19,511 64 5,42 6 rey) 1365 


Haldimand . ; ; . ‘ 964 3 , ‘ : ,973 . 1550 


Haliburton ‘ 2.4 ‘ j ‘ 681 2, : j 596 0351 
Halton 2174 ‘ 5.811 5 39326 «= 92 


© SM, 1953. Before using these figures, see explanation page 683 
MAY 10, 709 


YOU KNOW IT WORKS WHEN YOU TEST IT FIRST! 


Before you stake your precious sales budgets on a new 
advertising and sales campaign, why not test it first in 
Peterborough Canada’s top test city. For a fraction of 
your budget, find out in advance if your campaign actu- 
ally does the things you hope it will. 

In Peterborough you’ll find every sales problem you’re 
likely to meet in Central Canada. For this growing indus- 
trial and distribution centre provides an accurate cross- 
section of the buying habits, likes and dislikes of all your 
customers. 


You'll find, 


are alert, aggressive merchandisers, anxious to work with 
you to test new sales ideas. And you’ll get outstanding co- 
operation from the Peterborough Examiner, the one news- 
paper that gives you complete coverage of this rich, year- 
round market. 

Many of Canada’s leading advertisers have found Peter- 
borough to be one of the most sensitive test cities in 
Canada. Ask us how leaders like H. J. Heinz Company, 
Milko, Lyons Tea, Dominion Foils, Red Rose and Blue 
Ribbon proved their campaigns by testing them first — 
in Peterborough. 


The Peterborough Examiner 


CIRCULATION — 17,023 


259 


too, that Peterborough’s 352 retail outlets 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


ONTARIO— (Continued) 


POPULATION 
ESTIMATES 
1/1/53 


NET EFFECTIVE 
SM BUYING INCOME 
ESTIMATES— 1952 


SALES AND 
— 


CONTROLS 


RETAIL SALES—1952 


SH | ESTIMATES 


PROVINCES 


Total 
thou- 
sands 


Hastings 
Belleville 


lrenton 


Huron 

Kenora 

Kent 
Chatham 


Lambton 
Sarnia 
Lanark 
Leeds 
Brock ville 


Lenox & Addington 
Lincoln 

St. Catherines 
Manitoulin 


Middlesex 
London 

Muskoka 

Nipissing 
North Bay 


Norfolk 

Mincoe 
Northumberland 
Ontario 


st 


93.1 


awa 


m SM, 1953 


Td) ae 


eanrwenreeeeee eee eaeakeae ee te & 


THE SUDBURY 


DAILY STAR 


MEMBER THE CANADIAN PRESS = @ 


45.3 


of 


Fami- 
lies 


| (thou- 


Canada sands) 


5336 
1416 


0732 
| 


3516 
2819 
5725 

1539 


0520 
2381 
.6368 


sO0Gg 


CANADIAN DAILY NEWSPAPERS ASSOCIATION 


French 
Origin 


add 
000 


40, 666) 
53,393) 
85,234 
29 ,967 


100, 366 
60,679) 
41,674 
42,787 
16,924 


! 

14,543 

128 , 367 
60,906 
8,664 


553 
, 865 
,803 
, 190 
,124 


525 
,790 
31,789 
113,243 


65,391 


Canada come come 


-4985 1,048 3,751 
-1753|1,389)4,714 
-0731)\1,120)3, 867 


-2479, 791 2,658) 
3255 1,296 4,725 
.5197 1,018 3,479) 
- 1827) 1 ,332)4,473 


-6118 1,256 4,421 
3699/1 ,610 5,835 
. 2541 1,120)3,895) 
.2609 1,059 3,753 
1032) 1 ,322)4, 454 


-0886, 716 2,424 
- 7826 1,336 4,790 
3713) 1,508 5,296 
-0528) 7282, 


.4056 1,336 4, 
9136/1,482,5, 18 
.1390 8873, 
.3548 1,098 4, 
.1776|1,533 5, 


-2287 834 2, 
-0597 1,288 4,079 
.1938, 9133, 
-6904 1,216 4, 
3987 1,444.5,273 


CANADAS 


“FIVE STORE GROUPS 
(in thousands of dollars —add 000 
Auto- 
motive 


Furn.- 
House- 
Radio 


General © 
Mdse. 


of 
Canada 


Food 


2,895 13,033 3,694 2,575 
200 2,674 1,526 


,120 620 759 


14,920 
6,936 
2,885 


490 
036 
121 


7,669 
4,179 
18,139 
»732 10 ,053 
015 
, 199 


12,270 
5,640 
4,436 
6,771 
3.480 


28,941 
23,442 
4,774 
5,914 
4,764 


5,908 
3, 507 
4,436 
18,585 
10,035 


1 425 
4, 2,603 
4 


2,525 


Before using these figures, see 


Sales Management's Bumper 1953 Analysis . . 


Quai- 
Buying ity of 
Power Mkt. 
Quota | In- 

dex 


-5188, 97 
-2014; 142 
0863) 118 


2723, 77 
-2804, 99 
-5613 98 
.2280| 148 


-5511; 101 
3157) 122 
-2425 95 
-2736 99 
. 1187) 136 


-1018) 37 
-7640 116 
-4291) 155 
-0561, 69 


3264, 112 
9244) 134 
-1567 89 
3358 93 
1762, 136 


-2431; 79 
.0760) 146 
.1935, 81 
.6677| 105 
.3882) 125 
explanation page 683 


1,089 


OD ivszx: 


FOOD SALES «cto $73,896 DAILY 
AUTO SALES #xct> $43,766 DAILY 
AVERAGE WEEKLY WAGE. $73.88 


Use The Star's Saturate Circulation to Sway the Heartland of the North! 
SALES MANAGEMENT 


AUDIT BUREAU OF CIRCULATIONS 
J. MEAKLS - Publisher & General Manager «8. W. PEARSON - Advertising Manager 


wat 


1 G. Vatcher & Co., Lid.— 


NA @EPRESENTAT t 


137 Wellington F W, Toronto, Ont 


*e eeeneneneeeeeeeee 
* #+ ee eee RRR RHR H HR SH 


“eee eemeeeeeeee eee ee ee 
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LONDON STEPS OUT! 


London steps out with Canada! Planned capital investment for construction of new 
factories and homes in Canada in 1953 is up 6% over last year, as opposed to an antici- 
pated increase in United States of little more than 2%. LONDON has grown faster in 
the past decade than any other major Ontario city. The city and seven-county area shows 
a steady growth of $9,000,000 annual increase in capital investment. 


COMPARATIVE FIGURES FOR 


LONDON AND SEVEN-COUNTY MARKET (000's omitted) 


Retail Sales 
Effective Buying Income 
Total population 


INVESTIGATE THESE FEATURES 


1952 


$449,457 
$657,081 


562.8 


1951 


$414,868 
$646,625 
538.1 


Gain 
$34,589 
$10,456 

24.7 


e Self-contained major market! 


e Ideal cross section nation’s population! 
e One newspaper market! 


The London Free Press 


Westerina Outartio's Juriemost fearspaper 


86,479 


average for 3 months ending Feb. 28/53 
PUBLISHER’S STATEMENT 


8 Editions daily 


The ‘‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


(Continued) 


SALES AND 
ADVERTIS- 


ONTARIO— 


POPULATION NET EFFECTIVE RETAIL SALES -1952 


PROVINCES 


Oxford 

t Woodstock 

Parry Sound 
Parry Sound. 


Peel 


Perth 
Stratford 
Peterborough. 
Peterboroug! 
Prescott 


Prince Edward 

Rainy River 

Renfrew 
Pembroke 


Russell 

Simcoe 
Barrie 
Orillia 

Stormont 
Cornwall 


Sudbury 
Sudbury 
Thunder Bay 

Fort Williar 
Port Arthur 
Timiskaming 


JM 
Map 
Code 


Total 


thou- 
sands 


61.9 
16.5 
7 


q 
8 
8 

qd 
3 


2 


* Withheld to avoid disclosure 


MAY 10, 1953 


ESTIMATES 
1/1, 53 


Fami- 
lies 


of thou- |French 
Canada sands 


4235 


1129 


1895 


0356 


4132 


. 3748: 


1348 
4433 


2853 


c 


Origin 


JM 


Dollars 
add 
000 


BUYING INCOME 


ESTIMATES 


Per 
Cap- 

ita 

of In- 


1952 


Per 
Fam- 

ily 

In- 


Canada come come 


3942 1, 
1298, 1 
- 1605 

.0366 1, 


5951 1, 


-3801 1, 
7161, 
-4656 1, 
3405 1 
21 


-0827 
1488 1, 
. 3681 


OSO9 


0644 
-6682 
1122 1 
0882/1 
. 3584 1, 
-1434 1 


-0371 1, 
42111 
8507 1, 
2971.1 
2634 1 


4557 1, 


045 3, 


290 4 


950 3, 


155 4 


572 
174 
291 
005 


616 6, 


138 3, 


4294 


179 4, 


339 5 


752 3, 


703 2, 
061 3, 
860 3, 


998 4 


580 2, 
980 3, 
$84/4,721 


1303 


150 4, 


3215 


455 6, 
535 6,57 
257 4, 
324 4,73 


219 
1d 


4545 


, 646 


Net 
Dollars 


of 


add 000) Canada 


53, 
21 


, 339 
SM 


4617 


1808 


.1923 
1097 


2091 


Fam- 
ily 


2,966 


ESTIMATES 


FIVE STORE GROUPS 
in thousands of dollars add 000 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 
Mase. 


ING 
CONTROLS 


Qual- 
Buying ity of 
Power Mkt. 
Quota | In- 

dex 


1 


1 


12, 
i, 
4, 


10, 


a 
Das 


$45) 


843 


1,183 


-4203, 99 
1417, 126 
.1758 93 
O583' 164 


.4429 107 


3841) 102 
1769) 131 
4546 103 
$416) 120 
1271 


0982 
. 1406 
. 3792 
OO9s 


0752 
-6838 
1272 
1070 
3315 


1532 


9248 
4473 
8702 
$277 
2968 


4224 


Before using these figures, see explanation page 


covered by a single ne ap 


Hamilton is the casiest and che apest to cover of Canada’s 
key city” markets, Ie ts the largest marketing area in 
Saasie and the ONLY mejor city pag Se Hamilton is the largest city in Canada 
blanket COMPLETELY with a single daily newspaper covered by a single newspaper 


Tre Hamilton Spectator 


UNITED STATES REPRESENTATIVES Established 1846 
CONKLIN & WOODWARD Inx New York, Detroit 
Chicago, San Francisco, Los Angeles, Atlanta 


There are more Spectators sold in Hamilton every day than 


there are homes in the city 


One of the Seven Southam Newspapers of ¢ anada 


5 The ‘‘SM"’ symbols mark original, exclu- 
ONTARIO — (Continued) sive estimates by SALES MANAGEMENT 
SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES 1952 ADVERTIS- 
SM ESTIMATES JM BUYING INCOME JSAM ING 
1/1/53 ESTIMATES 1952 ESTIMATES CONTROLS 
PROVINCES Per Per FIVE STORE GROUPS 
Fami- Cap- | Fam- in thousands of doliars add 000 Qual- 
Total lies % Dollars ita ily Net Y Buying ity of 
thou- of thou- French add of In-  In- Dollars of ‘ General Furn.- Auto- Power Mkt. 
sands) Canada sands) Origin 000 Canada! come come} (add 000) | Canada Food Mase. House- | motive Quota In- 
Radio dex 


Victoria 642 .1563 913 2,982 21,441 1844 2, : 436 4,681 .1719 89 
Lindsay ] 91 } RO4 0723 1,175 3,055 15,313 1317 623 5 ° 3,000 
Waterloo 852 9989 1,217 4,551 109,325 .9401 3, , , ; 19,609 
Galt 4 +e 1 Pt 27 606 1683 1,353 4,526 24,292 2089 2 1,71 1,307 394 
Kitchene 7.9 7 ! 5 51.937 3776 1,293 4,839 54,37 1676 12,326 5, 686 $765 { 5 3946 120 
Welland y ‘ . 1 454 5.358 131,153 1278 3, ; t . . 1035, 122 


Niagara Fall ! l 7 5 s7 , 463 22 561 5,591 8,40 4170 ag Bed 27 57 721 166 


Welland 16.3 118 s 16.5 2 t} 1463 73 5,582 a) i ; 7,5 2) 1,5! 183 126 1816) 163 


Wellington B4 ‘ ; 915 4811 1,1244,026] 58,263. { . j .4869 101 
Guelp! 197 7 7 6,59 1,271 4,692 1,774) 2 9 14 95 ; 709} «2407 122 
Wentworth B4 3.6 4 3 972 2 $847 1, 495 5.478) 285,381 2 ; ; 2.4165 125 
Hamilto 221.5 1.5152 539,951 2.0725 1,535 5,573] 264,425) 2.2 55,391 33,62 77 18,882) 7,780] 2.0214 133 


York B31 1,243 g 116 12.0388 1.588 6,192) 1,454 270 12.5054 294.3 : 204,890 42,880] 11.4723 135 


* Withheld to avoid disclosure © SM, 1953 Before using these figures, see explanation page 683 


ALL SURVEY DATA ‘are available on IBM cards at nominal cost. These cards, as well as IBM listings of 
data in the “Survey of Buying Power’, regrouped according to your sales territories, may be obtained from 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


rd 
for the straight year 


THE TELEGRAM LEADS 


@ In 1952, for the third straight year, Canada’s largest de- 
partment store* placed more advertising in The Telegram 


than in any other Toronto newspaper. (Media Records) 


1950 1951 1952 
TELEGRAM 2,117,778 2,232,327 2,191,664. 
STAR 2,114,300 2,186,355 2,186,546 


GLOBE & MAIL 781,972 773,046 1,712,502 


Important advertisers know that The Telegram gets results. 


W. E. Browning, 1106 Dominion Sq. Building, Montreal, Que. 
O’Mara and Ormsbee, Inc., 420 Lexington Ave., New York, N. Y. 


John E. Lutz Co., 435 North Michigan Ave., Chicago, Il. 


THE TELEGRAM 


Toronto 1. Canada 


More Than 500,000 People in Canada’s Richest Market Read The Telegram 


T. Eaton Co. Ltd. 


MAY 10, 1953 


This is why 


TAR 
TORO OF THE CANADIAN i! 
is your best advertising buy nee Canada 
~— 24% of Canada’s population 
29% of Canada’s retail sales 
31% of Canada’s buying income 
res. a or ee 
Canada's wealthiest markets, you need 


saedaeiaes Che Globe and Mail 


The effective circulation TORONTO CANADA 

zone of the three Toronto 

dailies . . . including reaching over 235,000 families daily in *TOR-ONT-ARIO 
the metropolitan area of 

taneete, SS — Montreal Office — 544 Canada Cement Bldg. 


neighbouring rural areas U.S. Representative — Shannon & Associates 
and villages 


re) N TARI O aan (Continued) am: "a The “SM” symbols mark original, exelu- 


sive_ estimates by_ SALES _MANAGEMENT. 


: “SALES AND 
POPULAT NET EFFECTIVE RETAIL SALES—1952 ADVERTIS- 


ESTIMATES BUYING INCOME ING 
Di JM ESTIMATES— 1952 ESTIMATES CONTROLS 


PROVINCES | Per | Per | FIVE STORE GROUPS 
| | Fami- } | Cap- | Fam- | (in thousands of dollars —add 000 
Total % lies % | % | ita ily Net | % , .— : ‘ __] Buying ity of 
(thou- | of thou- | French ‘ | of | In- | In- Dollars | of Fam- | | Furn.- Power | Mkt. 
sands) | Canada) sands | Origin |\Canada |come come} (add 000) Canada ily | Food General | House- | Auto- Drug | Quota | In- 
| | } | | Mdse. | Radio | motive | | dex 


Toronto. . ; 699.3) 4.7837) 17% 5| 1,183,236) 7.2136)1,692/6,820] 1,288,201/11.0773 | 231,508) 304,131 49 046) 168,888 35,873] 7.8867) 165 
! | 
New Toronto 11.8) .0807) p ‘ 19,439 1185) 1 ,647|7,477 12,441; .1070 4,790 626 266 2,470 477 -1075, 133 


Total Above Cities 2,164.8)14 8092) 575.1) 3,354, 194/20. 4487/1 ,649/5, 832] 3,174,121'27.2943 | 667,158) 495,655) 137,288) 516,439 80,117] 21.3748) 144 


Province Total 4,851.8 33.18991,304.0) 9.5 | 6,441,515 39.2705 1,328 4,940) 4,345,098 37.3638 3,332, 980,057, 555,900 167,892) 768,264 108,426) 37.4824) 113 


Per Casita Sales ; skenteuuna ; ; 896) 202 115 35 158 
Per Family Sales 426 129 > 589 


MANITOBA 


City and Population County City and Population County 
(in thousands) (in thousands) 
eee: - eee ae = =—— lf} Winnipeg et ead ‘Division 6 


Division 1... FS 24.3) Fane 6.9) 23.1 16, 290| 9993) ~ 670)2, 761 “0545 % 076| : | & 884 * | .0993| 60 
Division 2 F5 40.2) | 9.9) 15. 28,483, .1736 7092.8 t .1393| 1,635) : 4,639, 281) .1836| 67 
Division 3....... 4) a 6.5| 15.1 23,028 .1404 9084/3, 543] ‘ .0907) 1,624 Baal 2,287 241) 1294) 81 
| | | | 
Division 4... 6) 1067} 4.7) 3.6 21,318, .1300|1,367/4, 636 .0793) 1,961) ; 2,188) ° -1101) 103 
Division 5... 8} .3749) 15.2) 6.2 55,340! -3374)1,010)3, 641 1249, 955 ‘ | 2,472, 23 -2812| 75 
Division 6 . .3) 2.3621) 96.7] 9.7] 465,270 | 2. 8365/1, 347/4, 811 ,457| 4.2175) 5,072 : ‘ 9,453) 78,513) 10, .1558) 134 
Winnipeg .6746| 70.9) 4.5) 343,626) 2.0949)1, 404/4, 847 57,124) 3.9308 5! 578 17 71,462] 9,776] 2.5616) 153 


Brandon - 21.8} .1491) = 2.6 26,963] .1644/1,237/4,570 32,172) .2766] »727 8 7,0: 1950) 131 
Division 8... 4. 9} 4.7| 18,344) .1118| 89P|3,109] 10,179 0876, 1,725, 1, ; 1100) 79 
Division 9...... 4, .4269) . . 70,097 am. m1 19 .1578| 1,099 | 431) 3465 81 
| | | 

Division 10... 0} .1368) : : 19,930 1218) 997 3,624) | ,0736) 1,557| .767) 1102, 81 
Division 11 . , : 27,228, .1660/1, 0590/3, 536 y -1022| 1,543) .929) | . .1488| 85 
Division 12 * ; ' 17,742) .1082) 736'2,909) z 0688! 1,121 -1047| 63 


* Withheld to avoid disclosure © SM, 1953. 


| | | | | 
Division 7 a. 8) 4. 40,623) 2476) asa! 44a 3490, 3,440, 6, 307) ,054| 2868) 98 
| 


Before using ‘these figures, see ee explanation page 683. 


714 SALES MANAGEMENT 


COVERAGE 7 /*~ FOLLOWING in the 


MANITOBA Market! 


5000 WATTS 630 KC 
in U.S.A. — Weed & Co. WINNIPEG, MANITOBA 


=< ONLY TOP .==*\_) Brings the Best 


The “SM” symbols mark original, exclu ; ; . 

sive estimates by SALES MANAGEMENT. M A N | T @) B A _— (Continued) 
; x st SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1952 ADVERTIS- 


ESTIMATES BUYING INCOME ING 

BY) 1/1/53 GD ESTIMATES —1952 @D ESTIMATES CONTROLS 

Map 
PROVINCES [Code | Per ; Per FIVE STORE GROUPS 
Fami- Cap- | Fam- in thousands of dollars —add 000) Qual- 
Total % | lies / Dollars ‘ ita | ilv Net ‘ Per Ate Buying ity of 
thou- of thou- French} (add of In- | In- | Dollars of | Fam- | Furn.- | Power | Mkt. 
sands) Canada’ sands) | Origin} 000 Canada| come come] (add 000) | Canada’ ily Food | General | House- | Auto- Drug | Quota | in- 
Mase. Radio motive | dex 
Division 13 25.3 .1730 7.0, 12.2 18,649, .1136 737 2,664 14,511; .1247. 2,073 1,643 1,491 3,494) .1288 74 
Division 14 23.9 .1635 6.8 1.7 18,507, .1129) 774 2,722 .163 .0702, 1,200 1,127 . 1,975) .1102) 67 
Division 15 13.0). 3.5) 7.0 10,525 .0641 810 3,007 .388 0378 1,254 718 ° 1,073 .0612) 69 


Division 16 : ; ; ° 69,121 .4215 1,434 5,713 .373|  .1666 1,601 ' ; 1,068 3267) 99 


Total Above Cities 266.6 237 76. 370,589 2.2593,)1,390)4, 825 95 4.2074 5 t , 9,988 78,493) 10,304] 2.7566) 151 
920,503 5.6118'1,138 4,146 ; 5.9345 3,109 , d 11,016 121,788 15,096] 5.6933) 103 
Per Capita Sales. .}... jainiet | ie ; ‘ an 4 151 19) 
Per Family Sales 861 50 549 68 


SASKATCHEWAN 


City and Population County City and Population County City and Population County 
in thousands in thousands (in thousands) 
Moose Jaw.. 5 4 Division 7 Regina. .. 5 Division 6 Swift Current....... 7.8 Division 8 
Prince Albert...... § Division 15 Saskatoon 55 .6 Division 11 


Division 1... , : ° ‘ 41,035; .2502 1,124 3,871 . -1787| 1,961 , 757 4,910) ° | 92 
Division 2 ‘ : : . 37,228 .2269)1,052/3,799 . 1907 2, 565 . 6,241 ° 90 
Division 3 , ° \ 26,706 .1628 905 2,903 ’ -1776) 2, ,079 


Division 4 . : . q 23,397 .1427 1,393 4,178 i 1596 3 349 
Division 5 HC . ° 48.045 .2929 959 3,291 A .2401 1 ,078 
Division 6 : ‘ t . 174,797 1.0656 1,504 5,096 ‘ -6234 5, 301 
Regina 73.5 1 124,723, .7604)1,697'5,774 4, 4124 
| 
Division 7.. , ‘ ‘ 92,193 .5621,1,783 5,622) é 4858 
Moose Jaw. . 25 7 , 77 2980 1,924'5, 961 7 3158 
Division 8 : . . ‘ ; -2392|1,102 3,442 s 3524 
Swift Current 7 j j 0744)1,565.4, 696 5, 1329 
Division 9 ‘ ; 57,051; .3478 1,024 3,544 ; . 2769 


Division 10 - : . : 44,273 .2699 1,159 4,099 ° ’ 
Division 11 P J ‘ 161,213 9218 1,740 5,728 y ° : 26,798 
Saskatoon 55.6 ‘ 106,113 6469 1,909 6,316 : ;, 26,651 


Division 12 ° - 2004 ‘ . 29,764 .1815 1,016 3,421 . ° , 971) 514 


Division 13 .2114 9. ‘ 30,576 .1864 9903,288) 
Division 14 . -4316 : ‘ 58,386, .3560 925)3,173 
Division 15.. 5651 ‘ 6 95,385 .5815 1,155 4,316 

Prince Albert 2 1245 9} 9.3 26,707; .1628'1,467\5, 450! 1663 
Division 16 . 3119 ; ij 48,002 .2926 1,053 3,810 . : . J , ’ . 2783 
Division 17 . 2004 . , 29,424 .1794 1,004 3,382 ’ ° ‘ . : 1712 
Division 18 , . 1061 8 7. 16,349 .0997/1,055 4,302) ’ é 0810 
Total Above Cities 180.5, 1.2548 318,630) 1.9425 1,765.5, 890 2.0604 


Province Total 848.9 5.8071 , : 1,043,060 6.3690 1,229 4, ‘ : } 610 6.2397 


Per Capita Sales. .|... ; za ; a Se 177 " 187 16 
Per Family Sales Ter . 605 36 638 55 
* Withheld to avoid disclosure. 
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Before using these figures, see explanation page 


and over 


Se in excess of $150 Million 
[ LL} $75 Million to $149.9 Million 
r 


j 
ites shown are those having net | 
Efe 


ALBERTA, SASKATCHEWAN 
and MANITOBA 
rr 


clive Buying Income of $15 milliont Hs 
yng 


1950 Net Effective Buying Income 


] $40 Million to $74.9 Million 


1 $15 Million to $39.9 Million 


Here’s the market you can talk to —and sell. 


You can talk to it because the 

gunk CALGARY HERALD completely 

cw blankets this prosperous area with 
its 95% coverage. 


You sell because there’s AGRICULTURE, OIL 
and INDUSTRY all contributing to make South- 


ern Alberta one of Canada’s richest 
markets. 


Look into the statistics on Southern 


Alberta. You'll find an investment 
in the CALGARY HERALD money well spent. 


Advertising Representatives IN UNITED STATES 


Conklin & Woodward at New York, Chicago, Detroit, Los 


Angeles, San Francisco 
F R. LEWIS, Southam Newspapers, 


106 Southam Bidg., Montreal, Que 
A. H. ALLARDYCE, 350 Bay Street, Toronto, Ont 
LONDON, ENGLAND, F. A. SMYTH, 34 Ludgate Hill, E.C.4 


“The 
CALGARY 
HERALD 


A Division of The Southam Co. Ltd 


One of the Seven sate itt Seming Southern tlherta Scuce S83 


Newspapers of Canada 


SALES MANAGEMENT 


511,100 NORTHERN ALBERTA 
CUSTOMERS FOR YOUR PRODUCT! 


= 
~ 
WN see ee vam y, [novste 


sno vives 


ONLY ONE MEDIUM TO EFFECTIVELY sat ma 


Giving saturation coverage of the Edmonton 
Retail Trading Area 


CIRCULATION NOW EXCEEDS 86,000 


we ENmontton Journal 


One of the Seven Southam Newspapers of Canada 
THE ONLY DAILY NEWSPAPER IN CENTRAL AND NORTHERN ALBERTA 


The “SM symbols mark orig nal, exclu- 
sive estimates by SALES MANAGEMENT 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES 1952 ADVERTIS- 
ESTIMATES BUYING INCOME ING 
11 53 ESTIMATES 1952 GD ESTIMATES CONTROLS 
Map 


PROVINCES [Cod » , FIVE STORE GROUPS 
Fami- n- * 


in thousands of dollars —add 000 
lies Dollars ! Net Buying 


of thou- French add f - - Dollars of - General Furn.- Auto- Power 
Canada sands) Origin 000 Canada come come} add 000) Canada Food Mase House- motive 4 Quota 


Radio 


7,617 3133 121 
520 i S48 152 
17,492 . 6145 120 
Division 3 2 2; 4 5 5 


1145 1,067 3, ¢ 2 , ; 2,5 2 1030 


Division 1 2586 51 3133 1,360 4,631 40,687 .3498 565 6,846 3,437 944 
Med e Hat , ‘ 55 x 8 O40 


5 2 } 191,575 5,008 1,074 nT 17 H ° 
Division 2 5137 2 96 622 5891 1,287 4,6 84,196 2 15,; 10, 57 1,560 


Division 4 : y 2 2145 1.1773 5 2% g 1957 
Division 5 3 3 5 2 1183 1,190 3,593 9,¢ : 2 1071 
Division 6 3 5 y 291 , 087 7745 1,407 4,6 292,229 7 56 y a 2 2} ¢ 9242 136 


4 $445 155 


Division 7 2264 9 2 027 3 1962 
Division 8 é 6261 Z g 2 050 3, K 520 2 82 y : 3 §201 

Red Deer S 2 HY 541 1,082 3,605 1 268 y 15 rig O763. 136 
Division 9 32.2 2203 ¢ 225 3, 984 2016 92 
Division 10 3461 14.8 2 191 4, 2 5. 223 j 3189 «4 
Division 11 2 6671 67.0 5,736 2.052 , 382 5,07 285, 2.4 47 . oa ) ,032] 2.0970 126 

Edmonto f is 5 250,000 1.52 156 5,178 ; f 285 76,952 9,192 959 4,529 6605 144 
Division 12 1238 5.6 2 y AW 136 3,672 , f 1070 «86 


Division 13 2100 7.8 23. : 909 3, ‘ . ' 2 : 1611 72 
Division 14 3291 13.6 10. . ‘ 957 3, 4 , y 143 305) 2472 «75 
Division 15 2 1552 6.1 26 2 : 7542 y ° ag 112 0994 64 


Before using these figures, see explanation page 683 


* Withheld to avoid disclosure. 
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THE VANCOUVER PROVINCE 
IS CANADA'S FASTEST GROWING NEWSPAPER 


IN CANADA'S 


THIRD MARKET 


The Vancouver Province has_in- 
creased its circulation in two years by 
32.41%, faster than any other metro- 
politan newspaper in Canada. 

Here are the figures: 


March 31, 1951 
(Publisher's Statement) 


March 31, 1952 


94,515 


105,226 


British Columbia's phenomenal industrial 
development is attracting investment capital 
at the rate of over a billion dollars each year. 
The 10-year story of basic industries and 
manufacturing, focuses the attention of the 
world on British Columbia. 


HERE IS THE PROOF 


1942 1952 


(Publisher's Statement) 


Lumber 
Agriculture 


$125,000,000 $ 520,000,000 


72,000,000 


4th week of Feb. 1953 


125,147 


153,000,000 


Fishing 38,000,000 80,000,000 


(Average 4th week of Feb. 1953) Mining 76,000,000 165,000,000 


(Publisher's figure) Manufacturing 558,000,000 1,290,000,000 
Get your FULL share of this rich expanding market. Use the Vancouver Province. 


THE VANCOUVER PROVINCE 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS 


The “SM” symbols mark ‘original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND. 
ADVERTIS- 


ING 
CONTROLS 


ALBERTA— (Continued) 


POPULATION NET EFFECTIVE 
S a BUYING INCOME 


ESTIMATES —1952 


RETAIL SALES —1952 


ESTIMATES 


PROVINCES Per | Per 
Cap- | Fam- 
Total | Hes ‘ Dollars % ita | ily Net % Per 
thou- of | (thou- French (add of In- | In- Dollars of Fam- 
sands) Canada sands) Origin} 000) Canada come come} (add 000) Canada _ ily 


FIVE STORE GROUPS 
in thousands of dollars — add 000 Qual- 
Buying ity of 
Power Mkt. 


Fami- 


General 
Mase. 


Furn.- Auto- 
House- | motive 
Radio 


Food Drug 
Division 16 7, .2306 


33. 10.0 4.6 
Division 17 12.1, .0827 


2.8 5.9 


28,447, .1734 844 2,845 
5,164 .0315 427 1,844 


14,356 
2,582 


-1235 1,436 1,441 


3,606 254 
-0222) 922 26 - ’ 


Total Above Cities 358.9 2.4553) 106.0 540,336 3.2941 1,506 5,098) 574,800 4.9428 92,511; 144,665 87,685) 10,291] 3.62: 


Province Total 985.5 6.7415, 282.1) 6.0 | 1,208,922, 7.3701 1,2274,285} 918,204 7.8957 3, 140,919, 156,978 162,588 18,156 


Per Capita Sales : ‘ 932 
Por Family Sales 


* Withheld to avoid disclosure. 


143 159 25 165 18}... 
3,255 500 556 87 576 64! 


Before using these figures, see explanation page 683. 


BRITISH COLUMBIA’S THIRD MARKET 


WEST KOOTENAY (Division 2) 


THIRD in % of Canada Potential 
THIRD in Effective Buying Income THIRD in Total Food Sales 
THIRD in General Merchandise Sales THIRD in Furniture-Household-Radio Sales 
And FIRST in Per Capita Income 
You reach 63% of all radio homes in this growing market avery day with CJAT. 


Radio Station C J A T ‘ T ra i | , British Columbia 


Represented in Canada by All-Canada Radio Facilities—in the U. S. by Weed & Company 


© SM, 1953 


SALES MANAGEMENT 


IsT NEWSPAPER 
IN THE WEST 


First in Circulation 


Vancouver Sun circulation 177,556 daily—ABC Publisher's Statement for 6 
months ending Sept. 30, 1952. That's 72,799 more than next Vancouver paper. 


First in Coverage 


In Vancouver city, the Sun covers more than 80% of all families. In Vancouver 
Metropolitan area, 74.8% of all families are reached by the Sun. 


First in Advertising Lineage 


Last year the Vancouver Sun carried 3,727,189 more lines of advertising 
than the second Vancouver paper. 


Fey VANCOUVER REACHES FOR 
se ‘Che Vancouver 


TORONTO — C. M. PEARSON, Star Building MONTREAL — R. C. BOYD, University Tower 


The “sm” symbols mark original, exclu- 


Ime eckmatel"Wy Gates waanaeweNt = BRITISH COLUMBIA 


City and Population County City and Population County City and Population County 
(in thousands) in thousands) 

New Westminster... 29.7....... Division 4 Vancouver... .. \ -  e 
Prince Rupert....... Division 9 Victoria. . > eB 
, ae ; . . .Division 2 


in thousand 
Nelson aioe ue ...- Division 2 
Nanaimo.... oa ..Division 5 


SALES AND 

POPULATION NET EFFECTIVE RETAIL SALES—1952 ADVERTIS- 
ESTiMATES SM BUYING INCOME 
1/1/53 ESTIMATES— 1952 


PROVINCES yr | Per 


ING 
ESTIMATES CONTROLS 


| Per | | si FIVE STORE GROUPS 
Fami- Cap- | Fam- (in thousands of dollars —add 000) 
Total b/ | & / ‘5 _ 


lies ‘ Dollars ita | ily Net | % Per | x Buying 
(thou- of | (thou- |French} (add of | in- | In- | Dollars | of | Fam- | | Furn.- Power 
sands) | Canada| sands) | Origing 000) | Canada\ come) come} (add 000) Canada ily | Food | General | House- | Auto- | Quota 
| | Mdse. | Radio | motive 
Division 1 28. 1950 . 3.4 45,039| .2746'1,580 5.299) . -2437| 3,335 5,378) 3,703 9,414 
Division 2.. 61. -4207 ‘ 2.7 97,562) .5948'1, 586 5, 108) y -5199 3,166) 12,588) 7,488 ’ 18,123) 
Nelson 0465 2.¢ 9,749) .0594)1,434/4,239 j - 1466 2,708 1,465 7,515} 337 
Trail . ‘ -0794 d Q 19,077; .1163)1,645)5,299 3,27 2001 4,478} 4,617) 7,212 257 
Division 3..... 1) 6616) - A 67,718 .4128| 8252,709 ,437| .6283 2,457 12,168) 2,425) 23,102, 1,388 
Division 4 ° - 6305} ’ 971,117; 5.9204 1,435)4,607 6.9293, 3,823, 162,450) 132,055) 


Vancouver 3f 4141 621,162) 3.7869\1,760/5,507 636,582, 5.4740 115,340, 128,004 
New 


——_—_——| 


205,060) 15,433 
16,712) 155,839) 12,059 
| 


| 
Westminster - 2032 9 4. 43,714) .2665)1,472/4,912 56,406) .4850 14,621) 1,981 2,269 16, 404| 928 
Division 5. . -5| 1.5358 ° . 317,795) 1.9374\1,416/4 438 -2788 422; 35,820 6,156, 88,285) 6,111 
Nanaimo 3} .0499) 5 11,646] .0710 ale -2051 19% 3,797 739 11,477) 358 
Victoria : 3571 7 : 73,945) .4508|1,417/4,201] 159,003) 1.3673 24,639) 29,731 4,432} 52,970} 3,322 
Division 6. . D4 ts ° . 48,287, .2944/1,115 “| 33,342) . 4,774 3,599 360 9,365) 


Division 7 c4 ° 4) 3. 28,823) .1757|1,533,5,338 11,477, . 1,268 1,846 ° 
Division 8 ‘ c3 ‘ ‘ 2) 4. 40,153) .2448 940 3,281 25,006. ,050) 3,895) ah 


Division 9 ci RH 6) 3. 27,685, .1688)1,3124,944 25,082) . 4,182) 3,891 
Prince Rupert. i) : 7 : 13,116! 


ol 6, 2453} 


708) .1780| 
-0800' 1 ,525'4 , 858 14,297) . ! 3,344 . -0886' 151 
* Withheld to avoid disclosure. © SM, 1953. 


Before using these figures, see explanation page 6&3. 


Canadian Pictographs on Pages 692, 694 


MAY 10, 1953 


1950 Net Effective Buying income 


Te In excess of $150 Million 

$75 Million to $149.9 Million 
fas $40 Million to $74.9 Million 
ES] $15 Million to $39.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


\owwsion 
i 


B R | i] | S H Cc '@) L U M B | A —_ (Continued) The ‘‘SM’’ symbols mark orig nal, exclu- 


sive estimates by SALES MANAGEMENT 
SALES AND 
POPULATION NET EFFECTIVE 


RETAIL SALES 1952 — 
ESTIMATES BUYING INCOME 3 

1/1 53 ESTIMATES 1952 ESTIMATES CONTROLS 

Man 
PROVINCES [Code Per Per FIVE STORE GROUPS 
Fami- Cap- Fam- in thousands of dollars add 000 Quai- 
Total lies Dollars ita ily Net Buying ity of 
thou- of thou- French add of In-  In- Dollars General Furn.- Auto- Power Mkt 
sands) Canada sands) Origin 000 Canada come come} add 000) Canada ily Food Mase. House- motive Quota = In- 
Radio dex 
Division 10 6,823, .0416 443 1,483 7,787 .0669 1,693 327 06200 59 


109 «644.8300 5.4576 
Province Total 1,214.8 8.3101 376.1 3.4 | 1,651,002 10.0653 1,359 4,390] 1,323,756 11.3831 3,520 259.451 194,004 24,990} 10.1096 122 
Per Capita Sales 1,090 214 160 21 
Per Famiy Sales. 3,520 690 516 66) 


Withheld to avoid disclosure SM, 1953 Before using these figures, see explanation page 683 


COPYRIGHT NOTICE 


and RIGHTS TO FURTHER REPRODUCTION 


The exclusive estimates of population, Effective Buying Income, retail sales, buying power 
quotas, farm income and value by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to the copyright owner, SALES MANAGE- 
MENT, INC, 


SALES MANAGEMENT 


INDEX TO COUNTY AND CITY DATA 


(Arranged alphabetically by states, territories and Canadian provinces) 


EXPLANATION OF CERTAIN COLUMNS 


U.S.A. cities included (indented under county names) are those which had retail sales of more than $10,000,000 in 1948 


2. The first column following all county names is the map locating code 


Numbers following certain county names (appearing in the second column, following the map code) refer to the 


77> 


Metropolitan County Area of which the county is a part. See pages commencing 172 for alphabetical list of these areas and 


their code numbers 


The estimate for families is synonymous with “private households.” 


States County & States States County & 

City 
II) 
si 
228 
234 
254 


257 


County & 


Alabama 
Arizona 
Arkansas 
California 
Colorado 
Connecticut New Hampshire 
Delaware a 270 New 
District of Columbia Se aan 272 New Mexico 
Florida 274 New York 
Georgia ‘Keres 290 North Carolina 
rere 301 North Dakota 
ee ; 304 Ohio . 
ae eae Tee 321 Oklahoma 
lowa... ; ; ocke: ee Oregon 

Kansas ... ate 345 Pennsylvania 
Kentucky ee a 353 Rhode Island . 
Louisiana 362 South Carolina 
South Dakota 


Tennessee ... 


Mississippi 
Missouri .... 
Montana 
Nebraska 
Nevada 


Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


Jersey 


Hawaii 
Alaska 680 


680 


DOMINION OF CANADA 


Alberta es 
British Columbia 
Manitoba - 
New Brunswick ... 
Nova Scotia 


716 
719 
714 
700 
699 
708 
698 
700 
715 


So cn 
Maryland ...... rere 


Massachusetts . &% : ; ee i 


400 
414 


Quebec 
Saskatchewan 


Michigan 


Minnesota Vermont 


INDEX TO ADVERTISERS 


ADVERTISER 

Bethlehem (Pa.) Globe-Times 

Better Homes & Gardens 

Biddeford (Maine) Journal 

Binghamton (N. Y.) Press 

Birmingham (Ala.) Committee of 100 

Birmingham (Ala.) News &  Post- 
Herald 

Blair TV 


ADVERTISER Page 
Abilene (Texas) Reporter-News 600 
Advertising Checking Bureau 45 
Akron Beacon Journal 529 
Albany (N. Y.) Knickerbocker News 467 
Albany (N. Y.) Times-Union 466 
Alexandria (La.) Daily Town Talk 367 
Allentown (Pa.) Call-Chronicle 563 
Altoona (Pa.) Mirror 554 
Amarillo (Tex.) Daily News & Globe 


Times 


ADVERTISER Page 

Atlanta (Ga.) Chamber of Commerce 295 

Atlanta (Ga.) Journal & Constitution 293 

Atlantic City (N. J.) 
Newspapers 453 

Auburn (N. Y.) Citizen-Advertiser 470 

Augusta (Ga.) Herald Chronicle 299 

Augusta (Maine) Kennebec Journal 372 

all —, — oe we Bloomington (HL) Daily Pantagraph : 
ase 377 Boot & Shoe Recorder 

Banking 14. 48 Booth Michigan Newspapers 

Bar and Restaurant 189 Boston Globe * 

Barre (Vermont) Times 642 Boston Herald-Traveler 

Barrington Associates, Inc. I5 Boston Post 5 

Baton Rouge (La.) State-Times & Boston Record-American : 
Morning Advocate 364 Bozeman (Mont.) Daily Chronicle 


Batten, Barton, Durstine & Osborn, Branham Company, The 
Herald 326 Inc. 25 Bridgeport (Conn.) Post-Telegraph 


Press-Union 


627 
American Airlines 2nd Cover 
American Airlines 3rd Cover 
American Broadcasting Company 21 
American Home Magazine 217 
American Weekly 27 
Amsterdam (N. Y.) Evening Recorder 476 
Amsterdam (N. Y.) News 491 
Anderson (Ind.) Bulletin & 


Appleton (Wis.) Post-Crescent 672 
Appliance Manufacturer 73 
Architectural Record 50-51 
Arkansas Gazette 231 
Asbury Park (N. J.) Chamber of 
Commerce 458 
Asbury Park (N. J.) Press 459 
Asheville (N. C.) Citizen & Times 496 
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Battle Creek (Mich.) Enquirer & 
News 402 
Bangor (Maine) Daily News 374 
Bavonne (N., J.) Times 490 
Beckley (W. Va.) Post-Herald & 
Register 664 
Berkshire Evening Eagle (Pittsfield, 


Mass.) 379 


Bridgeton (N. J.) Evening News 

Bristol (Conn.) Press 

Buffalo (N. Y.) Courier-Express 

Buffalo (N. Y.) Evening News 

Burgoyne Grocery & Drug Index 

Burlington (N. C.) Chamber of Com- 
merce 

jurlington (Vt.) Free Press 


ADVERTISER 

FCF (Montreal) 

HEF (Granby) 

HL.N (Trois Rivieres) 

HLT (Sherbrooke) 

HRC (Quebec) 

1AT (Trail, B. C.) 

ISO (Sorel) 

KAC (Montreal) 

KCV (Quebec) 

KRC (Winnepeg) 

KVL. (Montreal) 

KWX (Vancouver) 

‘algary (Alberta) Herald 

amden (N. J.) Courier-Post & 

Times 

Canton (Ohio) Repository 

Catholic Universe Bulletin 

Cedar Rapids (Ia.) Gazette 

Charleston (S. C.) Evening Post & 
News-Courier 579 

Charleston (W. Va.) Gazette 663 

Charlotte (N. C.) Observer 502 

Chester (Pa.) Times 556 

Chicago Herald American 311 

Chicago Sun-Times 309 

Chicago Tribune 4th Cover 

Chilton Company 60-61 

‘ineinnati: Enquirer 

‘incinnati Post 

‘incinnati: Times-Star 

‘laremont (N. H.) Eagle 

‘eveland News 

‘Jeveland Plain Dealer 

Jeveland Press 

‘olumbia Broadcasting System 

(Radio Spot Sales) 

‘columbia Pacific Network 114- 

‘olumbia (S. C.) State & Record 

‘olumbus (Ga.) Ledger Enquirer 

‘olumbus (Ohio) Dispatch 

onsolidated Consumer Analysis 


Fn i a a a ee a 


Ce es ee ee Ee, Tee Dee 


( 
( 
( 
( 
( 


Survey 
‘orning (N. Y.) Evening Leader 
Christi (Tex.) Caller-Times 


~ A 


orpus 


Dallas (Tex.) Chamber of Commerce 

Dallas (Tex.) News 

Dallas (Tex.) Times Herald 

Danville (11.) Commercial-News 

Danville (Va.) Chamber of Com- 
merce 

Danville (Va.) Register and Bee 

Davenport (la.) Times-Democrat 

Dayton (Ohio) Daily News 

Dayton (Ohio) Journal Herald 

Deland (Fla.) Sun-News 

Dell Publishing Company 

Denver Post 

Des Moines (la.) Register & Tribune 341 

Detroit Free Press 2 

Detroit News 405 

Detroit Times 175 

Le Droit (Ottawa, Can.) 708 

Dubuque (Ia.) Telegraph-Herald 182, 338 

Duluth (Minn.) Herald & News- 
Tribune 423 

Durham (N. C.) Herald & Sun 497 


¢ 


Eastman Kodak ( 
Easton (Pa.) Express 
Eau Claire (Wis.) Leader & 
Telegram 667 
Edmonton (Alberta) Journal 717 
Elizabeth (N. J.) Daily Journal 461 
Elmira (N. Y.) Star Gazette-Adver- 
tiser & Telegram 471 
El Paso (Tex.) Times & Herald-Post 613 


722 


2 
an 
55 


Daily 


ADVERTISER 

Endicott (N. Y.) Daily Bulletin 

Erie (Pa.) Dispatch 

Erie (Pa.) Times ta 

Evansville’s (Ind.) Committee of 100, 
Inc. 

Everett (Wash.) Daily Herald 


Page 
468 
559 
558 


Fall River (Mass.) Herald-News 
Family Circle 
Farm Journal, Inc. 
Farmer Stockman 
La Ferme (Montreal, Can.) . 
Florence (Ala.) Media 
Florida Times Union (Jacksonville) ‘ 
Fort Lauderdale (Fla.) Daily 
News 184, § 
Fort Wayne (Ind.) News-Sentinel & 
Journal-Gazette 
Forth Worth (Tex.) 
Commerce 
Forth Worth (Tex.) Star-Telegram 
Fresno Bee (Calif.) 
Fountain & Fast Food 


Chamber of 


Gadsden (Ala.) Times 

Gary (Ind.) Post-Tribune 

Gastonia (N. C.) Gazette 

General Outdoor Advertising Co. 
308, 367, 431, 434, 478, 424, 

Gloucester (Mass.) Times 

Gloversville & Johnston (N._ Y.) 
Leader-Republican 

Golfing & Golfdom 

Good Housekeeping 

Grand Rapids (Mich.) Herald 

Gray, James, Inc. 

Green Bay (Wis.) Press-Gazette 

Greenfield (Mass.) Recorder-Gazette 38 

Greensboro (N. C.) News & Record 
197, 199, 201, 203, 205, 207, 209, 
211, 308, 478, 496, 498, 501, 505, ! 

Greenville (S. C.) News-Piedmont 

Greenwich (Conn.) Time 

Grit Publishing Co. 

Grocer-Graphic 168-169 

Hagerstown (Md.) Herald-Mail 5 

Halifax (N. 8.) Chronicle-Herald & 
Mail-Star 

Hamilton (Ontario) Spectator 

Hammond (Ind.) Times 

Hampshire Gazette (Northampton, 
Mass.) 

Hardware Age 

Hartford (Conn.) Sunday Courant 

Hartford (Conn.) Times 

Haverhill (Mass.) Gazette 

Hazleton (Pa.) Plain Speaker-Stand- 
ard Sentinel 

Herkimer (N. Y.) Telegram 

High Point (N. C.) Enterprise 

Hilo (Hawaii) Tribune-Herald 

Holland's Magazine 

Holyoke (Mass.) Transcript-Telegram 388 

Honolulu Advertiser 

Honolulu Star-Bulletin 

Schuyler Hopper Company 

House Beautiful 

Houston (Tex.) Chronicle 

Houston (Tex.) Post 

Huntington (W. Va.) 
Herald Dispatch 


Advertiser & 


Idaho Falls Post Register 
India Rubber World 
Indianapolis (Ind.) Star & News 


ADVERTISER 

Industrial Distribution 
Industrial Equipment News 
International Business Machines 


Jacksonville (Fla.) Chamber of Com- 
merce 

Jacksonville (Fla.) Journal 

Janesville (Wis.) Daily Gazette 

Johnson City (Tenn.) Press 

Joplin (Mo.) Globe & News-Herald 


KANS (Wichita, Kans.) 

KBIF (Cal.) 

KBIG (Hollywood, Cal.) 
KBIG (Santa Catalina, Cal.) 
KCKN (Kansas City, Kans.) 
KCMC (Texarkana, Tex.-Ark.) 
kKCMO (Kansas City, Mo.) 
KDKA (Pittsburgh) . 


KDTH (Dubuque, Ia.) 182, 


(Dubuque Telegraph-Herald) 
KDUB-TV (Lubbock, Tex.) 
KERG (Eugene, Ore.) 

KERN (Bakersfield, Cal.) 
KERO (Bakersfield, Cal.) 
KEX (Portland, Ore.) ; 
KEYL (Texas) 601, 606, 607, 
KEYL (San Antonio) 

601, 606, 607 
KFBI (Wichita) 
KFBK (Sacramento) 
KFDM (Beaumont, Tex.) 
KFDX-TV (Wichita Falls, Tex.) 
KFH (Wichita) 
KF JZ (Fort Worth, Tex.) rt 
KFOR & KFOR-TV (Lincoln, Neb.) 
KFPW (Fort Smith, Ark.) 
KFRO (Longview, Tex.) 
KGLO (Mason, Ia.) 
KGNC-TV (Amarillo, Tex.) 
KIMA & KIMA-TV (Yakima, Wash.) 
KIST (Santa Barbara, Cal.) 
KMA (Shenandoah, Ia.) 
KMBC-KFRM (Kansas City, Mo.) 
KMJ (Fresno, Cal.) 
KMTV (Omaha, Neb.) 
KNBC : 
KNBC (San Francisco) 
KOH (Reno, Cal.) 
KPOJ (Portland, Ore.) 
KPQ (Wenatchee, Wash.) 
KQV (Pittsburgh) 
KRGV (Weslaco, Tex.) 
KRIS (Corpus Christi, Tex.) 
KRNT (Des Moines, Ia.) 
KSD & KSD-TV (St. Louis) 
KSEI (Pocatello, Ida.) 
KSL (Salt Lake City) 
KSL-TV (Salt Lake City) 
K-SOX (Harlingen, Tex.) 
KSTP (Minneapolis, Minn.) 
KTHT (Houston, Tex.) 
KTNT-TV (Tacoma, Wash.) 
KTUL (Tulsa, Okla.) 
KVOO (Tulsa, Okla.) 
KVOS & KVOS-TV 

Wash.) : ; ; 
KWKH (Shreveport, La.) .... 
KYW (Philadelphia) 

KXOK (St. Louis) 

Kansas City (Mo.) Star . 

Keystone Broadcasting System, Inc. 
Knoxville (Tenn.) News Sentinel 


(Bellingham, 


La Crosse (Wis.) Tribune 
Ladies Home Journal . . 


o77 
amid 


74 
598 
430 


353 
235 
245 
235 
430 
602 
438 
553 
338 


620 
543 
235 
240 
546 


21, 634 


, 634 


350 
235 
618 
631 
351 
610 
446 


SALES MANAGEMENT 


ADVERTISER Page 
Lafayette (Ind.) Journal & Courier 330 
Lake Worth (Fla.) Leader 276 
Edward Lamb Enterprises, Inc. 559 
Lansing (Mich.) State Journal 406 
Lawrence (Mass.) Eagle-Tribune 385 
Lebanon (Pa.) Daily News 562 
Don Lee Broadcasting System 239 
Lexington (Ky.) Herald-Leader 358 
Liquor Store 189 
Little Falls (N. Y.) Times 471 
Locally Edited Gravure Magazines 151 
London (O ‘a.‘o0) Free Press 711 
Long Beac) ‘Val.) Independent & 
Press-Telegram 157 
Longview (Tex.) News & Journal 614 
Los Angeles Chamber of Commerce 63 
Los Angeles Examiner 153 
Los Angeles Herald-Express 243 
Los Angeles Times 241 
Louisville (Ky.) Courier-Journal 359 
Lowell (Mass.) Sun 391 
Lubbock (Tex.) Avalanche-Journal 621 
Lynchburg (Va.) News & Daily Ad- 
vance 
Lynn (Mass.) Daily 


644 
Item 382 
McCall's Magazine 161 
McClatchy Broadcasting Company = 235 
McGraw-Hill Publishing Company, 
Inc. 58 
MacLean-Hunter Publishing Co., 
Ltd. 
Macon (Ga.) Telegraph & News 290 
Madison (Wis.) Newspapers, Inc. 666 
Manchester (Conn.) Evening Herald 262 
Manchester (N.H.) Union Leader 449 
Manitoba (Can.) Department of In- 
dustry & Commerce 692 
Mansfield (Ohio) News Journal 532 
Market Statistics ; 6 
Marlboro (Mass.) Enterprise-Hudson 
Sun 
Mason City (la.) Globe-Gazette 
Julius Mathews Special Agency, Inc. 
Melbourne (Fla.) Times 
Memphis (Tenn.) Commercial Ap- 
peal-Press-Scimitar 597 
Metropolitan Sunday Newspapers, 
Inc. 122-123 
Meriden (Conn.)-Record-Journal 266 
Miami (Fla.) Daily News 
Miami (Fla.) Herald 
Middletown (Conn.) Press 
Midwest Farm Paper Unit 
Milford (Mass.) Daily News 
Mill & Factory 
Milwaukee (Wis.) Journal 
Milwaukee (Wis.) Sentinel 
Minneapolis (Minn.) Star & Tribune 419 
Mobile (Ala.) Press Register 
Modern Railroads 
Modesto Bee, Calif. 
Moline (Hl.) Dispatch 
Monroe (La.) News-Star & World 
Montgomery (Ala.) Advertiser 
Montreal (Can.) Gazette 
Montreal (Can.) -Matin 
Muncie (Ind.) Star 
Mutual Broadcasting System 


682 


368 
990 


ya sy ) 


704 
706 
325 
110-111 


NBC 2nd Cover 
NBC Western Network 237 
Nashua (N. H.) Telegraph 450 
Nashville (Tenn.) Banner & 


nessean 


Ten- 

590 
National Broadcasting System 2nd Cover 
National Geographic Magazine 155 
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ADVERTISER Page 
New Bedford (Mass.) Standard Times 381 
New Britain (Conn.) Herald 262 
New Brunswick (N.J.) Home News 456 
New London (Conn.) Day 267 
New York Journal-American 479 
New York News 132-133 
Newark (N.J.) Evening News 137 
Newburyport (Mass.) News 386 
Newburgh-Beacon (N.Y.) News 484 
Newport (R. L) Daily News 572 
Newport News (Va.) Daily Press & 
Times-Herald 

Niagara Falls (N. Y.) Gazette 
Norristown (Pa.) Times Herald 564 
North Adams (Mass.) Transcript 380 
North American Van Lines 42 
Northwest Daily Press Association 418 
Norwalk (Conn.) Hour 267 
Norwich (Conn.) Bulletin & Record 267 
Le Nouvelliste (Trois Rivieres) 707 


647 
480 


Oakland (Cal.) Tribune 238 
Ocala (Fla.) Star-Banner 277 
Ohio Select List Newspapers 511 
Oil City (Pa.) Derrick & Blizzard 568 
Oklahoma City Times & Daily Okla- 

homan 539 
Oklahoma Planning & Resources 

Board 
Omaha (Neb.) World-Herald 
Oneonta (N. Y.) Star 4S4 
Oshkosh (Wis.) Daily Northwestern 675 
Oregon Journal (Portland) 549 
Oregonian (Portland) 545 
Orlando (Fla.) Sentinel-Star 286 
Ottawa Citizen 709 
Owensboro (Ky.) Messenger & En- 

quirer 355 
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443, 445 


Pecific Outdoor Advertising Co 

Packaging Parade 

Paducah (Ky.) Sun-Democrat 

Palm Beach (Fla.) Post-Times 

Panama City (Fla.) News-Herald 

Passaic (N. J.) Herald-News 

Paterson (N. J.) Evening News 

La Patrie (Montreal, Can.) 

Pensacola (Fla.) News-Journal 

Pensacola (Fla.) News-Journal 

Penton Publishing Co. 

Peoria (Ill.) Journal Star 

Perry Newspapers & Radio Stations 277 

Perth Amboy (N. J.) Evening News 457 

Peterborough (Ontario) Examiner 648 

Petersburg (Va.) Progress-Index 645 

La Petite Journal (Montreal, Can.) 701 

Philadelphia Evening Bulletin 219 

Philadelphia Inquirer 567 

Phoenix (Ariz.) Republic & Gazette 229 

Photo Journal (Montreal, Can.) 701 

Pittsburgh Post-Gazette : 

Pittsburgh Press 

Plainfield (N. J.) Courier-News 

Plattsburg (N. Y.) Press-Republican 470 

Pontiac (Mich.) Daily Press 410 

Portland (Me.) Press Herald—Ex- 
press-Telegram 371 

Portsmouth (N. H.) Herald 450 

Portsmouth (Va.) Star 648 

La Presse (Montreal, Can.) 705 


deeded 


Providence (R. 1.) Journal-Bulletin 577 


Racine (Wis.) Journal-Times 
Railway Express Agency 

Raleigh (N. C.) News & Observer — 507 
Reader's Digest (Canada) 697 
Redbook Magazine 141 


673 
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ADVERTISER 

Remington Rand, Inc. 

Rheem 

Roanoke (Va.) Times 

Rock Island (IL) Argus 

Rockford (Ill.) Morning Star & Reg- 
ister-Republic 

Rocky Mount (N. C.) Telegram 

Rochester (N.Y.) Times-Union 
Democrat & Chronicle 

Rio Grande Valley (Tex.) News - 
papers 

Rome (N. Y.) Sentinel 

Royal Oak (Mich.) Daily Tribune 

Rug Profits 

Rutland (Vt.) Herald 


St. Joseph (Mo.) News-Press & Ga- 
zette 

St. Louis (Mo.) Globe-Democrat 

St. Louis (Mo.) Post-Dispatch 

St. Paul (Minn.) Dispatch-Pioneer 
Press 

St. Petersburg (Fla.) Times 

Salem (Mass.) Evening News 

Sacramento Bee (Cal.) 

Sales Meetings 

Salisbury (N. C.) Post 

Salt Lake City (Utah) Tribune-Tele- 
gram 

San Antonio (Tex.) Express & Eve- 
ning News 

San Antonio (Tex.) Light 

San Diego (Cal.) Chamber of Com- 
merce 

San Diego (Cal.) Union & Evening 
Tribune 

Sanford (Maine) Tribune & Advocate 

San Francisco (Cal.) Call-Bulletin 

San Francisco (Cal.) Examiner 

San Jose (Cal.) Mercury & News 

Santa Ana (Cal.) Register 

Santa Barbara (Cal.) News-Press 

Saturday Evening Post 

Savannah (Ga.) Committee On Indus- 
trial Development 

Schenectady (N. Y.) Gazette 

Scranton (Pa.) Times 

Scranton (Pa.) 
tonian 

Scripps-Howard Newspapers 

Seattle (Wash.) Times 

Seventeen 

Sharon (Pa.) Herald 

Shreveport (La.) Times 

Sioux City (lowa) Journal-Tribune 

Sioux Falls (S. D.) Argus-Leader 

Le Soleil (Quebec City) 

South Bend (Ind.) Tribune 

South Dakota Dailies 

Southern Planter 

Stamford (Conn.) Advocate 

Standard Outdoor Adv. 1 

Stockton (Cal.) Record 

Stroudsburg (Pa.) Daily Record 

Southwest American-Times 
(Fort Smith, Ark.) 

Successful Farming 

Sudbury (Ontario) Daily Star 

Sunbury (Pa.) Daily Item 

Sydney (C. B. 1.) Post-Record 

Syracuse (N. Y.) Herald Journal & 
Post Standard 


Tribune & Scran- 


Record 


Tacoma (Wash.) News Tribune 
Taunton (Mass.) Gazette 
Terre Haute (Ind.) Tribune-Star 


99.983 


“a 


291 
486 
560 


560 
127 
655 

39 
564 
365 
344 
586 
707 
328 
589 

47 
259 
12A 
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ADVERTISER Page 
Texas Daily Press League, Inc. 615 
Texas Quality Network 625 
Texas Quality Newspapers, Inc. 
Texas State Network 
J. Walter Thompson Company 
J. Walter Thompson Company, Ltd. 
Thomas Register 
Thomson Dailies (Canada) 
Tires TBA Merchandising 
Toledo (Ohio) Daily Blade & Morn- 
ing Times ‘ 
Topeka (Kans.) Capital-State Journal 355 
Toronto Globe & Mail 
Toronto Star Weekly 
Toronto Telegram ; 
Torrington (Conn.) Register 
La Tribune (Sherbrooke) 
Troy (N. Y.) Times-Record 
True Story 
Tulsa (Okla.) World & Tribune 


Utica (N. Y.) Observer 


Vv. F. W. Magazine 

Valley Daily News (Tarentum, Pa.) 5- 
Vancouver (B. C.) Province 

Vancouver (B. C.) Sun 

Ventura (Cal.) Star-Free Press 
Vermont Allied Dailies 


WALA & WALA-TV (Mobile, Ala.) 226 

WAPX (Montgomery, Ala.) 

WARA (Attleboro, Mass.) 

WARM (Scranton, Pa.) 

WAVE-TV (Louisville, Ky.) 

WBAP & WBAP-TV (Fort Worth, 
Tex.) 

WBBO (Forest City, N. C.) 

WBBO (Augusta, Ga.) 

WBEL (Rockford, Il.) 

WBIG (Greensboro, N. C.) 

WBNS (Columbus, Ohio) 

WBOC (Salisbury, Md.) 

WBOW (Terre Haute, Ind.) 

WBT & WBTV (Charlotte, N. C.) 

WBZ (Boston, Mass.) 

WCAO (Baltimore, Md.) 

WCAU & WCAU-TY (Philadelphia, 
Pa.) 

WCAX (Burlington, Vt.) 

WCLO (Janesville, Wis.) 

WCOA (Pensacola, Fla. 

WCOD (Richmond, Va.) 

WCSC-TV (Charleston, S. C.) 

WDAY (Fargo, N. D.) 

WDB] (Roanoke, Va.) 

WDBO (Orlando, Fla.) 

WDLP (Panama City, Fla.) 

WDOS (Oneonta, N. Y.) 

WDRC (Hartford, Conn.) 

WDTV (Pittsburgh, Pa.) 

WDZ (Decatur, Il.) 

WENE (Binghamton, N. Y.) 

WFAA & WFAA-TV (Dallas, 

* Tex.) 605, 608 

WFEBC (Greenville, S. C.) . 584 

WFDF (Flint, Mich.) 414 

WELA (Tampa, Fla.) 285 

WFM] & WFEMJ-TV (Youngstown, 
Ohio) 

WFTL & WFTL-TV (Ft. 
dale, Fla.) 

WGAC (Augusta, Ga.) 

WGAN (Portland, Me.) 

WGAR (Cleveland, Ohio) 

WGBF (Evansville, Ind.) 

WGBS (Miami, Fla.) 


Lauder- 
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ADVERTISER 

WGEZ (Beloit, Wis.) 

WGN (Chicago, Ill.) 

WGR (Buffalo, N. Y.) 
WGSM (Huntington, N. Y.) 
WGST (Atlanta, Ga.) 


WGUY & WGUY-FM (Bangor, Me.) : 


WGY (Schenectady, N. Y.) 

WHAM (Rochester, N. Y.) 

WHAS & WHAS-TV (Louisville, 
Ky.) 

WHBF & WHBF-TV (Rock Island, 
Ill.) 

WHEC (Rochester, N. Y.) 

WHIZ-TV (Zanesville, Ohio) 

WHK (Cleveland, Ohio) 

WHLI (Hempstead, N. Y.) 

WHO (Des Moines, Towa) 


WHP & WHP-TV Sidi. Pa.) 5! 


WIBA (Madison, Wis.) 
WIBW (Topeka, Kan.) 


WICC (Bridgeport, Conn.) 268-2! 


WICU-TV (Erie, Pa.) 

WIKE (Newport, Vt.) 

WIKK (Erie, Pa.) 

WIP (Philadelphia, Pa.) 

WIRE (Indianapolis, Ind.) 

WIS (Columbia, S. C.) 

WJAC-TV (Johnstown, Pa.) 

WJAR-TV (Providence, R. I.) 

WIBF (Augusta, Ga.) 

WIJBO (Baton Rouge, La.) 

WIJEF (Grand Rapids, Mich.) 

WIJHP (Jacksonville, Fla.) 

WIJLS (Beckley, W. Va.) 

WIR (Detroit, Mich.) 

WIW (Cleveland, Ohio) 

WKBN-TYV (Youngstown, Ohio) 

WKBN-TV (Youngstown, Ohio) 

WKBV (Richmond, Ind.) 

WKOW & WKOW-TYV 
Wis.) 

WKY (Oklahoma City, Okla.) 

WKZO & WKZO-TV (Kalamazoo, 
Mich.) 

WLAM (Lewiston, Me.) 

WLAW (Boston, Mass.) 

WLS (Chicago, Ill.) 

WLW (Cincinnati, Ohio) 

WMBD (Peoria, Il.) 

WMBG (Richmond, Va.) 

WMC (Memphis, Tenn.) 

WMCT (Nashville, Tenn.) 

WMRY (New Orleans, La.) 
WNAM & WNAM-TV (Neenah- 
Menasha, Wis.) 
WNAX (Sioux City, 

ton, S. D.) - 
WNEW (New York, N. Y.) 
WIOD (Miami, Fla.) aed 
WIRK (West Palm Beach, Fla.) 
WOAI & WOAT-TV (San Antonio, 


(Madison, 


Iowa & Yank- 


Tex.) : 
WOC (Davenport, Iowa) 
WOMI (Owensboro, Ky.) 
WOW (Omaha, Neb.) 
WOW-TV (Omaha, Neb.) 
WOWO (Fort Wayne, Indiana) 
WPOR (Portland, Maine) 
WPRO (Providence, R. L) 
WPTF (Durham, N. C.) 
WQAM (Miami, Fla.) 

WRIN (Racine, Wisconsin) 
WRNL (Richmond, Virginia) . . 
WROV-TV (Roanoke, Virginia) 
WRBL (Columbus, Georgia) 
WRDW (Augusta, Ga.) 

WRR (Dallas, Texas) 


ADVERTISER 

WRRF (Washington, N. C.) 

WRRZ (Clinton, N. C.) 

WPDQ (Jacksonville, Florida) 

WSAV (Savannah, Ga.) 

WSAZ-WSAZ-TV (Huntington, 
W. Va.) 

WSBT & WSBT-TV (South Bend, 
Indiana) 

WSGN-WSGN-FM (Birmingham, 
Ala.) 

WSIX (Nashville, Tennessee) 

WSJS (Winston-Salem, N. C.) 

WSLS-TV (Roanoke, Va.) 

WSM (Nashville, Tenn.) 

WSOC (Charlotte, N. C.) 

WSOY (Decatur, IIL.) 

WSPA (Spartanburg, S. C.) 

WSPD (Toledo, Ohio) 

WSUN (St. Petersburg, Fla.) 

WSYR (Syracuse, N. Y.) 

WTAD (Quincy, II.) 

WTAG (Worcester, Mass.) 

WTAR (Norfolk, Va.) 

WTAX (Springfield, Il.) 

WTIC (Hartford, Conn.) 

WTMC (Ocala, Fla.) 

WTOC (Savannah, Ga.) 

WTV]. (Miami, Fla.) 

WTVR-TV (Richmond, Va.) 

WTWN (St. Johnsbury, Vermont) 

WWI] (Detroit, Mich.) 

WWVA (Wheeling, W. Va.) 

Waco (Tex.) News-Tribune & Times- 
Herald 

Walker & Co., 


Wallace’s Farmer & Iowa Home- 


stead ‘i 
Wallace Witmer Co. 
Wall Street Journal 
Waltham (Mass.) News-Tribune 
Washington (D. C.) Star 
Washington (D. C.) Times-Herald 
Waterbury (Conn.) Republican- 
American 
Waterloo (Ia.) Daily Cousier 
Waterville (Maine) Sentinel 
Waukegan (Tll.) News-Sun 
Wausau (Wis.) Daily Record-Herald 
Waynesboro (Va.) News-Virginian 
Weekend (Montreal) 
Weekly Kansas City Star 


Weekly Star Farmer 349, 


Westerly (R. 1.) Sun 
Western Family 
Western Union 
Westchester (N. 
papers 
Wichita (Kan.) Eagle 


Y.) Group News- 


Wichita Falls (Tex.) Chamber of 


Commerce 
Wichita Falls (Tex.) Times & Ree- 
ord News 
Williamsport (Pa.) Ge aze tte 
Wilmington (Del.) Star .. 
Wilmington (N. C.) Star-News 
Winnebago Newspapers 
Winston-Salem (N. C.) Journal & 
Sentinel 
Woman's Day 
Woonsocket (R. I.) Call 
Worcester (Mass.) Telegram-Gazette 


Yankee Food Merchant 
Youngstown (Ohio) Vendicator 
Young & Rubicam, Inc. 


Zone Two Dailies (Quebec) 


631 


630 
563 
271 
503 
219 


499 
103 
576 
399 


389 
525 
19 


707 


SALES MANAGEMENT 


SERVES MORE LEADING MARKETS THAN ANY OTHER AIR CARRIER 


HY TRON 


TV 
TUBE 


~~ 


TV Tube Maker puts Production Line in Distributors Backyard 


How CBS-Hytron found a new, 
economical way to improve service 
and reduce inventories 


CBS-Hytron...a division of CBS, and 
one of the country’s foremost producers 
of TV picture tubes... faced a twin 
problem. With demand pushing supply, 
how could they step up service to dis- 


tributors and dealers throughout the 


ee 


NEN 


Jt ae — 


country. And at the same time avoid 
costly warehousing. 


In American Airfreight, they found 
the solution. Today, CBS-Hytron TY 
tubes are shipped by air in record time 
Deliveries are fast. Distributors no 
longer need Carry excessive inventories. 
Stocks are up-to-date. The right tube is 
at the right place at the right time. And 
this extra service costs CBS-Hytron dis 


tributors and dealers not a penny extra 

Here’s another case where the money 
saving results of airfreight more than 
offset its initial cost. Why not learn 
what this modern method of distribu 
tion can do for you? 


For further information, wire us col 
lect, American Airlines, Inc., Cargo 


Sales Division, 100 Park Avenue, New 
York 17, New York. 


AMERICAN AIRLINES 


ae d mencas Leading Airline 


$55,000,000.00 


ADVERTISERS placed over $55,000,000.00 in ad- 
vertising in the Chicago Tribune during 1952. 

Their investment set a new high in advertis- 
ing revenue for the Tribune. It represents the 
largest advertising expenditure ever placed in 
any newspaper in any year. 

It points up the tremendous sales opportuni- 
ties available in the multibillion dollar Chicago 
market. It demonstrates the power of the Trib- 
une to deliver volume returns. 

Some advertisers individually spent over 
$1,000,000.00 in the Tribune last year. Scores 
spent over $100,000.00. Hundreds spent 
over $10,000.00. None exhausted the buying 
power of Tribune readers. Each got greatest 


returns from advertising by using the Tribune. 

Is your advertising program in Chicago set 
up to take full advantage of the tremendous 
sales opportunities here? 

Are you planning your operations to take full 
advantage of the exceptional sales power of 
the Chicago Tribune? 

Chicago is a market in which you can adver- 
tise with confident expectation of volume re- 
sults. And no matter what you sell, you will get 
more sales by using the Tribune. 

A Tribune representative will be glad to sit 
down with you and your advertising counsel to 
outline a program that will help you sell more 
and build solidly for the future. Ask him to call. 


Chicago Tribune 


THE WORLD'S 


GREATEST NEWSPAPER 


